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Abstract: This study examines whether sports fans’ brand loyalty toward their teams’ licensed products is
related to their compulsive online buying behavior. Data were collected from 658 football fans in Tiirkiye via
an online survey using two established scales: the 18-item Brand Loyalty Scale (Tekin, 2020) and the 28-item
Compulsive Online Buying Scale adapted from the Bergen Shopping Addiction Scale (Andreassen et al., 2015;
Bozdag & Yalginkaya-Alkar, 2018). Analyses were conducted in IBM SPSS 28 and included reliability tests,
exploratory factor analysis, Pearson correlation, and hierarchical regression. Both scales produced very high
internal consistency coefficients (Cronbach’s a = 0.991 for loyalty and 0.995 for compulsive buying), although
the average inter-item correlations (0.86 and 0.87) suggest substantial item redundancy that we acknowledge
as a measurement limitation. Brand loyalty correlated positively with compulsive online buying (r = 0.212, p
<.001). In hierarchical regression entered in the conventional order, demographic controls in Block 1 explained
no significant variance (R2=10.011, F(4, 653) = 1.77, p = .133), and brand loyalty entered in Block 2 produced
a significant incremental contribution (AR? = 0.041, F-change(1, 652) =28.22, p <.001; B =0.225, p <.001),
with the full model accounting for 5.2% of the variance (R* = 0.052, F(5, 652) = 7.12, p < .001). A
subdimension analysis showed that the identity- and behavior-oriented items of the loyalty scale correlated
more strongly with compulsive online buying (r = 0.235) than its quality-perception items (r = 0.185), and a
Williams test confirmed that this difference was statistically significant (t(655) = 3.57, p <.001). Loyalty was
negatively associated with the self-reported frequency of licensed-product purchases (Spearman p =-0.335, p
<.001), whereas the same frequency variable was not related to general compulsive online buying tendencies
(p = —0.042, p = 0.283), which indicates that licensed-product purchasing and general compulsive online
buying operate as distinct behaviors. Theoretical and managerial implications are discussed.

Keywords: Consumer Behavior, Compulsive Online Buying, Licensed Products, Brand Loyalty, Sports
Marketing
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Oz: Bu caligmada, spor kuliiplerine ait lisansli iiriinlere yonelik marka sadakatinin taraftarlarin kompulsif
cevrimi¢i satin alma egilimleriyle iliskili olup olmadigi arastirilmistir. Veriler Tiirkiye’deki 658 futbol
taraftarindan cevrimici anket yoluyla, 18 maddelik Marka Sadakati Olgegi (Tekin, 2020) ve Bergen Alisveris
Bagimlilig1 Olgegi’nin 28 maddelik kompulsif ¢evrimigi satin alma uyarlamas1 (Bozdag & Yalginkaya-Alkar,
2018) kullanilarak toplanmigtir. Analizler IBM SPSS 28 ile gerceklestirilmis ve giivenilirlik, kesfedici faktor
analizi, Pearson korelasyonu ve hiyerarsik regresyonu icermistir. Her iki 6l¢cek de oldukca yiiksek i¢ tutarlik
katsayilari iiretmistir (o = 0.991 ve 0.995); ancak ortalama madde-madde korelasyonlart (0.86 ve 0.87)
Olceklerin madde fazlaligi icerdigine isaret etmektedir ve bu durum calismanin 6lgme sinirliligt olarak
degerlendirilmistir. Marka sadakati ile kompulsif ¢evrimigi satin alma arasinda pozitif ve anlamli bir iligki
bulunmus (r = 0.212, p <.001), klasik siral1 hiyerarsik regresyonda demografik kontroller Blok 1’de anlaml
bir varyans agiklamazken (R?> = 0.011, F(4, 653) = 1.77, p = .133), Blok 2’de modele eklenen marka sadakati
anlamli bir artiga yol agmistir (AR? = 0.041, F-degisim(1, 652) =28.22, p <.001; p = 0.225, p <.001). Olgegin
kimlik ve davranis odakl alt boliimii, kalite algist boliimiinden daha giiclii bir iliski gostermis (r = 0.235 ve
0.185) ve bu fark Williams testi ile istatistiksel olarak anlamli bulunmustur (t(655) = 3.57, p <.001). Sadakat,
lisansl iiriin satin alma sikligiyla negatif iliskili (p = —0.335, p < .001) iken ayn1 siklik degiskeniyle genel
kompulsif ¢evrimici satin alma arasinda anlaml bir iliski bulunmamistir (p = —0.042, p = 0.283). Bu oriintii,
lisansh {iirlin tiiketimi ile genel kompulsif ¢evrimigi aligverisin birbirinden farkli davranislar oldugunu
gostermektedir. Bulgularin kuramsal ve yonetsel ¢ikarimlar tartisilmaktadir.

Anahtar Kelimeler: Tiiketici Davranisi, Kompulsif Cevrimici Satin Alma, Lisansh Uriinler, Marka Sadakati,
Spor Pazarlamasi
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Structured Abstract

This study examines whether sports fans' brand loyalty toward their teams' licensed products is
associated with their compulsive online buying behavior. Although brand loyalty is usually regarded as a
favorable marketing outcome, loyalty grounded in strong emotional and identity-based attachment may also
be linked to less desirable consumption patterns, and the digitalization of retail has made this concern more
pressing because constant accessibility, personalized offers, and urgency cues can amplify affective responses
and reduce deliberation. Building on Social Identity Theory (Tajfel & Turner, 1979), self-congruity theory
(Sirgy, 1982), and Griffiths' (2005) components model of compulsive consumption, the study asks whether
brand loyalty toward licensed sports products predicts general compulsive online buying tendencies, whether
this association persists after demographic differences are taken into account, and whether the identity- and
behavior-oriented items of the loyalty scale relate to compulsive buying differently than its quality-perception
items. The setting is football fandom in Tiirkiye, where supporter communities form a culturally and
economically significant consumer segment.

Data were collected through a cross-sectional online survey completed by 658 adult football fans in
Tiirkiye, recruited via convenience sampling. Brand loyalty was measured with the 18-item Brand Loyalty
Scale adapted by Tekin (2020), and general compulsive online buying with the 28-item Compulsive Online
Buying Scale (Bozdag & Yalcinkaya-Alkar, 2018), a Turkish adaptation of the Bergen Shopping Addiction
Scale (Andreassen et al., 2015). Demographic information and self-reported frequency of licensed-product
purchasing were also collected. Ethics approval was obtained from Batman University's Social Sciences,
Science-Engineering Sciences, and Health Sciences Ethics Committee (decision dated September 4, 2025, no.
2025/09-18). Analyses were carried out in IBM SPSS Statistics 28 and included reliability analysis, exploratory
factor analysis, Pearson and Spearman correlations, and a two-step hierarchical regression in which
demographic controls (gender, age, education, income) were entered in Block 1 and brand loyalty in Block 2.

Both scales produced very high internal consistency coefficients (Cronbach's o = 0.991 for loyalty
and 0.995 for compulsive buying); however, the average inter-item correlations (0.860 and 0.871) considerably
exceed the range usually reported for psychometrically sound scales and point to substantial item redundancy,
which is treated throughout as a measurement limitation rather than as evidence of unusually consistent
behavior. Brand loyalty correlated positively with compulsive online buying (r = 0.212, p < .001). In the
hierarchical regression, the demographic controls entered in Block 1 did not jointly explain a significant share
of variance (R? = 0.011, F(4, 653) = 1.77, p = .133), whereas brand loyalty entered in Block 2 produced a
significant incremental contribution (AR? = 0.041, F-change(1, 652) = 28.22, p <.001; = 0.225, p <.001),
with the full model accounting for 5.2% of the variance (R? = 0.052, F(5, 652) = 7.12, p < .001). A
subdimension analysis showed that the identity- and behavior-oriented items of the loyalty scale correlated
more strongly with compulsive online buying (r = 0.235) than its quality-perception items (r = 0.185), and a
Williams test confirmed that this difference was statistically significant (t(655) = 3.57, p <.001). Loyalty was
negatively associated with the self-reported frequency of licensed-product purchases (Spearman p = -0.335, p
<.001), whereas the same frequency variable was unrelated to general compulsive online buying tendencies
(p = -0.042, p = .283), indicating that licensed-product purchasing and general compulsive online buying
operate as empirically distinct behaviors.

These findings suggest that brand loyalty toward licensed sports products has a small but consistent
positive link with general compulsive online buying, and that this link operates largely independently of
demographics. From a theoretical standpoint, the results support a social-identity and self-congruity reading of
fan consumption, in which affective, identity-based loyalty creates conditions under which general compulsive
online buying can take hold even when licensed-product purchasing itself remains rare. From a practical
standpoint, sports clubs and licensing partners should treat highly loyal fan segments with care in digital retail
design and may consider welfare-oriented features such as spending notifications, purchase-delay options, and
transparent return policies. The main limitations of the study are its cross-sectional design, its convenience
sample restricted to Turkish football fans, its reliance on self-report data, and, most importantly, the item
redundancy indicated by the unusually high reliability and explained-variance values of both scales; the
development of shorter, content-balanced instruments and longitudinal or experimental replication are
recommended for future research.

Keywords: Consumer Behavior, Compulsive Online Buying, Licensed Products, Brand Loyalty,
Sports Marketing
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Résumé Structuré

Cette étude examine si la fidélité des supporters a la marque des produits sous licence de leur équipe
est associée a leur comportement d’achat compulsif en ligne. Bien que la fidélité a la marque soit généralement
considérée comme un résultat marketing positif, une fidélité fondée sur un attachement émotionnel fort et 1i¢
a I’identité peut également étre associée a des habitudes de consommation moins souhaitables ; la numérisation
du commerce de détail a rendu cette préoccupation plus pressante, car 1’accessibilité constante, les offres
personnalisées et les signaux d’urgence peuvent amplifier les réactions affectives et réduire la réflexion.
S'appuyant sur la théorie de I'identité sociale (Tajfel & Turner, 1979), la théorie de la congruence de soi (Sirgy,
1982), et du modele des composantes de la consommation compulsive de Griffiths (2005), cette étude cherche

Turkish Studies — Economics, Finance, Politics 21(3)



An Examination of the Relationship Between Sports Club Fans’ Brand... 5425

a déterminer si la fidélité a une marque de produits sportifs sous licence permet de prédire des tendances
générales a 1’achat compulsif en ligne, si cette association persiste aprés prise en compte des différences
démographiques, et si les items de 1’échelle de fidélité axés sur 1’identité et le comportement sont liés a I’achat
compulsif différemment des items portant sur la perception de la qualité. Le contexte est celui des supporters
de football en Turquie, ou les communautés de supporters constituent un segment de consommateurs important
sur les plans culturel et économique.

Les données ont été recueillies au moyen d’une enquéte transversale en ligne a laquelle ont répondu
658 supporters de football adultes en Turquie, recrutés par échantillonnage de commodité. La fidélité a la
marque a été mesurée a 1’aide de I’échelle de fidélité a la marque en 18 items adaptée par Tekin (2020), et les
achats compulsifs en ligne en général a 1’aide de 1’échelle d’achats compulsifs en ligne en 28 items (Bozdag &
Yalginkaya-Alkar, 2018), une adaptation turque de 1’échelle de dépendance aux achats de Bergen (Andreassen
et al., 2015). Des informations démographiques et la fréquence autodéclarée d’achat de produits sous licence
ont également été recueillies. L autorisation éthique a été obtenue aupreés du Comité d’éthique des sciences
sociales, des sciences et de 1’ingénierie, et des sciences de la santé de I’université de Batman (décision du 4
septembre 2025, n® 2025/09-18). Les analyses ont été réalisées a 1’aide du logiciel IBM SPSS Statistics 28 et
comprenaient une analyse de fiabilité, une analyse factorielle exploratoire, des corrélations de Pearson et de
Spearman, ainsi qu’une régression hiérarchique en deux étapes dans laquelle les variables démographiques de
contrdle (sexe, age, niveau d’études, revenu) ont ét¢ introduites dans le bloc 1 et la fidélité a la marque dans le
bloc 2.

Les deux échelles ont produit des coefficients de cohérence interne tres élevés (a de Cronbach = 0,991
pour la fidélité et 0,995 pour les achats compulsifs) ; cependant, les corrélations inter-items moyennes (0,860
et 0,871) dépassent considérablement la fourchette habituellement rapportée pour des échelles
psychométriquement valides et indiquent une redondance substantielle des items, qui est considérée tout au
long de I’étude comme une limite de mesure plutét que comme la preuve d’un comportement
exceptionnellement cohérent. La fidélité a la marque était positivement corrélée aux achats compulsifs en ligne
(r=0,212, p <0,001). Dans la régression hiérarchique, les variables démographiques de contréle introduites
dans le bloc 1 n’ont pas expliqué conjointement une part significative de la variance (R>= 0,011, F(4, 653) =
1,77, p = 0,133), tandis que la fidélité a la marque, introduite dans le bloc 2, a apporté une contribution
incrémentale significative (AR? = 0,041, variation de F(1, 652) = 28,22, p < 0,001 ; B = 0,225, p <0,001), le
mode¢le complet expliquant 5,2 % de la variance (R? = 0,052, F(5, 652) = 7,12, p < 0,001). Une analyse par
sous-dimensions a montré que les items de 1’échelle de fidélité axés sur 1’identité et le comportement
présentaient une corrélation plus forte avec les achats compulsifs en ligne (r = 0,235) que ses items liés a la
perception de la qualité (r = 0,185), et un test de Williams a confirmé que cette différence était statistiquement
significative (t(655) = 3,57, p <0,001). La fidélité était négativement associée a la fréquence autodéclarée des
achats de produits sous licence (p de Spearman = -0,335, p < 0,001), tandis que cette méme variable de
fréquence n’était pas liée aux tendances générales d’achats compulsifs en ligne (p = -0,042, p = 0,283), ce qui
indique que I’achat de produits sous licence et les achats compulsifs en ligne en général constituent des
comportements empiriquement distincts.

Ces résultats suggerent que la fidélité a la marque envers les produits sportifs sous licence présente un
lien positif, faible mais constant, avec les achats compulsifs en ligne en général, et que ce lien s’exerce en
grande partie indépendamment des caractéristiques démographiques. D un point de vue théorique, les résultats
corroborent une interprétation de la consommation des supporters fondée sur I’identité sociale et la cohérence
de soi, selon laquelle une fidélité affective, fondée sur I’identité, crée les conditions dans lesquelles les achats
compulsifs en ligne en général peuvent s’installer, méme lorsque 1’achat de produits sous licence reste lui-
méme rare. D’un point de vue pratique, les clubs sportifs et leurs partenaires de licence devraient traiter avec
précaution les segments de supporters tres fidéles lors de la conception de leurs boutiques en ligne et pourraient
envisager des fonctionnalités axées sur le bien-étre, telles que des notifications de dépenses, des options de
report d’achat et des politiques de retour transparentes. Les principales limites de cette étude sont son design
transversal, son échantillon de commodité restreint aux supporters de football turcs, son recours & des données
autodéclarées et, surtout, la redondance des items mise en évidence par les valeurs inhabituellement élevées de
fiabilité et de variance expliquée des deux échelles ; 1’¢laboration d’instruments plus courts et équilibrés sur le
plan du contenu, ainsi qu’une reproduction longitudinale ou expérimentale, sont recommandées pour les
recherches futures.
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Resumen Estructurado

Este estudio analiza si la fidelidad de los aficionados al deporte hacia los productos oficiales de sus
equipos esta relacionada con su comportamiento de compra compulsiva en linea. Aunque la fidelidad a la
marca suele considerarse un resultado positivo desde el punto de vista del marketing, la fidelidad basada en un
fuerte apego emocional y de identidad también puede estar vinculada a patrones de consumo menos deseables,
y la digitalizacion del comercio minorista ha hecho que esta preocupacion sea aun mas acuciante, ya que la
accesibilidad constante, las ofertas personalizadas y las sefiales de urgencia pueden amplificar las respuestas
afectivas y reducir la deliberacion. Partiendo de la teoria de la identidad social (Tajfel y Turner, 1979), la teoria
de la congruencia del yo (Sirgy, 1982) y el modelo de componentes del consumo compulsivo de Griffiths
(2005), el estudio analiza si la lealtad a la marca hacia los productos deportivos con licencia predice tendencias
generales de compra compulsiva en linea, si esta asociacion persiste una vez tenidas en cuenta las diferencias
demograficas, y si los items de la escala de lealtad orientados a la identidad y al comportamiento se relacionan
con la compra compulsiva de manera diferente a los items relacionados con la percepcion de la calidad. El
contexto es el de los aficionados al futbol en Turquia, donde las comunidades de seguidores constituyen un
segmento de consumidores significativo desde el punto de vista cultural y econémico.

Los datos se recopilaron mediante una encuesta transversal en linea a la que respondieron 658
aficionados adultos al fatbol en Turquia, seleccionados mediante un muestreo por conveniencia. La lealtad a
la marca se midi6 con la Escala de Lealtad a la Marca de 18 items adaptada por Tekin (2020), y la compra
compulsiva general por Internet con la Escala de Compra Compulsiva por Internet de 28 items (Bozdag y
Yalginkaya-Alkar, 2018), una adaptacion turca de la Escala de Adiccion a las Compras de Bergen (Andreassen
et al., 2015). También se recopild informacion demografica y la frecuencia autodeclarada de compra de
productos con licencia. Se obtuvo la aprobacién ética del Comité de Etica de Ciencias Sociales, Ciencias e
Ingenieria y Ciencias de la Salud de la Universidad de Batman (decision de fecha 4 de septiembre de 2025, n.°
2025/09-18). Los analisis se llevaron a cabo en IBM SPSS Statistics 28 e incluyeron andlisis de fiabilidad,
analisis factorial exploratorio, correlaciones de Pearson y Spearman, y una regresion jerarquica en dos pasos
en la que las variables demograficas de control (género, edad, nivel educativo e ingresos) se introdujeron en el
Bloque 1 y la fidelidad a la marca en el Bloque 2.

Ambas escalas arrojaron coeficientes de consistencia interna muy elevados (o de Cronbach = 0,991
para la lealtad y 0,995 para la compra compulsiva); sin embargo, las correlaciones medias entre items (0,860
y 0,871) superan considerablemente el rango que suele indicarse para escalas psicométricamente sélidas y
apuntan a una redundancia sustancial de los items, lo que se considera en todo momento una limitacion de la
medicion mas que una prueba de un comportamiento inusualmente consistente. La lealtad a la marca se
correlaciond positivamente con las compras compulsivas en linea (r = 0,212, p < 0,001). En la regresion
jerarquica, las variables de control demograficas introducidas en el Bloque 1 no explicaron conjuntamente una
parte significativa de la varianza (R? = 0,011, F(4, 653) = 1,77, p = 0,133), mientras que la lealtad a la marca,
introducida en el Bloque 2, aport6 una contribucion incremental significativa (AR? = 0,041, cambio de F(1,
652) =28,22, p <0,001; B = 0,225, p <0,001), y el modelo completo explicaba el 5,2 % de la varianza (R* =
0,052, F(5,652)=7,12, p<0,001). Un analisis de subdimensiones reveld que los items de la escala de fidelidad
orientados a la identidad y al comportamiento se correlacionaban mas fuertemente con la compra compulsiva
por Internet (r = 0,235) que los items relacionados con la percepcion de la calidad (r = 0,185), y una prueba de
Williams confirmé que esta diferencia era estadisticamente significativa (t(655) = 3,57, p <0,001). La lealtad
se asocid negativamente con la frecuencia autodeclarada de compras de productos con licencia (p de Spearman
=-0,335, p < 0,001), mientras que la misma variable de frecuencia no guardaba relacion con las tendencias
generales de compra compulsiva en linea (p = -0,042, p = 0,283), lo que indica que la compra de productos con
licencia y la compra compulsiva general en linea constituyen comportamientos empiricamente distintos.

Estos hallazgos sugieren que la lealtad a la marca hacia los productos deportivos con licencia tiene
una relacion positiva, pequefia pero consistente, con las compras compulsivas en linea en general, y que esta
relacion se da en gran medida independientemente de las caracteristicas demograficas. Desde un punto de vista
teorico, los resultados respaldan una interpretacion del consumo de los aficionados basada en la identidad social
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y la congruencia con el yo, en la que la lealtad afectiva y basada en la identidad crea las condiciones en las que
las compras compulsivas en linea en general pueden afianzarse, incluso cuando la compra de productos con
licencia en si misma sigue siendo poco frecuente. Desde un punto de vista practico, los clubes deportivos y los
socios de licencia deberian tratar con especial atencion a los segmentos de aficionados altamente fieles a la
hora de disefiar la venta minorista digital y podrian considerar la incorporaciéon de funciones orientadas al
bienestar, como notificaciones de gasto, opciones para aplazar la compra y politicas de devolucién
transparentes. Las principales limitaciones del estudio son su disefio transversal, su muestra de conveniencia
restringida a los aficionados al fatbol turcos, su dependencia de datos autoinformados y, lo que es mas
importante, la redundancia de los items indicada por los valores inusualmente altos de fiabilidad y varianza
explicada de ambas escalas; para futuras investigaciones se recomienda el desarrollo de instrumentos mas
breves y con contenido equilibrado, asi como la replicacion longitudinal o experimental.

Palabras clave: Comportamiento del consumidor, compras compulsivas en linea, productos con
licencia, lealtad a la marca, marketing deportivo
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CtpykTypupoBanHoe Pe3rome

B maHHOM HCCIEeIOBaHWM paccMaTpUBACTCS BOIPOC O TOM, CBS3aHA JIM JIOSULTBHOCTH CIIOPTHBHBIX
00JETBITUKOB K OPeH/Y JUIEH3NOHHOH MPOAYKIIUN CBOUX KOMAaH]I C MX KOMITYJIbCHBHBIM IOBEICHUEM TIPH
COBepIICHNH TOKYyHnok B IHrepHeTe. XOTS JOSIBHOCTH K OpeHOYy OOBIYHO paccMaTpHUBaeTCs Kak
MOJIOKUTEIbHBIII MapKETUHIOBBIM pE3yJbTaT, JOSUIBHOCTh, OCHOBAHHAas Ha CWJIBHOW 3MOLIMOHAIBLHOMN
NPUBSI3aHHOCTH W WACHTU(UKALWK, MOXET TaKKe OBITh CBsi3aHa C MEHEee MKeJIaTeNIbHBIMU MOJCIISIMU
noTpeOyicHus, a MUPPOBHU3AIMS PO3HUYHON TOPrOBIM Cieiaia 3Ty mpobiieMy elie 0osiee aKTyalbHOH,
MOCKOJIBKY TIOCTOSIHHas JOCTYIHOCTb, INE€PCOHAIU3UPOBAHHBIE NPEJIOKCHUS U CUTHAJIBI, CO3JaIoIIHe
OLIYIIEHHE CPOYHOCTH, MOTYT YCHIIMBATh AMOIMOHAIBHBIC PEAKIMU M CHUXKATh CTENeHb O00JyMaHHOCTH
pemeHnii. Onupasice Ha Teoputo cormainbHoil umaentuuHocTH (Tajfel & Turner, 1979), Teopuro
camocooTBeTcTBHA (Sirgy, 1982) a Takke Ha KOMIIOHCHTHOW MOJENN KOMITYJBCHBHOTO ITOTPEOICHMUS
I'pudodurca (2005), B 1TaHHOM HCCIETOBAHUH CTABHTCS BOMPOC O TOM, ITO3BOJISACT JIA JIOSUTBHOCTH K OpeHITY
JUICH3NOHHOW CIIOPTHBHOM TPONYKIWH TIpEeACcKa3aTh OOIMMe TEHACHIMH K KOMIYJIbCHBHBIM OHJIAH-
MOKYIIKaM, COXpAHACTCSA JIM 3Ta CBs3b IMOCJTE ydera NeMOorpadUuecKuX pasindydil, a TaKKe CBS3aHBI JIH
OpUCHTHPOBAaHHbIE HA HWACHTHYHOCTh M TIOBEICHHE ITyHKTHI INKAJBl JIOSUIGHOCTH C KOMITYJIbCHBHBIMA
MOKYIIKaM# WHaue, YeM MYHKTHI, Kacaroliecs BOCIPHATHS KadecTBa. VccnenoBanue MpoBOAMIOCH B Cpee
¢$yTO0NBHBIX OonenbInKoB B Typiuu, rae cooduiecTBa 00JIeIbIIMKOB 00pa3yoT KyJIbTYPHO U YKOHOMUYECKH
3HAYMMBIH CErMEHT MOTPEOUTEINCH.

Jannsle 66U1H cOOpaHBI MOCPEICTBOM IIEPEKPECTHOTO OHJIAIH-0IIpOCca, B KOTOPOM NPHHSAIH y4acTHe
658 B3pocibix (QyTOONBHBIX OONENbIIMKOB M3 Typuuu, OTOOpPaHHBIX METOJOM YJIOOHOW BBIOOPKH.
JlosnpHOCTE K OpeHAy wu3Mepsiiack C TIOMOLIbIO |8-TyHKTOBOW IIKanbl JIOATBHOCTH K OpeHmy,
amantupoBanHoi Texunom (2020), a oOmme UMITYJIECUBHBIE TIOKYNKH B MHTEpHETE — C mMOMOMBI 28-
MYHKTOBOW INKaJ bl HMMITyJCUBHBIX TOKynok B WatepHere (bosmar w Samakas-Amnkap, 2018),
MPECTABIISIONIEH COO00H TypenKyro aganTannuio bepreHckoi mKkansl TOproBoit 3aBUCHMOCTH (AHIPEacCeH U
ap., 2015). Taxke Obunm coOpaHbl aeMorpaduyeckue AaHHBIE M HMHPOPMAIMA O YacTOTE ITOKYIOK
JMIICH3MOHHON MPOJYKIUH, yKa3aHHas CaMUMH PECIIOHJCHTaMU. DTHYECKOe 0/I00peHHe ObIIO MOTYYEHO OT
Komurera 1o 3THKe (akyJIbTETOB COLMAIBHBIX HAYK, €CTECTBEHHO-TEXHUUECKUX HAyK M MEAUIMHCKUX HAyK
Yuuepcurera barmana (peuienue ot 4 cenrsiops 2025 ., Ne 2025/09-18). AHanu3 npoBOAWIICS B IIPOrpaMMe
IBM SPSS Statistics 28 u BKJIFOYa aHATH3 HAaISKHOCTH, IKCIUIOPATOPHBIN (PaKTOPHBINH aHAIIN3, KOPPEISIHU
[Mupcona n CrimpMeHa, a TakXkKe NBYXITAITHYI0 HEPapXHUUYECKYI0 PErpeccuio, B KOTOpPOH aemorpaduueckue
KOHTPOJIbHbIE IIEpEeMEHHBIE (IT0J1, BO3PACT, 00pa3oBaHKe, JOXOM) BBOAWINCH B biok 1, a 1osIpHOCTS K OpeHIy
— B brok 2.

O0e mKabl MPOAEMOHCTPUPOBAIIM OYEHBb BBICOKHE KOI(PHUIIMEHTH BHYTPEHHEH COTJIaCOBAaHHOCTH
(o KponbGaxa = 0,991 nnsa nosmbHOCTH M 0,995 U1t KOMITYyJIBCHBHBIX ITOKYIOK); OJIHAKO CpEIHHE
MeknyHKToBbIe Koppernsiinu (0,860 1 0,871) 3HaUnTENBEHO MPEBBIIIAIOT AUANAa30H, 00BIYHO YKA3bIBAEMBIH /IS
MICUXOMETPUYECKH 000CHOBAaHHBIX IKAJI, M YKa3bIBAIOT Ha CYIIECTBEHHYIO H30BITOUHOCTD ITyHKTOB, KOTOPast
Ha IIPOTSKEHUHU BCET0 UCCIIEI0BaHUS pacCMaTPUBAETCS KAK OTPaHHMUCHNE U3MEPEHNs, a HE KaK CBUAETENIBCTBO
HEOOBIYHO COTJIACOBAHHOTO MoOBeAeHHA. JIOSUIBHOCTE K OpeHIy IOJIOKHUTENIBLHO KOppeiIupoBaia C
KOMITyJIbCUBHBIMH TOKynkamu B Mutepmere (r = 0,212, p < 0,001). B wmepapxuueckoil perpeccun
neMorpadudeckue KOHTPOJIbHBIE IMEPEeMEHHbBIE, BBEICHHbIE B OJOK 1, B COBOKYITHOCTH HE OOBSICHSIIN
3HaunTeNbHON monu aucnepcuun (R? = 0,011, F(4, 653) = 1,77, p = 0,133), Torna kak JOsIIHOCTD K OpeHIy,
BBeJIeHHas B OJIOK 2, 1ajia 3HAYMMBIN JonodHUTENbHbIN BKaIaa (AR? = 0,041, F-usmenenne(1, 652) = 28,22, p
<0,001; g =0,225, p <0,001), mpu 3TOM TIOSTHAST MOJIENb 00BsAcHsNA 5,2 % mucnepcuu (R? = 0,052, F(5, 652)
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=7,12, p <0,001). Ananm3 cyOmMUMEHCHI MTOKa3all, YTO MyHKTHI IIKAIbI JOSUIBHOCTH, OPUCHTHPOBAHHBIC Ha
WICHTUYHOCTh W TOBEICHHUE, KOPPEINPOBAIN ¢ KOMIYJIbCHBHBIMU ITOKYNIKaMu B VHTepHeTe cmibHee (I =
0,235), uem IyHKTEHI, CBA3aHHBIE C BocTIpusATHeM KadecTsa (r = 0,185), a Tect YumpsiMca mOATBEpAMII, UTO 3Ta
pa3Huna OblIa CTATUCTHYECKH 3HAYNMOM (1(655) = 3,57, p < 0,001). JlosmpHOCTH OBLIA OTPUIIATENBHO CBA3aHA
C CaMOOIIEHKOW YacTOTHI IIOKYTIOK JIMIIEH3NOHHBIX ToBapoB (p mo Crmpmeny = -0,335, p < 0,001), Torma kak
Ta e IIepeMeHHas 9acTOTHI He ObLIa CBSA3aHa C OOIIMMH CKIIOHHOCTSIMH K KOMITYJIbCHBHBIM OHJIAHH-TTOKYITKAM
(p=-0,042, p = 0,283), uTO yKa3bIBaeT HA TO, YTO MOKYIIKA JIMLIIEH3UOHHBIX TOBAPOB U OOIINE CKIOHHOCTU K
KOMITYJIbCUBHBIM OHJIAHH-TIOKYTKAaM IPEACTABISIOT COO0W IMITUPUICCKH PA3TUIUMBIC (POPMBI TIOBEACHUS.

OTH pe3yJbTaThl CBHAETEILCTBYIOT O TOM, YTO JIOSIIBHOCTh K OpeHly B OTHOILIEHUH JINIIEH3UOHHOM
CIOPTHBHOW TPOAYKIMM HMeeT HeOOJbIIyl0, HO CTaOWIbHYIO MOJOXHUTEIbHYI0 CBS3b C OOIIMM
KOMITYJIbCUBHBIM OHJIAH-TIOTPEOJICHUEM, M 4YTO 3Ta CBSI3b B 3HAYNTEJIBHOW CTENEHM HE 3aBHCUT OT
neMorpaduyeckux pakropoB. C TEOPETUUECKON TOUKU 3pEHUS pe3yJIbTaThl TOITBEPKAAIOT HHTEPIPETAIHIO
MOTpeOIEHNUsI OONENBIINKOB C MO3UINI COLUATbHON HICHTHIHOCTH ¥ CAMOCOOTBETCTBHSA, COTIIACHO KOTOPOH
adQeKTUBHASL, OCHOBaHHAas HAa WACHTHYHOCTH JIOSIBHOCTh CO3MA€T YCIOBHUS, INPH KOTOPHIX oOIee
KOMITYJIbCHBHOE OHJIAHH-TIOTPEOIEHNE MOXKET YKOPEHUTHCS AaXKe TOT/Aa, KOTAa caMa MOKYTIKa JINIIEH3HOHHOH
MPOIYKIUH OCTaeTCs peaKKM siBieHHeM. C IPakTHIeCKOH TOUKM 3pEHHS CIIOPTHBHBIE KIIyOBI M TAPTHEPHI MO
JWLCH3UPOBAHMIO JIOJDKHBI € OCO0OH BHMMAaTEIbHOCTHIO MOJXOJUTH K CErMEHTaM BBICOKOJIOSIBHBIX
OosienbIIMKOB TIpH pa3paboTke LIU(PPOBOH POZHUYHOW TOPrOBIM M MOTYT PaccCMOTPETh BO3MOXKHOCTB
BHEJIPEHHs OPHEHTHPOBAHHBIX Ha Oyaromojiydue IoJib30BaTeneil (DYyHKUUHA, TaKMX KaK yBEJOMIICHHS O
pacxojax, OINIMM OTCPOYKH IMOKYNKH W IpO3padyHas IMOJUTHKAa Bo3BpaTa. OCHOBHBIMH OIpaHMYCHHUAMHU
UCCJIEJIOBaHUS SIBISIIOTCS €r0 MONEpEeYHbId IU3aiiH, BHIOOpKA IO yOOOCTBY, OIpaHMYEHHAs TYPELKUMH
¢yTOombHBIMK OOJIETBLIIMKAMH, ONOpAa Ha JAaHHBIE CaMOOTY€Ta M, YTO Hamboyiee BakKHO, M30OBITOUYHOCTH
MYHKTOB, HA KOTOPYIO YKa3bIBalOT HEOOBIYHO BBHICOKHE 3HAUEHHS HaJE&KHOCTH U OOBSCHIEMOMN JUCIEPCUH
obenx ImKa; sl OyAyIux HUcCIeOBaHUN PEKOMEHIyeTcs pa3paboTka Oojee KpaTKuX, cOaIaHCHPOBAHHBIX
MO COJAEPKAHNIO HHCTPYMEHTOB, a TAKIKE MPOBEJEHNE NPOJOIbHBIX UIIN KCIIEPHUMEHTAIbHBIX TOBTOPEHHH.

KnioueBble cjioBa: moBeqeHHE MOTPEOHUTENCH, KOMITYJIbCUBHBIC OHJIAHH-TIOKYIIKH, JIMIEH3NOHHASL
MPOIYKIUSL, JIOATIBHOCT K OpSH/Y, CHOPTUBHBIM MapKETHHT
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Yapilandirilmis Ozet

Bu c¢aligma, spor taraftarlarmin takimlarinin lisansli iirlinlerine yonelik marka sadakatinin,
taraftarlarin kompulsif ¢evrimici satin alma davranislarryla iliskili olup olmadigini incelemektedir. Marka
sadakati genellikle pazarlama agisindan olumlu bir sonug olarak degerlendirilse de, giiglii duygusal ve kimlik
temelli baglhiliga dayanan sadakatin daha az arzu edilen tiikketim Oriintiileriyle de iliskili olabilecegi
goriilmektedir; perakendenin dijitallesmesi, siirekli erisilebilirlik, kisisellestirilmis teklifler ve aciliyet
ipuglarinin duygusal tepkileri gii¢lendirip muhakemeyi azaltabilmesi nedeniyle bu kaygiy1 daha da giincel hale
getirmektedir. Sosyal Kimlik Kurami (Tajfel & Turner, 1979), 6z-uyum kurami (Sirgy, 1982) ve Griffiths'in
(2005) kompulsif tiiketime iligkin bilesenler modelinden hareketle ¢alisma, lisansli spor {iriinlerine yonelik
marka sadakatinin genel kompulsif ¢evrimigi satin alma egilimlerini yordayip yordamadigini, bu iligkinin
demografik farkliliklar kontrol altina alindiginda gegerliligini koruyup korumadigimi ve sadakat 6lgeginin
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kimlik ve davranig odakli maddeleri ile kalite algisina dayali maddelerinin kompulsif satin almayla farkli
diizeylerde iligkili olup olmadigini sorgulamaktadir. Arastirmanin baglami, destekgi topluluklarinin kiiltiirel ve
ekonomik agidan 6nemli bir tiiketici kesimi olusturdugu Tiirkiye'deki futbol taraftarligidir.

Veriler, Tiirkiye'de kolayda ornekleme yoluyla ulasilan 658 yetiskin futbol taraftarinin katildigi
kesitsel bir ¢evrimici anket araciligryla toplanmistir. Marka sadakati, Tekin (2020) tarafindan uyarlanan 18
maddelik Marka Sadakati Olcegi ile; genel kompulsif ¢evrimici satin alma ise Bergen Alisveris Bagimlilig
Olgegi'nin (Andreassen ve ark., 2015) Tiirk¢e uyarlamasi olan 28 maddelik Kompulsif Cevrimici Satin Alma
Olgegi (Bozdag & Yalgmkaya-Alkar, 2018) ile dlciilmiistiir. Ayrica demografik bilgiler ve katilimcilarm
lisansh {irlin satin alma sikligma iliskin kendi bildirimleri de toplanmistir. Etik kurul onayi, Batman
Universitesi Sosyal ve Beseri Bilimler, Fen-Miihendislik Bilimleri ve Saglik Bilimleri Etik Kurulundan 4 Eyliil
2025 tarihli ve 2025/09-18 sayili kararla alinmigtir. Analizler IBM SPSS Statistics 28 programinda
gerceklestirilmis olup giivenilirlik analizi, agiklayic1 faktor analizi, Pearson ve Spearman korelasyonlari ile
demografik kontrol degiskenlerinin (cinsiyet, yas, egitim, gelir) Blok 1'e, marka sadakatinin ise Blok 2'ye
girildigi iki asamal1 hiyerarsik regresyon analizini kapsamaktadir.

Her iki 6l¢ek de oldukea yiiksek i¢ tutarlik katsayilari iiretmistir (sadakat i¢in Cronbach's a = 0.991;
kompulsif satin alma i¢in a = 0.995); ancak ortalama madde-madde korelasyonlar1 (0.860 ve 0.871),
psikometrik acidan saglam o6lcekler icin genellikle bildirilen araligin belirgin bigimde iizerinde olup 6nemli
diizeyde madde fazlaligina isaret etmektedir; bu durum calisma boyunca olagandist derecede tutarli bir
davranisin kaniti olarak degil, bir 6lgme sinirliligt olarak ele alinmistir. Marka sadakati, kompulsif ¢evrimigi
satin alma ile pozitif yonde iligkili bulunmustur (r = 0.212, p <.001). Hiyerarsik regresyonda, Blok 1'e girilen
demografik kontroller varyansin anlamli bir bélimiinii agiklamazken (R?=0.011, F(4, 653) = 1.77, p = .133),
Blok 2'ye girilen marka sadakati anlamli bir artisa yol agmistir (AR? = 0.041, F-degisim(1, 652) =28.22, p <
.001; p=0.225, p <.001); tam model varyansin %5.2'sini agiklamistir (R?=0.052, F(5, 652)=7.12, p <.001).
Alt boyut analizi, sadakat 6l¢geginin kimlik ve davranis odakli maddelerinin kompulsif ¢evrimici satin almayla
(r=0.235), kalite algis1 maddelerine (r = 0.185) kiyasla daha giiclii iliskili oldugunu gdstermis, Williams testi
bu farkin istatistiksel olarak anlamli oldugunu dogrulamistir (t(655) = 3.57, p < .001). Sadakat, lisansl iiriin
satin alma sikligtyla negatif iliskili bulunurken (Spearman p = —0.335, p <.001), ayn1 siklik degiskeni genel
kompulsif ¢evrimici satin alma egilimleriyle iliskili bulunmamustir (p = —0.042, p = .283); bu durum, lisansl
iiriin satin alma ile genel kompulsif ¢evrimigi satin almanin deneysel olarak birbirinden ayrisan davraniglar
oldugunu gostermektedir.

Bu bulgular, lisansli spor iiriinlerine yonelik marka sadakatinin genel kompulsif ¢evrimici satin alma
ile kii¢iik fakat tutarl bir pozitif iliski i¢inde oldugunu ve bu iligskinin biiyiik 6l¢iide demografik 6zelliklerden
bagimsiz isledigini ortaya koymaktadir. Kuramsal agidan bulgular, duygusal ve kimlik temelli sadakatin,
lisansli {irlin satin alma davranig1 nadir kalsa dahi genel kompulsif ¢evrimigi satin almanin ortaya ¢ikabilecegi
psikolojik kosullar1 yarattigi yoniindeki sosyal kimlik ve 6z-uyum temelli okumay: desteklemektedir.
Uygulama agisindan, spor kuliiplerinin ve lisans ortaklarinin yiiksek diizeyde sadik taraftar kesimlerine yonelik
dijital perakende tasariminda dikkatli davranmasi; harcama bildirimleri, satin almay: erteleme segenekleri ve
seffaf iade politikalar1 gibi tiiketici refahini gozeten unsurlari degerlendirmesi 6nerilmektedir. Calismanin
baglica sinirliliklart kesitsel tasarimi, Tiirk futbol taraftarlariyla sinirlt kolayda drneklemi, kendi bildirimine
dayali veri kullanim1 ve en 6nemlisi her iki Slgegin olagandist yiiksek giivenilirlik ve agiklanan varyans
degerleriyle ortaya ¢ikan madde fazlaligidir; gelecek arastirmalar i¢in daha kisa ve igerik dengesi gozetilmis
6lgme araglarinin gelistirilmesi ile boylamsal veya deneysel replikasyon onerilmektedir.
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An Examination of the Relationship Between Sports Club Fans’ Brand Loyalty Toward
Their Teams’ Licensed Products and Their Compulsive Online Buying Behavior

Introduction

Professional sports clubs operate in markets where competition extends well beyond match
results. Sponsorship, broadcasting, and the sale of licensed merchandise have become central to
financial sustainability, and licensed products in particular work as visible signs of the emotional
bond between fans and their teams (Apostolopoulou & Papadimitriou, 2018). The global market for
licensed sports merchandise has continued to expand over the past decade (Grand View Research,
2023), and this growth has drawn attention to fan purchasing behavior as a relevant area of consumer
research.

Brand loyalty has long been a central concept in this literature. Oliver (1999) described
loyalty as a sequential process moving through cognitive, affective, conative, and action-based
stages, while Chaudhuri and Holbrook (2001) showed how trust and affect convert into observable
repurchase. In the sports setting, loyalty has been linked to fan identity, emotional attachment, and
the heritage of the club (Kunkel, Doyle & Funk, 2014; Biscaia et al., 2016). Within this framing,
licensed product consumption is best understood as a psychosocial act rather than a purely economic
one.

Online retailing has changed the conditions under which loyalty translates into behavior.
Personalization, time-limited offers, social proof, and one-click checkout reduce the cost of buying
and may also reduce deliberation. Within consumer psychology, this shift has renewed attention to
compulsive buying behavior. O’Guinn and Faber (1989) defined compulsive buying as repetitive,
often regret-inducing consumption, and Ridgway, Kukar-Kinney and Monroe (2008) refined this
definition with a measurement model that emphasizes loss of control. Recent work has examined
compulsive buying specifically in online contexts and linked it to internet use, negative affect, and
identity-related motives (Dixit et al., 2024; Brandtner, Brand & Miiller, 2025).

Although loyalty is usually viewed as a positive marketing outcome, identity-based loyalty
raises a less explored question: does strong affective attachment to a club, expressed through licensed
merchandise, also relate to less controlled forms of online consumption? Social Identity Theory
(Tajfel & Turner, 1979) suggests that team affiliation becomes a meaningful part of the self and that
consumption choices guided by such affiliation can be more emotional than instrumental. Self-
congruity theory (Sirgy, 1982) adds that symbolic alignment with the brand strengthens this
emotional pull. When these mechanisms operate inside a continuously accessible online retail
environment, identity-driven loyalty and compulsive purchasing tendencies may converge. Recent
sport marketing research further suggests that social media engagement functions as an important
mechanism connecting fan identification with purchase intentions and consumption-related
behaviours. Highly engaged fans tend to interact more frequently with team-related digital content,
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which may strengthen both loyalty and purchasing motivation (Steiner et al., 2023; Cao & Matsuoka,
2025).

Empirical work directly addressing this question is sparse, particularly in Turkish sports
fandom, which is both culturally salient and commercially active. The present study contributes in
three ways. First, it tests the loyalty—compulsive buying link with psychometrically established scales
in a large sample of Turkish football fans. Second, it examines whether different parts of the loyalty
scale (quality-perception items versus identity- and behavior-oriented items) relate differently to
compulsive online buying. Third, it addresses the apparent tension between two findings that often
appear in this literature: highly loyal fans report buying licensed products less frequently but score
higher on general compulsive online buying tendencies. The study clarifies that these refer to
different behaviors, with licensed-product consumption sitting outside the construct that compulsive
online buying scales typically measure.

Conceptual Background
Brand Loyalty: Concept and Dimensions

Brand loyalty refers to a consumer’s consistent tendency to repurchase a particular brand
alongside favorable attitudes toward it (Oliver, 1999). The literature typically distinguishes two
dimensions: attitudinal loyalty, which involves trust, emotional attachment, and positive evaluation,
and behavioral loyalty, which is expressed through repurchase intention and actual purchase patterns
(Chaudhuri & Holbrook, 2001). In the sports setting, attitudinal loyalty captures the affective bond
between fans and their teams, while behavioral loyalty appears as the regular acquisition of team-
related products and services. Within the consumer-based brand equity framework (Aaker, 1991),
loyalty is considered the most stable component because it tends to persist across price changes and
competitive pressures, and recent work confirms its central role for sports clubs, with parallel
findings in Turkish football fandom where team reputation and identification predict brand loyalty
(Biscaia et al., 2016; Aslan & Karabulut, 2021; Onurlubas, 2018).

Licensed Product Consumption in Sports Marketing

Licensed merchandise serves clubs both as a revenue source and as a vehicle for fan identity.
Empirical research has consistently linked the consumption of licensed products to team
identification: fans who identify strongly with their clubs are more inclined to purchase merchandise
and engage more deeply with club content (Apostolopoulou & Papadimitriou, 2018; McDonald et
al., 2022). Licensed merchandise is therefore not only an economic good but also a symbolic resource
that supports belonging within the fan community. Recent studies continue to demonstrate that fan
loyalty, club image, and digital interaction with teams are among the strongest predictors of licensed
merchandise purchase intentions in contemporary sport markets (Sarpong & Zungu, 2025). Work
focused specifically on Turkish football fans similarly shows that fanaticism and identity-based
motives predict licensed product purchase intentions, with brand loyalty acting as a mediating
mechanism (Simsek & Akin, 2021; Avcr & Koroglu, 2024).

Compulsive Buying Behavior

Compulsive buying is defined as repetitive, poorly controlled, and often regret-inducing
purchasing behavior (Ridgway, Kukar-Kinney & Monroe, 2008). Meta-analytic evidence places its
prevalence between 4% and 8% in adult populations, with higher rates in younger and more digitally
engaged samples (Maraz, Griffiths & Demetrovics, 2016). Within Griffiths’ (2005) components
model, compulsive buying is characterized by salience, mood modification, tolerance, withdrawal,
conflict, and relapse. Miiller, Mitchell and de Zwaan (2015) emphasized that compulsive buying
overlaps conceptually with behavioral addictions, especially when reinforced by digital contexts that
provide constant access. Recent studies of compulsive online buying have linked it to internet
addiction, psychological distress, and impulsivity (Dixit et al., 2024) as well as to imagery-based
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emotional regulation processes (Brandtner et al., 2025). Studies in Turkish samples replicate these
patterns; research with young adults and university students shows that emotional concerns, social
appearance anxiety, and social media use intensity are consistent predictors of compulsive online
buying tendencies (Tabak & Kahraman, 2022; Demirel & Tapan, 2023; Gedik & Afsar, 2017,
Gumiis, 2018; Kaplan, 2018; Simsek & Kurt, 2019).

Sports Fandom and Compulsive Buying

Sports fandom carries higher than average emotional intensity, and recent studies have begun
to ask whether this intensity contributes to less controlled purchasing patterns. Chen et al. (2025)
reported that fan curiosity and identity-based motives, channeled through social media use, are
associated with impulsive and compulsive buying. These results are consistent with the broader view
that affective engagement and digital exposure interact to shape purchase decisions in the sports
market. Similarly, social-media-based fan engagement has been found to increase purchase
intentions by intensifying emotional attachment and interaction with sport organizations. This
evidence suggests that digital engagement may operate as a behavioural pathway through which fan
identity influences consumption outcomes (Steiner et al., 2023).

Research Gap and Hypotheses

Existing work in sports marketing has examined loyalty and licensed product consumption
in detail, but rarely in connection with compulsive online buying. Most studies treat loyalty as a
uniformly positive outcome and focus on its desirable consequences. Yet identity-based loyalty, by
emphasizing affect and self-expression rather than rational evaluation, may also create conditions
under which online buying behavior becomes less controlled. To our knowledge, no published study
has tested this link using psychometrically validated scales in the Turkish football context. The
present study addresses this gap by examining whether loyalty predicts compulsive online buying,
whether the effect persists after demographic controls, and whether identity-and-behavior
components of loyalty are more closely related to compulsive buying than quality-perception
components. Based on the conceptual framework above, the following hypotheses guide the
analyses:

H1: Brand loyalty toward licensed products is positively associated with general compulsive
online buying tendencies.

H2: This association remains statistically significant after controlling for gender, age, education,
and income.

H3: The identity- and behavior-oriented items of the loyalty scale are more strongly associated
with compulsive online buying than the quality-perception items.

Theoretical Framework

The study draws on three complementary perspectives. Social Identity Theory (Tajfel &
Turner, 1979) holds that individuals derive part of their self-concept from group memberships. In
sports fandom, team affiliation can become a salient component of identity, so that purchasing
decisions reflect group belonging as well as personal preference. Self-congruity theory (Sirgy, 1982)
argues that consumers favor brands and products that match their actual or ideal self, and licensed
merchandise fits this account as a visible symbol of the fan self. Together, these two perspectives
explain why loyalty in this setting tends to be affective rather than purely cognitive.

Griffiths’ (2005) components model offers a complementary view of compulsive
consumption. It treats compulsive buying as a cyclical pattern reinforced by salience, mood
modification, tolerance, withdrawal, conflict, and relapse. Fans with strong identity-based loyalty
may experience licensed products as emotionally salient and reinforcing, and the online retail
environment provides the conditions (immediate access, personalization, frequent exposure) under
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which this salience can translate into broader patterns of compulsive online buying. The current study
combines these three frameworks to motivate the hypothesized links and to interpret the empirical
results. This interpretation is also compatible with contemporary sport consumer engagement
research, which highlights identification, digital interaction, and emotional involvement as important
antecedents of behavioural intentions and loyalty outcomes among sport fans (Cao & Matsuoka,
2025; Lianopoulos et al., 2025).

Figure 1. Conceptual Research Model

Demographic Controls (Block 1):
Gender, Age, Education, Income

==k, 65

H1/H2
BRAND LOYALTY B = 0.225, p < .001 COMPULSIVE ONLINE
(18-item composite, BUYING BEHAVIOR
attitudinal + behavioral) AR? = 0.041, F-change(1, 652) = 28.22, p < .001 (28-item composite)

Subdimensions P : i 3
F1: Quality-Perception (Items 1-10) H3 — Subdimension test (Williams):

F2: Identity & Behavior (items 11-18) | F2(0=0235) > RE(1=10:185) et 055)=:3:57)p <1001

Note. Solid arrows represent the main hypothesized effects (H1, H2). The dashed gray arrow represents the
demographic control block, which was not jointly significant. The H3 inset reports the result of a Williams
test for the difference between the two subdimension—COB correlations.

Research Method
Research Design

The study used a cross-sectional, quantitative research design. Data were collected through
an online questionnaire so that responses could be obtained from a geographically dispersed sample
within a defined period. The design follows the standard reporting conventions for survey research
in the social sciences (Creswell & Creswell, 2018).

Population and Sample

The target population consisted of adults in Tiirkiye who actively follow professional
football clubs. Convenience sampling was used, and the questionnaire was distributed through
Google Forms with the help of social media and fan groups. After excluding incomplete responses,
the final sample comprised 658 participants. This size is classified as “very good” for factor-analytic
procedures (Comrey & Lee, 1992) and meets the participant-to-variable ratio recommended for
multivariate analyses (Hair et al., 2019).

Data Collection Instruments
Brand Loyalty Scale

Loyalty toward the licensed products of fans’ preferred clubs was measured with the 18-item
Brand Loyalty Scale adapted for licensed sports products by Tekin (2020). The scale was originally
designed around two conceptual dimensions, attitudinal and behavioral loyalty, and uses a five-point
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Likert format anchored at 1 (strongly disagree) and 5 (strongly agree). In the original adaptation
study, the scale showed strong reliability and construct validity within Turkish samples.

Compulsive Online Buying Scale

General compulsive online buying tendencies were measured with the 28-item Compulsive
Online Buying Scale (Bozdag & Yalginkaya-Alkar, 2018), a Turkish adaptation of the Bergen
Shopping Addiction Scale (Andreassen et al., 2015). The scale captures six theoretical components
of compulsive buying (salience, mood modification, tolerance, withdrawal, conflict, and relapse) on
a five-point Likert format. All 28 items were retained in the analyses, since the present sample did
not justify removing items based on item-level diagnostics. We note that the Compulsive Online
Buying Scale measures general compulsive online buying tendencies and is not restricted to licensed
merchandise. This distinction is relevant for the interpretation of findings reported below.

Demographic and Behavioral Variables

Participants also reported gender, age category, education, household income, marital status,
and self-reported frequency of licensed-product purchases (response options: weekly, monthly, every
six months, once a year). These variables were used both for sample description and as control
variables in the regression analyses.

Ethical Considerations

The study protocol was approved by Batman University's Social Sciences, Science-
Engineering Sciences, and Health Sciences Ethics Committee (decision dated September 4, 2025,
no. 2025/09-18). Participants gave informed consent before completing the questionnaire and were
informed that their responses would remain anonymous and would be used only for academic
purposes. Data collection took place in 2025.

Data Analysis Procedures

Analyses were conducted in IBM SPSS Statistics 28. Preliminary checks examined missing
data, normality (skewness and kurtosis within =+1), univariate outliers (Jz] > 3.29), and
multicollinearity (VIF < 5; tolerance > .20). Internal consistency was assessed with Cronbach’s
alpha; given the very high alpha values observed, we also report the average inter-item correlation
as a more interpretable indicator of redundancy among items. Exploratory factor analysis was
conducted using principal component extraction with Promax rotation; sampling adequacy was
evaluated with KMO and Bartlett’s test of sphericity. Pearson correlation coefficients were computed
for the main variables, and Spearman correlations were used where the variable was ordinal
(purchase frequency). The main analysis was a two-step hierarchical regression in which the
demographic control variables (gender, age, education, income) were entered in Block 1 and brand
loyalty was entered in Block 2 as the main predictor. This sequence partials out the baseline effects
of demographic factors before testing the unique contribution of brand loyalty, in line with
conventional reporting practice in social and consumer research. For each model we report the
unstandardized coefficient (B), its standard error, the standardized coefficient (B), t, p, the model R?
and adjusted R?, the standard error of the estimate, and the overall F. The incremental contribution
of brand loyalty is evaluated through AR? and the F-change statistic with its associated p-value. To
address hypothesis H3, two subdimension composites were calculated based on the theoretical
structure of the loyalty scale (items 1-10 capturing quality-perception loyalty; items 11-18 capturing
identity- and behavior-oriented loyalty) and were entered as separate predictors in a follow-up
regression. The reporting follows standard guidance for multivariate analyses in the social sciences
(Hair et al., 2019; Williams, Onsman & Brown, 2010).
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Findings
Demographic Characteristics of Participants
Demographic information for the 658 participants is reported in Table 1.

Table 1. Demographic Distribution of Participants (N = 658)

Variable Category n %
Gender Male 441 67.0
Female 217 33.0

Age 18-24 353 53.6
25-34 205 31.2

35-44 81 12.3

45-54 13 2.0

55-64 5 0.8

65 and above 1 0.2
Education Level Undergraduate 521 79.2
Graduate 64 9.7

High school 51 7.8

Doctorate 15 23

Middle school 4 0.6

Primary school 3 0.5
Purchase Frequency Once a year 597 90.7
Every six months 36 5.5

Once a month 20 3.0

Once a week 5 0.8

The sample was mostly male (67.0%) and concentrated in the 18-34 age range (84.8%).
Higher-education backgrounds dominated (lisans and above 91.2%). The reported frequency of
licensed-product purchasing was strongly skewed: 90.7% of respondents reported buying licensed
merchandise only once a year, while frequent buyers were rare. This pattern is relevant for
interpreting the purchase-frequency analyses reported later in this section.

Reliability and Item-Level Diagnostics

Descriptive statistics, internal consistency coefficients, and average inter-item correlations
are summarized in Table 2. Both scales produced Cronbach’s alpha values close to the upper limit
(.991 and .995). Because reliability coefficients at this level often indicate that items overlap in
content rather than measuring distinct facets of the construct, the average inter-item correlation is
also reported. Values of 0.860 for the Brand Loyalty Scale and 0.871 for the Compulsive Online
Buying Scale exceed the customary .30—.50 range for psychometrically sound scales (Clark &
Watson, 1995; Nunnally & Bernstein, 1994) and suggest substantial item redundancy. Subsequent
analyses were carried out with the full instruments as they were adapted by their original authors.
The redundancy issue is discussed as a measurement limitation in the Discussion section.
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Table 2. Descriptive Statistics, Reliability, and Inter-Item Correlations (N = 658)
Scale Items Mean (1-5) SD Cronbach’s a Avg. inter-item r
Brand Loyalty 18 4.204 1.028 0.991 0.860
Compulsive Online Buying 28 2.664 1.061 0.995 0.871

Factorability and Factor Structure

Sampling adequacy was strong for both scales. The Kaiser—Meyer—Olkin measure was 0.968
for the Brand Loyalty Scale and 0.976 for the Compulsive Online Buying Scale, and Bartlett’s tests
of sphericity were significant in both cases (Table 3). These values confirm that the data were suitable
for factor analysis (Hair et al., 2019).

Table 3. KMO Values and Bartlett’s Test of Sphericity (N = 658)

Scale KMO Bartlett’s > df p
Brand Loyalty 0.968 23,868.57 153 <.001
Compulsive Online Buying 0.976 44,486.23 378 <.001

Table 4 summarizes the exploratory factor analysis results. For the Brand Loyalty Scale, only
one factor produced an eigenvalue above 1 (15.62), and this factor accounted for 86.77% of the
variance. When a two-factor solution was forced for theoretical interest (reflecting the original
attitudinal-behavioral structure of the scale), the two factors correlated at r = 0.93 in the Promax
solution, which we treat as evidence that the items do not separate cleanly into distinct empirical
dimensions in this sample. We therefore treated the loyalty scale as essentially unidimensional for
the main analyses and used the two-half composite (items 1-10 and 11-18) only in the subdimension
analysis required by hypothesis H3.

For the Compulsive Online Buying Scale, two factors produced eigenvalues above 1 (24.54
and 1.13), but the second factor was marginal in magnitude and contributed limited information. A
single-factor solution accounted for 87.64% of the variance. Item loadings on the first factor ranged
from .88 to .97. Given this pattern and the way the scale is typically scored in the Turkish adaptation
literature (Bozdag & Yalginkaya-Alkar, 2018), a single composite score was used in the main
analyses. The very high proportion of variance captured by the first factor is consistent with the
redundancy pattern noted in Table 2 and is discussed later as a measurement limitation.

Table 4. Exploratory Factor Analysis Summary (N = 658)

Scale Eigenvalues > 1 1st Eigenvalue % Variance (1st) | Item Loadings
Brand Loyalty (18 items) 1 15.62 86.77 .90-.95
Compulsive Online Buying (28 % 24,54 ’7 64 88-.97

items)

*Second factor eigenvalue = 1.13, contributing only marginally; a single-factor solution was used in subsequent
analyses.

Correlations

Bivariate correlations between the main variables are reported in Table 5. Brand loyalty
correlated positively with compulsive online buying (r = 0.212, p <.001). The effect size is small to
moderate by conventional standards (Cohen, 1988). Loyalty was negatively correlated with the self-
reported frequency of licensed-product purchases (Spearman p =—0.335, p <.001), whereas purchase
frequency was not significantly correlated with general compulsive online buying (p = —0.042, p =
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.283). The contrast between these two coefficients is informative and is taken up again in the
discussion of hypothesis H3.

Table 5. Correlations Between Main Variables (N = 658)

Variable 1 2 3

1. Brand Loyalty — 0.212%* —0.335%*
2. Compulsive Online Buying 0.212%%* — —0.042
3. Purchase Frequency —0.335%* —0.042 —

Note. Pearson correlation for variables 1-2; Spearman p for correlations involving Purchase Frequency. **p < .001.
Hierarchical Regression Analyses

A two-step hierarchical regression tested the predictive effect of brand loyalty on compulsive
online buying. The four demographic controls (gender, age, education, income) were entered in
Block 1, and brand loyalty was added in Block 2 as the main predictor. This order partials out
demographic baseline effects before assessing the unique contribution of brand loyalty. Both models
used the full sample of 658 respondents. Results are summarized in Table 6, and the full coefficient
panel for the final model is reported in Table 7.

Table 6. Hierarchical Regression Model Summary (Dependent Variable: Compulsive Online
Buying; N = 658)

F-change [df,

Block (Predictors) R Adj.R*> |SEest. |F (dfi, df;) p AR? ol

Block 1: Demographics
(gender, age, education, 0.011 |0.005 1.059 1.77 (4,653) |.133 |— —

income)
Block 2: + Brand Loyalty 0.052 |0.044 1.037 7.12 (5,652) |<.001 |0.041 5)8%2%)(%’ 652),
Table 7. Full Coefficient Panel for Block 2 — Final Model (N = 658)

Predictor B SE B B t p

Brand Loyalty +0.232 0.044 +0.225 +5.31 <.001

Gender (1 = Male) +0.059 0.090 +0.026 +0.66 S11

Age —0.006 0.006 —0.046 -1.12 262

Education —0.049 0.054 -0.036 -0.91 363

Income (welfare level) +0.167 0.083 +0.086 +2.01 .045

(Constant) +1.810 0.346 — +5.23 <.001

In Block 1, the four demographic predictors did not jointly account for a significant amount
of variance in compulsive online buying (R = 0.011, adjusted R* = 0.005, SE of the estimate =
1.0585; F(4, 653) = 1.77, p = .133). None of the individual demographic coefficients reached
conventional levels of significance in this baseline model. In Block 2, brand loyalty was added as the
main predictor and the overall model became significant (R? = 0.052, adjusted R? = 0.044, SE of the
estimate =1.0371; F(5, 652) =7.12, p <.001). Brand loyalty itself produced a positive and significant
effect (B =0.232, SE =0.044, B = 0.225, t = 5.31, p <.001). The change from Block 1 to Block 2
was statistically reliable: AR? = 0.041 and F-change(1, 652) = 28.22, p < .001, indicating that brand
loyalty contributed a meaningful and significant share of variance above and beyond demographic
baseline effects. None of the demographic coefficients reached significance in Block 2 except a
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marginal positive effect of income ( = 0.086, p = .045); gender, age, and education remained non-
significant. Collinearity diagnostics showed acceptable VIF values for all predictors in Block 2
(gender = 1.10, age = 1.15, education = 1.09, income = 1.24, loyalty = 1.23), with all values well
below conventional cut-offs. These results support hypotheses H1 and H2: brand loyalty predicts
compulsive online buying positively, and this effect holds after demographic baseline effects are
partialed out, with brand loyalty accounting for nearly all of the explained variance in the final model.

Subdimension Analysis

To examine hypothesis H3, the Brand Loyalty Scale was split into its two theoretical halves:
items 1-10, which emphasize the perceived quality and competence of the team as a brand (quality-
perception loyalty), and items 11-18, which emphasize emotional identification, recommendation,
and ongoing engagement with the team (identity-and-behavior loyalty). Both subscales showed very
high internal consistency (o = 0.986 and 0.985), and their mean scores were similar (4.231 and
4.171). The two halves correlated at r = 0.93, confirming substantial overlap. Their bivariate
correlations with compulsive online buying are reported in Table 8.

Table 8. Subdimension Correlations with Compulsive Online Buying (N = 658)

Loyalty Subdimension Items Mean (1-5) a r with COB
Quality-perception loyalty 1-10 4.231 0.986 0.185%*
Identity-and-behavior loyalty 11-18 4.171 0.985 0.235%*

Note. **p < .001. COB = Compulsive Online Buying. The two subdimensions correlated at v = 0.93, reflecting the
redundancy reported in Table 2.

The identity-and-behavior items correlated more strongly with compulsive online buying (r
= 0.235, p < .001) than the quality-perception items (r = 0.185, p < .001). Because the two
subdimensions were measured on the same respondents and were themselves strongly correlated, the
difference between these dependent correlations was tested with the Williams (1959) test, which
adjusts the standard error for non-independent r values. The difference was statistically significant:
t(655)=3.57,p <.001. This result supports hypothesis H3 in the sense that the identity- and behavior-
oriented items show a statistically reliable but modest empirical asymmetry with compulsive online
buying relative to the quality-perception items, even though both halves capture conceptually
adjacent loyalty content and the two halves correlate at r = 0.93. The Williams-test comparison is the
operational basis on which H3 is evaluated; no separate measure of symbolic meaning was
administered, and the test of H3 rests on the magnitude of difference between the two subdimension—
COB correlations rather than on any inferred psychological content beyond what the scale items
themselves capture. Given the very high intercorrelation of the two halves, the gap between the
bivariate correlations (.235 vs. .185) should be read as a small but reliable empirical asymmetry
within an essentially unidimensional measurement structure rather than as evidence that two
psychometrically separable loyalty dimensions are operating in this dataset. We did not enter the two
subdimensions simultaneously into a multivariate regression because their very high intercorrelation
produces unstable coefficients in that specification.

Brand Loyalty, Compulsive Buying, and Purchase Frequency

Mean scores of loyalty and compulsive online buying by self-reported purchase frequency
are presented in Table 9. The negative loyalty—frequency association reported in Table 5 is reflected
here as a clear gradient: fans who purchased licensed merchandise once a year reported substantially
higher loyalty (M = 4.31) than those who purchased more often, and the lowest loyalty scores were
observed among the small group of weekly buyers (M = 1.97). Compulsive online buying scores, in
contrast, did not show a consistent gradient across frequency categories. This distinction is
conceptually important. The negative loyalty—frequency association concerns licensed merchandise
specifically, whereas the Compulsive Online Buying Scale taps general online purchasing tendencies
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that are not limited to licensed products. The two findings are therefore compatible rather than
contradictory: highly loyal fans report buying licensed merchandise less often, while general
compulsive online buying tendencies refer to a separate behavioral pattern that is not statistically tied
to licensed-product frequency.

Table 9. Loyalty and Compulsive Online Buying by Purchase Frequency (N = 658)

Purchase Frequency n Loyalty M (SD) COB M (SD)
Once a year 597 4.31 (0.96) 2.69 (1.06)
Every six months 36 3.39 (1.11) 2.30 (1.17)
Once a month 20 3.04 (0.97) 2.31(1.10)
Once a week 5 1.97 (0.59) 3.04 (0.66)

Note. COB = Compulsive Online Buying.
Hypotheses Testing Summary

The outcomes of the three hypotheses tested in this study are summarized in Table 10,
together with the specific statistical evidence supporting each decision.

Table 10. Hypotheses Testing Summary (N = 658)

Hypothesis Statement Statistical Result Decision
H1 Brapq loyalty to.ward hf:ensed sporFs prodgcts is r=0.212,p<.001; =0.225,p Supported
positively associated with compulsive online buying. | <.001
The relationship between brand loyalty and
2 compulsive online buying remains significant after AR?=0.041; F-change(1, 652) = Supported
controlling for demographic variables (gender, age, 28.22,p <.001 PP
education, income).
The identity- and behavior-oriented items of the
3 loyalty scale are more strongly associated with r=0.235 vs. r = 0.185; Williams Supported
compulsive online buying than the quality-perception | t(655)=3.57, p <.001 PP
items.

Discussion and Conclusion
Discussion

The present study examined whether brand loyalty toward licensed sports products is
associated with general compulsive online buying behavior among Turkish football fans. Three
findings stand out. First, loyalty showed a small but consistent positive relationship with compulsive
online buying that remained significant after partialing out demographic baseline effects in a
conventional hierarchical regression (p = 0.225, p <.001; AR?=0.041, F-change(1, 652) =28.22, p
<.001). Second, the identity- and behavior-oriented half of the loyalty scale correlated more strongly
with compulsive online buying than the quality-perception half, and a Williams test confirmed that
this difference between dependent correlations was statistically significant (t(655) = 3.57, p <.001).
Third, the negative association between loyalty and the frequency of licensed-product purchases
coexisted with the absence of a relationship between purchase frequency and general compulsive
online buying, which clarifies that the two purchasing patterns are not the same construct.

These results align with the social-identity reading of fan consumption (Tajfel & Turner,
1979). When team affiliation becomes a salient part of the self, products carrying team symbols
acquire psychological weight that exceeds their instrumental value. Sirgy’s (1982) self-congruity
argument adds that consumers favor brands that match their preferred self-image, which gives
licensed merchandise its symbolic function. The pattern observed here is consistent with the view
that affective, identity-based loyalty creates the psychological conditions under which general

www.turkishstudies.net/economy




5442 Suat Okay

compulsive online buying can take hold, even when the consumer’s licensed-product purchasing is
itself rare. Recent evidence from sport communication research similarly indicates that social media
engagement reinforces emotional investment in teams and may increase fans’ tendency to engage in
consumption-related behaviours, including unplanned purchases and merchandise acquisition (Chen
et al., 2025; Steiner et al., 2023).

The subdimension analysis is informative in this respect. The quality-perception items of the
loyalty scale (items 1-10) capture evaluations of team performance, professionalism, and product
quality. The identity-and-behavior items (items 11-18) address emotional attachment,
recommendation, and intended engagement with the team. The stronger correlation between the
identity-and-behavior half and compulsive buying (r = 0.235 versus 0.185) is consistent with
Griffiths’ (2005) components view: compulsive consumption is reinforced by salience and mood
modification, both of which are more closely tied to identity and affect than to cognitive evaluation.
We do not interpret the difference as evidence of two empirically separable subdimensions in this
dataset, since the two halves are highly correlated, but the differential bivariate correlations help
explain why identity-based loyalty is the more theoretically meaningful predictor.

The contrast between the loyalty—purchase frequency correlation and the absence of a
compulsive buying—purchase frequency correlation deserves explicit comment. The frequency
question asked specifically about licensed merchandise; the Compulsive Online Buying Scale, by
contrast, asks about general online purchasing tendencies and is not restricted to a particular category.
A consumer can therefore score high on compulsive online buying because of repeated purchases in
other product categories (clothing, electronics, cosmetics) while still buying licensed sports
merchandise only occasionally. Highly loyal fans in this sample reported buying licensed products
less frequently, while their general compulsive online buying tendencies were not correlated with
licensed-product purchase frequency. This interpretation resolves what would otherwise look like a
contradiction between H1 and the negative loyalty—frequency relationship, and it is consistent with
research showing that sports merchandise consumption is more strongly driven by identity-related
rather than purely hedonic motives (Apostolopoulou & Papadimitriou, 2018).

The fact that demographic controls added almost no explanatory power in Block 1 (R? =
0.011, F(4, 653)=1.77,p =.133) is also worth noting. None of the demographic coefficients reached
significance individually in this baseline model, and only a marginal positive effect of income
appeared in Block 2 (B = 0.086, p = .045). The loyalty—compulsive buying link in this sample
therefore does not depend on age, gender, education, or income. This finding is consistent with meta-
analytic evidence showing that compulsive buying is related more closely to affective and cognitive
traits than to sociodemographic background (Maraz, Griffiths & Demetrovics, 2016). The marginal
income coefficient deserves a more careful comment because its behavior across the two models is
informative rather than substantive. Income was clearly non-significant in the demographics-only
Block 1 (B = 0.029, p = .485), and its zero-order correlation with compulsive online buying was
effectively null (r =—0.001, p =.979). The positive coefficient emerged only once brand loyalty was
added in Block 2. Because loyalty is itself negatively associated with income in this sample (r =
—0.285, p <.001), entering loyalty removes a shared portion of variance and allows a small positive
income—compulsive buying association to become statistically visible. This pattern is more
compatible with a classical suppressor dynamic than with a direct income effect, and the coefficient
is small in absolute terms and does not survive a more conservative p = .01 cut-off. We therefore
interpret the income result cautiously and do not treat it as evidence that higher-income fans are
inherently more prone to compulsive online buying. Replication with a continuous income measure
and a pre-registered test of the suppressor pattern would be needed before drawing substantive
demographic conclusions from this coefficient.
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Two findings require careful interpretation. The first is the very high reliability coefficients
of both scales (o= 0.991 and 0.995) together with their unusually large first-factor variance (86.77%
and 87.64%). Although these values are sometimes reported in applied research, they exceed the
levels usually associated with well-functioning scales in the social sciences and indicate substantial
item redundancy. The average inter-item correlations of 0.860 and 0.871 confirm this reading: a large
share of variance is shared across items rather than reflecting distinct content. Two implications
follow. First, the scales used here likely capture a narrower facet of each construct than their authors
intended; rather than measuring the full attitudinal-behavioral structure of loyalty or the six-
component structure of compulsive buying, they behave empirically as unidimensional measures of
a single dominant content area. Second, the redundancy explains why a forced two-factor solution
for the Brand Loyalty Scale produced factors correlated at r = 0.93, and why the second factor of the
Compulsive Online Buying Scale was marginal. We acknowledge this as a measurement limitation
rather than as evidence of unusually clean data; future studies should consider shorter forms with
reduced content overlap.

The second finding that warrants caution is the modest explained variance (R? = 0.052 in the
full Block 2 model). Although the loyalty—compulsive buying relationship is statistically reliable—
F-change(1, 652) =28.22, p <.001, AR? = 0.041—brand loyalty accounts for only about 5% of the
variance in compulsive online buying. Other predictors not measured in this study, including
impulsivity, materialistic values, social media use, psychological distress, and identity-related
consumption motives, are likely to account for a substantial share of the remaining variance (Dittmar
et al., 2007; Ling et al., 2023; Dixit et al., 2024; Brandtner et al., 2025). Practitioners and researchers
should treat the loyalty—compulsive buying link as one contributor among several rather than as a
dominant explanatory factor.

From a managerial perspective, the findings suggest a cautious balance. Loyalty remains a
desirable outcome for sports clubs and licensing partners because it sustains revenue and supports
long-term engagement. At the same time, the association between identity-based loyalty and general
compulsive online buying tendencies, modest as it is, argues for caution in digital retail design when
targeting highly identified fan segments. Concrete options include welfare-oriented features that
reduce impulsive checkout, such as spending notifications, purchase-delay prompts, transparent
return processes that show shipping, restocking, and refund timelines in advance, and clearer
information about delivery times. Loyalty programs themselves can also be redesigned to reward
sustained engagement rather than transaction frequency: for example, points or tier benefits that
accumulate through participation in fan activities, community events, attendance, or content
engagement rather than through repeated purchases; optional spending caps that fans can set on their
own accounts; and post-purchase cool-down windows during which an order can still be cancelled
without penalty. Such mechanisms preserve the commercial appeal of loyalty programs while
limiting the conditions under which highly identified fans might convert their attachment into
compulsive purchasing. As sport organizations increasingly rely on social media ecosystems to
maintain fan relationships, balancing commercial effectiveness with consumer well-being may
become an important component of sustainable sport marketing strategies (Romero-Jara et al., 2024).

Conclusion

The study tested whether brand loyalty toward licensed sports products is associated with
general compulsive online buying tendencies in a sample of 658 Turkish football fans. Brand loyalty
showed a small but statistically significant positive association with compulsive online buying (r =
0.212; B = 0.225 after demographic controls; AR*>=0.041, F-change(1, 652) = 28.22, p <.001), with
the identity-and-behavior items of the loyalty scale acting as the stronger correlates (Williams t(655)
=3.57, p <.001). Highly loyal fans reported buying licensed merchandise less frequently than less
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loyal fans, but this licensed-product frequency was unrelated to general compulsive online buying,
which clarifies that the two purchasing patterns reflect distinct behaviors.

Several limitations should be acknowledged. The cross-sectional design does not permit
causal inference; longitudinal and experimental work is needed to establish the direction and
mechanisms of the loyalty—compulsive buying link. A measurement limitation that deserves explicit
emphasis is the item-level redundancy of both instruments: Cronbach’s alpha values of .991 and
.995, together with average inter-item correlations of .86 and .87, indicate that a large share of item
variance is shared rather than reflecting distinct construct facets. In practical terms, each scale
behaves empirically as a near-unidimensional measure of a single dominant content area rather than
as the multi-component instrument its authors intended, which constrains how finely the loyalty—
compulsive buying link can be partitioned across theoretical subdimensions. The development of
shorter, content-balanced forms with reduced item overlap is therefore a priority for future
psychometric work, and any extension of the present findings should ideally be replicated with such
revised instruments. The sample, although large, was drawn through convenience sampling from
Turkish football fans and may not generalize to other sports, countries, or cultures. The reliance on
self-report data also raises the possibility of common-method variance, which could be addressed in
future work through procedural and statistical remedies.

Several directions for future research follow from these limitations. First, replication with
shorter and psychometrically refined versions of both scales would help determine whether the
observed association reflects substantive psychological processes or depends on the redundancy of
current measures. Second, mediating variables such as social media use intensity, materialism, and
impulsivity should be tested in larger structural models to clarify the mechanisms linking identity-
based loyalty to compulsive online buying. Third, cross-cultural and cross-sport replication is needed
to test whether the pattern reported here generalizes beyond Turkish football fandom. Despite these
limitations, the study contributes to the sports marketing literature by linking identity-based loyalty
to a less examined behavioral outcome and by clarifying that licensed-product consumption and
general compulsive online buying are empirically distinct.
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Spor Kuliibii Taraftarlarimin Takimlarinin Lisansh Uriinlerine Olan Marka Sadakati ve
Kompulsif (Zorlayicr) Cevrimici Satin Alma Davranis1 Arasindaki Iliskinin Incelenmesi

Giris

Profesyonel spor kuliipleri, rekabetin ma¢ sonuglarmin ¢ok dtesine uzandigi pazarlarda
faaliyet gostermektedir. Sponsorluk, yayincilik ve lisansh {irlin satiglar1 finansal siirdiiriilebilirlik
acisindan merkezi bir konuma gelmis; lisansh iiriinler 6zellikle taraftarlar ile takimlar1 arasindaki
duygusal bagin goriiniir isaretleri olarak islev gormiistiir (Apostolopoulou & Papadimitriou, 2018).
Kiiresel lisansli spor iiriinleri pazari son on yilda biiyiimeye devam etmis (Grand View Research,
2023) ve bu biiyiime, taraftar satin alma davranisini tiiketici arastirmalarinin ilgili bir alan1 olarak
glindeme tagimustir.

Marka sadakati bu literatiirde uzun siiredir merkezi bir kavram olmustur. Oliver (1999)
sadakati biligsel, duyussal, konatif ve eylem temelli asamalardan gecen sirali bir siire¢ olarak
tanimlarken, Chaudhuri ve Holbrook (2001) giiven ve duygunun nasil gézlemlenebilir yeniden satin
almaya doniistiiglinii géstermistir. Spor baglaminda sadakat, taraftar kimligi, duygusal baglilik ve
kuliibiin ge¢cmisiyle iligkilendirilmistir (Kunkel, Doyle & Funk, 2014; Biscaia ve ark., 2016). Bu
cercevede lisansh iirlin tikketimi, salt ekonomik bir eylemden ¢ok psikososyal bir eylem olarak
anlagilmalidir.

Cevrimigi perakendecilik, sadakatin davramisa donlisme kosullarini  degistirmistir.
Kisisellestirme, siireli teklifler, sosyal kanit ve tek tikla 6deme, satin alma maliyetini azaltmakta ve
aynt zamanda muhakemeyi de zayiflatabilmektedir. Tiiketici psikolojisi alaninda bu degisim,
kompulsif satin alma davranigina yonelik ilgiyi yeniden canlandirmistir. O'Guinn ve Faber (1989)
kompulsif satin almay1 tekrarlayict ve genellikle pismanlikla sonuglanan bir tiikketim bigimi olarak
tanimlamis, Ridgway, Kukar-Kinney ve Monroe (2008) ise kontrol kaybin1 vurgulayan bir 6lgme
modeliyle bu tanim1 geligtirmistir. Son donem c¢aligsmalar kompulsif satin almayi1 6zellikle ¢evrimigi
baglamlarda incelemis ve bunu internet kullanimi, olumsuz duygulanim ve kimlik temelli giidiilerle
iligkilendirmistir (Dixit ve ark., 2024; Brandtner, Brand & Miiller, 2025).

Sadakat genellikle olumlu bir pazarlama sonucu olarak goriilse de, kimlik temelli sadakat
daha az incelenmis bir soruyu giindeme getirmektedir: lisansli iiriinler araciligtyla ifade edilen kuliibe
yonelik giiclii duygusal baglilik, ayn1 zamanda daha az kontrollii ¢evrimigi tiiketim bigimleriyle de
iligkili midir? Sosyal Kimlik Kurami (Tajfel & Turner, 1979), takim aidiyetinin benligin anlamli bir
parcast haline geldigini ve bu aidiyetin ydnlendirdigi tiiketim tercihlerinin aragsal olmaktan gok
duygusal olabilecegini 6ne siirmektedir. Oz-uyum kurami (Sirgy, 1982) ise markayla simgesel
uyumun bu duygusal ¢ekimi giiglendirdigini eklemektedir. Bu mekanizmalar, siirekli erisilebilir bir
¢evrimi¢i perakende ortami iginde islediginde, kimlik giidiimli sadakat ile kompulsif satin alma
egilimleri birbirine yaklagabilir. Yakin donem spor pazarlamasi aragtirmalari, sosyal medya
etkilesiminin taraftar 6zdeslesmesini satin alma niyetleri ve tiiketimle iliskili davranislara baglayan
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onemli bir mekanizma olarak islev gordiigiinii ortaya koymaktadir. Yiiksek diizeyde etkilesim kuran
taraftarlar, takimla ilgili dijital igerikle daha sik etkilesime girme egilimindedir; bu durum hem
sadakati hem de satin alma giidiisiinii gii¢lendirebilir (Steiner ve ark., 2023; Cao & Matsuoka, 2025).

Bu soruyu dogrudan ele alan gorgiil ¢calismalar, hem kiiltiirel agidan belirgin hem de ticari
agidan hareketli olan Tiirk spor taraftarligi baglaminda oldukg¢a sinirlidir. Bu ¢alisma ii¢ agidan katki
sunmaktadir. 1k olarak, sadakat-kompulsif satin alma iliskisini, Tiirk futbol taraftarlarindan olusan
genis bir drneklemde psikometrik acidan gegerliligi kanitlanms olgeklerle test etmektedir. Ikinci
olarak, sadakat dlgeginin farkli boliimlerinin (kalite algis1 maddeleri ile kimlik ve davranig odakl
maddeler) kompulsif ¢evrimigi satin almayla farkli diizeylerde iliskili olup olmadigini
incelemektedir. Ugiincii olarak, bu literatiirde sikca karsilagilan iki bulgu arasindaki goriiniir gerilimi
ele almaktadir: yiiksek diizeyde sadik taraftarlar lisansh {iriinleri daha seyrek satin aldiklarini
bildirirken genel kompulsif ¢evrimigi satin alma agisindan daha yiiksek puan almaktadir. Calisma,
bunlarin farkli davranislara isaret ettigini; lisansli tiriin tikketiminin, kompulsif ¢evrimigi satin alma
Olceklerinin tipik olarak Sl¢tiigii yapinin disinda kaldigini netlestirmektedir.

Kavramsal Cerceve
Marka Sadakati: Kavram ve Boyutlar

Marka sadakati, tiiketicinin belirli bir markay1 olumlu tutumlarla birlikte tutarli bigimde
tekrar satin alma egilimini ifade etmektedir (Oliver, 1999). Literatiirde genellikle iki boyut ayirt
edilmektedir: giiven, duygusal baglilik ve olumlu degerlendirmeyi iceren tutumsal sadakat ile
yeniden satin alma niyeti ve gercek satin alma Oriintiileri araciligiyla ifade edilen davranigsal sadakat
(Chaudhuri & Holbrook, 2001). Spor baglaminda tutumsal sadakat, taraftarlar ile takimlar
arasindaki duygusal bagi yansitirken, davranigsal sadakat takimla ilgili {iriin ve hizmetlerin diizenli
olarak edinilmesi bigiminde ortaya ¢ikmaktadir. Tiiketici temelli marka degeri ¢ergevesinde (Aaker,
1991) sadakat, fiyat degisimlerine ve rekabet baskilarina kars1 kalicilik gostermesi nedeniyle en
istikrarli bilesen olarak kabul edilmektedir; yakin donem caligsmalar da spor kuliipleri agisindan bu
merkezi rolii dogrulamakta, Tiirk futbol taraftarliginda takim itibar1 ve 6zdeslesmenin marka
sadakatini yordadigina dair paralel bulgular sunmaktadir (Biscaia ve ark., 2016; Aslan & Karabulut,
2021; Onurlubas, 2018).

Spor Pazarlamasinda Lisansh Uriin Tiiketimi

Lisansl1 iiriinler kuliiplere hem bir gelir kaynagi hem de taraftar kimliginin bir araci olarak
hizmet etmektedir. Gorgiil arastirmalar, lisanshi {irlin tiiketimini tutarli bicimde takim
Ozdeslesmesiyle iliskilendirmistir: kultipleriyle giiclii 6zdeslesen taraftarlar iiriin satin almaya daha
yatkin olmakta ve kuliip icerigiyle daha derin bigimde etkilesime girmektedir (Apostolopoulou &
Papadimitriou, 2018; McDonald ve ark., 2022). Bu nedenle lisansh {iriinler yalnizca ekonomik bir
mal degil, ayn1 zamanda taraftar toplulugu icinde aidiyeti destekleyen simgesel bir kaynaktir. Yakin
donem calismalar, taraftar sadakati, kuliip imaj1 ve takimlarla dijital etkilesimin, gliniimiiz spor
pazarlarinda lisansli iiriin satin alma niyetinin en giiclil yordayicilar arasinda yer aldigini gdstermeye
devam etmektedir (Sarpong & Zungu, 2025). Ozellikle Tiirk futbol taraftarlarina odaklanan
calismalar da benzer bigimde fanatizm ve kimlik temelli giidiilerin lisansli iiriin satin alma niyetini
yordadigini, marka sadakatinin ise araci bir mekanizma olarak islev gordiigiinii disiindiirmektedir
(Simsek & Akin, 2021; Avct & Koroglu, 2024).

Kompulsif Satin Alma Davranisi

Kompulsif satin alma, tekrarlayici, kontrolii zayif ve genellikle pismanlikla sonuglanan bir
satin alma davranigi olarak tanimlanmaktadir (Ridgway, Kukar-Kinney & Monroe, 2008). Meta-
analitik kanitlar, yetiskin popiilasyonlarinda yayginligimi %4 ile %8 arasinda konumlandirmakta,
geng ve dijital agidan daha etkilesimli Orneklemlerde bu oranin daha yiiksek oldugunu
gostermektedir (Maraz, Griffiths & Demetrovics, 2016). Griffiths'in (2005) bilesenler modeli
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cercevesinde kompulsif satin alma; belirginlik, duygu durum degisimi, tolerans, yoksunluk, catisma
ve niiksle karakterize edilmektedir. Miiller, Mitchell ve de Zwaan (2015), kompulsif satin almanin,
ozellikle siirekli erisim saglayan dijital baglamlarca pekistirildiginde davranigsal bagimliliklarla
kavramsal olarak Oortiistiiglinii vurgulamistir. Yakin donem c¢evrimi¢i kompulsif satin alma
caligmalar1 bunu internet bagimliligi, psikolojik sikinti ve diirtiisellikle (Dixit ve ark., 2024) ve
imgeye dayali duygu diizenleme siiregleriyle (Brandtner ve ark., 2025) iliskilendirmistir. Tiirk
orneklemlerinde yapilan ¢alismalar da bu oriintiileri tekrarlamakta; geng yetiskinler ve {iniversite
Ogrencileriyle yapilan arastirmalar duygusal kaygilarin, sosyal goriiniis kaygisinin ve sosyal medya
kullanim yogunlugunun kompulsif ¢evrimi¢i satin alma egilimlerinin tutarli yordayicilart oldugunu
sergilemektedir (Tabak & Kahraman, 2022; Demirel & Tapan, 2023; Gedik & Afsar, 2017; Giimis,
2018; Kaplan, 2018; Simsek & Kurt, 2019).

Spor Taraftarhgi ve Kompulsif Satin Alma

Spor taraftarligi ortalamanin iizerinde bir duygusal yogunluk tagimaktadir ve yakin dénem
calismalar bu yogunlugun daha az kontrollii satin alma oriintiilerine katkida bulunup bulunmadigini
sorgulamaya baglamistir. Chen ve ark. (2025), sosyal medya kullanimi araciligiyla kanalize olan
taraftar meraki ve kimlik temelli giidiilerin diirtiisel ve kompulsif satin almayla iliskili oldugunu
bildirmistir. Bu bulgular, duygusal katilim ile dijital maruziyetin spor pazarinda satin alma kararlarini
sekillendirmek iizere etkilesime girdigi yoniindeki daha genis goriisle tutarlidir. Benzer bigimde,
sosyal medya temelli taraftar katiliminin, duygusal bagliligi ve spor organizasyonlariyla etkilegimi
yogunlagtirarak satin alma niyetlerini artirdigi bulunmustur. Bu kanitlar, dijital katilimin taraftar
kimliginin tiiketim sonuclarin1 etkiledigi bir davramigsal yol olarak islev gorebilecegini
disiindiirmektedir (Steiner ve ark., 2023).

Arastirma Boslugu ve Hipotezler

Spor pazarlamasi alanindaki mevcut ¢caligmalar sadakati ve lisansli iiriin tilketimini ayrintil
bigimde incelemis, ancak bunu kompulsif ¢evrimici satin almayla nadiren iligkilendirmigtir. Cogu
calisma sadakati tek bigimde olumlu bir sonu¢ olarak ele almakta ve arzu edilen sonuglarina
odaklanmaktadir. Oysa akilc1 degerlendirmeden ¢ok duygu ve 6z-ifadeyi vurgulayan kimlik temelli
sadakat, cevrimi¢i satin alma davraniginin daha az kontrollii hale gelebilecegi kosullar1 da yaratabilir.
Bildigimiz kadariyla, Tiirk futbolu baglaminda bu iligkiyi psikometrik agidan gegerliligi kanitlanmis
Olceklerle test eden yayimlanmis bir ¢aligma bulunmamaktadir. Bu ¢alisma, sadakatin kompulsif
cevrimici satin almay1 yordayip yordamadigini, bu etkinin demografik kontroller sonrasinda da
gecerliligini koruyup korumadigini ve sadakatin kimlik ve davranig bilesenlerinin kalite algist
bilesenlerine kiyasla kompulsif satin almayla daha yakindan iligkili olup olmadigin inceleyerek bu
boslugu ele almaktadir. Yukaridaki kavramsal ¢erceveden hareketle asagidaki hipotezler analizlere
yon vermektedir:

HI1: Lisansh triinlere yonelik marka sadakati, genel kompulsif ¢evrimigi satin alma
egilimleriyle pozitif yonde iligkilidir.

H2: Bu iliski, cinsiyet, yas, egitim ve gelir kontrol edildikten sonra da istatistiksel olarak
anlamliligim1 korumaktadir.

H3: Sadakat 6l¢eginin kimlik ve davranis odakli maddeleri, kalite algis1 maddelerine kiyasla
kompulsif ¢evrimigi satin almayla daha giiglii iliskilidir.
Kuramsal Cerceve
Caligma birbirini tamamlayan {i¢ yaklasimdan yararlanmaktadir. Sosyal Kimlik Kurami

(Tajfel & Turner, 1979), bireylerin benlik kavramlarinin bir boliimiinii grup tiyeliklerinden tiirettigini

One siirmektedir. Spor taraftarliginda takim aidiyeti, kimligin belirgin bir bileseni haline
gelebilmekte, bdylece satin alma kararlar1 hem kisisel tercihi hem de grup aidiyetini yansitmaktadir.
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Oz-uyum kurami (Sirgy, 1982), tiiketicilerin gercek ya da ideal benlikleriyle rtiisen marka ve
iiriinleri tercih ettigini ileri stirmekte; lisansli tirtinler de taraftar benliginin goriiniir bir simgesi olarak
bu goriisle ortiismektedir. Bu iki yaklasim birlikte, bu baglamda sadakatin neden salt biligsel
olmaktan ¢ok duyussal nitelikte olma egiliminde oldugunu agiklamaktadir.

Griffiths'in (2005) bilesenler modeli, kompulsif tiikketime tamamlayici bir bakis acisi
sunmaktadir. Bu model, kompulsif satin almay1 belirginlik, duygu durum degisimi, tolerans,
yoksunluk, catisma ve niiksle pekistirilen dongiisel bir oriintii olarak ele almaktadir. Giiglii kimlik
temelli sadakate sahip taraftarlar, lisansh iiriinleri duygusal agidan belirgin ve pekistirici olarak
deneyimleyebilmekte; ¢evrimigi perakende ortami da (anlik erisim, kisisellestirme, sik maruziyet)
bu belirginligin daha genis kompulsif ¢evrimici satin alma oriintiilerine doniisebilecegi kosullari
saglamaktadir. Bu ¢alisma, hipotezlere zemin olusturmak ve gorgiil bulgular1 yorumlamak amaciyla
bu li¢ ¢erceveyi bir araya getirmektedir. Bu yorum, 6zdeslesme, dijital etkilesim ve duygusal katilimi
spor taraftarlari arasinda davranigsal niyetlerin ve sadakat sonuglarinin énemli Onciilleri olarak
vurgulayan giincel spor tiiketici katilimi arastirmalariyla da uyumludur (Cao & Matsuoka, 2025;
Lianopoulos ve ark., 2025).

Figure 1. Conceptual Research Model

Demographic Controls (Block 1):
Gender, Age, Education, Income

-
H1/H2
BRAND LOYALTY B =0.225, p < .001 COMPULSIVE ONLINE
(18-item composite, B BUYING BEHAVIOR

attitudinal + behavioral) AR? = 0.041, F-change(1, 652) = 28.22, p < ,001[ (28-item composite)
\ Y
7

=0 Qua'its_‘,‘,gfci?et?jri‘°(’;tsems 1-10) e H3 — Subdimension test (Williams):

F2: identityy& Behgvior (Items 11-18) 1 F2 (r = 0.235) > F1 (r = 0.185), t(655) = 3.57, p <.001

\

Not. Diiz oklar temel hipotez edilen etkileri (HI1, H2) gostermektedir. Kesikli gri ok, birlikte anlamli
bulunmayan demografik kontrol blogunu temsil etmektedir. H3 kii¢tik kutusu, iki alt boyut-KCSA korelasyonu
arasindaki farka iligkin Williams testi sonucunu bildirmektedir.

Arastirma Yontemi
Arastirma Deseni

Caligmada kesitsel, nicel bir arastirma deseni kullanilmistir. Veriler, belirli bir zaman dilimi
icinde cografi olarak dagimik bir 6rneklemden yanit elde edilebilmesi amaciyla ¢evrimici bir anket
araciligiyla toplanmistir. Bu tasarim, sosyal bilimlerdeki anket arastirmalara iligkin standart
raporlama ilkelerini izlemektedir (Creswell & Creswell, 2018).

Evren ve Orneklem

Arastirmanin hedef evrenini Tiirkiye'de profesyonel futbol kuliiplerini aktif bicimde takip
eden yetigkinler olusturmaktadir. Kolayda 6rnekleme yontemi kullanilmig, anket Google Forms
aracilifiyla sosyal medya ve taraftar gruplan destegiyle dagitilmistir. Eksik yanitlar harig tutulduktan
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sonra nihai 6rneklem 658 katilimcidan olusmustur. Bu biiytikliik, faktor analitik islemler icin "¢ok
iyi" olarak siniflandirilmakta (Comrey & Lee, 1992) ve cok degiskenli analizler i¢in Onerilen
katilimci-degisken oranini karsilamaktadir (Hair ve ark., 2019).

Veri Toplama Araclari
Marka Sadakati Olgegi

Taraftarlarin tercih ettikleri kuliiplerin lisansh {irlinlerine yonelik sadakati, Tekin (2020)
tarafindan lisansli spor iiriinleri i¢in uyarlanan 18 maddelik Marka Sadakati Olgegi ile l¢iilmiistiir.
Olgek 6zgiin haliyle tutumsal ve davranigsal sadakat olmak iizere iki kavramsal boyut etrafinda
tasarlanmig olup 1 (kesinlikle katilmiyorum) ile 5 (kesinlikle katiliyorum) arasinda besli Likert
formati kullanmaktadir. Ozgiin uyarlama c¢ahismasinda olcek, Tiirk oOrneklemlerinde giiclii
giivenilirlik ve yap1 gegerliligi gostermistir.

Kompulsif Cevrimici Satin Alma Olgegi

Genel kompulsif ¢evrimici satin alma egilimleri, Bergen Alisveris Bagimliligi Olgegi'nin
(Andreassen ve ark., 2015) Tiirk¢e uyarlamasi olan 28 maddelik Kompulsif Cevrimi¢i Satin Alma
Olgegi (Bozdag & Yalginkaya-Alkar, 2018) ile dlciilmiistiir. Olgek, kompulsif satin almanin alt:
kuramsal bilesenini (belirginlik, duygu durum degisimi, tolerans, yoksunluk, ¢atisma ve niiks) besli
Likert formatinda Olgmektedir. Madde diizeyindeki tanilamalar mevcut oOrneklemde madde
cikarimini gerektirmediginden 28 maddenin tamami analizlerde tutulmustur. Kompulsif Cevrimici
Sati Alma Olgegi'nin genel kompulsif cevrimici satin alma egilimlerini 8lctiigii ve lisansli iiriinlerle
sinirli olmadig1 belirtilmelidir; bu ayrim asagida raporlanan bulgularin yorumlanmasi agisindan
onemlidir.

Demografik ve Davranissal Degiskenler

Katilimcilar ayrica cinsiyet, yas kategorisi, egitim, hane geliri, medeni durum ve lisansl {iriin
satin alma sikligina iligkin kendi bildirimlerini (yanit segenekleri: haftada bir, ayda bir, alt1 ayda bir,
yilda bir) sunmustur. Bu degiskenler hem Orneklemin tanimlanmasinda hem de regresyon
analizlerinde kontrol degiskeni olarak kullanilmugtir.

Etik Hususlar

Arastirma protokolii, Batman Universitesi Sosyal ve Beseri Bilimler, Fen-Miihendislik
Bilimleri ve Saglik Bilimleri Etik Kurulu tarafindan onaylanmistir (4 Eyliil 2025 tarihli ve 2025/09-
18 sayil1 karar). Katilimcilar anketi tamamlamadan 6nce bilgilendirilmis onam vermis ve yanitlarinin
anonim kalacag ile yalnizca akademik amaglarla kullanilacagi konusunda bilgilendirilmistir. Veri
toplama siireci 2025 yilinda gergeklestirilmistir.

Veri Analiz Siirecleri

Analizler IBM SPSS Statistics 28 programinda gerceklestirilmistir. On incelemeler; eksik
veri, normallik (¢arpiklik ve basiklik +1 araliginda), tek degiskenli aykir1 degerler (|z|] > 3.29) ve
coklu dogrusal baglant1 (VIF < 5; tolerans > .20) kontrollerini kapsamistir. I¢ tutarlik Cronbach alfa
katsayistyla degerlendirilmis; gdzlenen alfa degerlerinin ¢ok yliksek olmasi nedeniyle maddeler
arasindaki fazlaliga iliskin daha yorumlanabilir bir gosterge olarak ortalama madde-madde
korelasyonu da raporlanmistir. Agiklayici faktér analizi, temel bilesenler ¢ikarimi ve Promax
dondiirmesi kullanilarak gergeklestirilmis; 6rneklem yeterliligi KMO ve Bartlett'in kiiresellik testiyle
degerlendirilmistir. Ana degigkenler i¢in Pearson korelasyon katsayilar1 hesaplanmis, degiskenin
sirali oldugu durumlarda (satin alma sikligl) Spearman korelasyonlar1 kullanilmistir. Ana analiz,
demografik kontrol degiskenlerinin (cinsiyet, yas, egitim, gelir) Blok 1'e, marka sadakatinin ana
yordayict olarak Blok 2'ye girildigi iki asamali hiyerarsik regresyondur. Bu siralama, marka
sadakatinin 6zgiin katkis1 test edilmeden 6nce demografik faktorlerin temel etkilerini kontrol altina
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almakta ve sosyal ve tiiketici aragtirmalarindaki geleneksel raporlama uygulamasiyla uyumludur.
Her model i¢in standardize edilmemis katsay1 (B), standart hatasi, standardize edilmis katsay1 (p), t,
p, model R? ve diizeltilmis R?, kestirimin standart hatas1 ve genel F degeri raporlanmigtir. Marka
sadakatinin artimsal katkisi, AR? ve iliskili p degeriyle birlikte F-degisim istatistigi araciligiyla
degerlendirilmistir. H3 hipotezini test etmek amaciyla, sadakat dl¢eginin kuramsal yapisina dayali
olarak iki alt boyut bilesigi hesaplanmis (kalite algis1 sadakatini yansitan 1-10. maddeler; kimlik ve
davranis odakli sadakati yansitan 11-18. maddeler) ve bunlar takip analizinde ayr1 yordayicilar olarak
modele girilmistir. Raporlama, sosyal bilimlerdeki cok degiskenli analizlere iliskin standart
yonergeleri izlemektedir (Hair ve ark., 2019; Williams, Onsman & Brown, 2010).

Bulgular

Katihmcilarin Demografik Ozellikleri

658 katilimcerya iliskin demografik bilgiler Tablo 1'de raporlanmistir.
Tablo 1. Katilimcilarin Demografik Dagilimi (N = 658)

Degisken Kategori n %
Cinsiyet Erkek 441 67.0
Kadin 217 33.0
Yas 18-24 353 53.6
25-34 205 31.2
35-44 81 12.3

45-54 13 2.0

55-64 5 0.8

65 ve tlizeri 1 0.2
Egitim Diizeyi Lisans 521 79.2
Lisansiistii 64 9.7

Lise 51 7.8

Doktora 15 23

Ortaokul 4 0.6

flkokul 3 0.5
Satin Alma Siklig1 Yilda bir 597 90.7
Alt1 ayda bir 36 55

Ayda bir 20 3.0

Haftada bir 5 0.8

Orneklem biiyiik 6lgiide erkek katilimcilardan (%67.0) olusmus ve 18-34 yas araliginda
yogunlagsmistir (%84.8). Yiiksekogretim gegmisine sahip katilimcilar baskindir (lisans ve tizeri
%91.2). Lisansh {irlin satin alma sikligina iligskin bildirimler belirgin bi¢gimde ¢arpik bir dagilim
gostermistir: katilimcilarin %90.7'si lisansh iiriinleri y1lda yalnizca bir kez satin aldigini bildirirken,
sik satin alanlarin orani oldukga diisiiktiir. Bu oriintii, bu boliimde ilerleyen kisimlarda raporlanan
satin alma siklig1 analizlerinin yorumlanmasi agisindan dnem tagimaktadir.
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Giivenilirlik ve Madde Diizeyi Tanilamalari

Betimsel istatistikler, i¢ tutarlik katsayilar1 ve ortalama madde-madde korelasyonlar1 Tablo
2'de 6zetlenmistir. Her iki 6l¢ek de iist sinira yakin Cronbach alfa degerleri tiretmistir (,991 ve ,995).
Bu diizeydeki giivenilirlik katsayilar1 gogunlukla maddelerin yapinin farkli yonlerini 6l¢mek yerine
icerik agisindan Ortiistiigiine isaret ettiginden, ortalama madde-madde korelasyonu da raporlanmastir.
Marka Sadakati Olgegi icin 0.860 ve Kompulsif Cevrimi¢i Satin Alma Olgegi icin 0.871 olan
degerler, psikometrik acidan saglam olgekler i¢in alisilagelmis ,30-,50 araligin1 agsmakta (Clark &
Watson, 1995; Nunnally & Bernstein, 1994) ve oOnemli diizeyde madde fazlaligina
diistindiirmektedir. Sonraki analizler, dlgekler 6zgiin yazarlar1 tarafindan uyarlandigi héliyle tam
formlartyla yiiriitiilmistiir. Fazlalik sorunu, Tartisma boliimiinde bir 6lgme smirliligr olarak ele
almmaktadir.

Tablo 2. Betimsel statistikler, Giivenilirlik ve Madde-Madde Korelasyonlari (N = 658)

Olcek Madde Ort. (1-5) SS Cronbach’se | 0% mad;ie-madde
Marka Sadakati 18 4.204 1.028 0.991 0.860
Kompulsif Cevrimici 28 2.664 1.061 0.995 0.871

Satin Alma

Faktorlenebilirlik ve Faktor Yapisi

Her iki 6l¢ek icin de orneklem yeterliligi yiiksektir. Kaiser-Meyer-Olkin 6lgiitii, Marka
Sadakati Olgegi icin 0.968, Kompulsif Cevrimici Satin Alma Olgegi i¢in 0.976 olarak bulunmus,
Bartlett'in kiiresellik testleri her iki durumda da anlamli ¢ikmistir (Tablo 3). Bu degerler, verilerin
faktor analizi i¢in uygun oldugunu dogrulamaktadir (Hair ve ark., 2019).

Tablo 3. KMO Degerleri ve Bartlett'in Kiiresellik Testi (N = 658)

Olcek KMO Bartlett 12 sd p
Marka Sadakati 0.968 23,868.57 153 <.001
I:frﬁl;’uls‘f Cevrimigi Satin 0.976 44,486.23 378 <.001

Tablo 4, aciklayici faktdr analizi sonuglarmi dzetlemektedir. Marka Sadakati Olgegi igin
yalmzca bir faktoér 1'in lizerinde 6zdeger iiretmis (15.62) ve bu faktdér varyansin %86.77'sini
aciklamistir. Olgegin 6zgiin tutumsal-davranigsal yapisini yansitacak bigimde kuramsal ilgi amactyla
iki faktorlii bir ¢6ziim zorlandiginda, Promax ¢oziimiinde iki faktdr r = 0.93 diizeyinde iligkili
bulunmustur; bu durum, maddelerin bu o6rneklemde ampirik olarak birbirinden net bicimde
ayrigmadiginin kanit1 olarak degerlendirilmistir. Bu dogrultuda sadakat 6lcegi ana analizlerde esasen
tek boyutlu olarak ele alinmis, iki yar1 bilesik (1-10. ve 11-18. maddeler) yalmzca H3 hipotezinin
gerektirdigi alt boyut analizinde kullanilmistir.

Kompulsif Cevrimici Satin Alma Olgegi icin iki faktor 1'in iizerinde dzdeger iiretmis (24.54
ve 1.13), ancak ikinci faktoriin bilyiikligii sinirda kalmig ve sinirli bilgi saglamistir. Tek faktorlii
¢Oziim varyansin %87.64'inii agiklamistir. Birinci faktdrdeki madde yiik degerleri ,88 ile ,97
arasinda degismistir. Bu Oriintli ve 6lgegin Tilrk uyarlama literatiiriinde tipik olarak puanlanma
bi¢cimi (Bozdag & Yalcinkaya-Alkar, 2018) dikkate alinarak ana analizlerde tek bir bilesik puan
kullanilmistir. Birinci faktoriin agikladigi ¢ok yiiksek varyans orani, Tablo 2'de belirtilen fazlalik
oriintiisiiyle ortiismektedir ve ilerleyen boliimde bir 6lgme sinirliligi olarak tartisilmaktadir.
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Tablo 4. Aciklayici Faktor Analizi Ozeti (N = 658)

" 1'in Uzerindeki o 0 Madde
Olgek Ozdegerler 1. Ozdeger % Varyans (1.) viikleri
Marka Sadakati (18 madde) 1 15.62 86.77 .90-.95
Kompulsif Cevrimigi Satin " 3

Alma (28 madde) 2 24.54 87.64 .88-.97

Tkinci faktoviin 6zdegeri = 1.13, katkisi simirli diizeydedir; sonraki analizlerde tek faktorlii coziim kullanilmigtir.
Korelasyonlar

Ana degiskenler arasindaki iki degiskenli korelasyonlar Tablo 5'te raporlanmistir. Marka
sadakati, kompulsif ¢evrimi¢i satin alma ile pozitif yonde iliskili bulunmustur (r = 0.212, p <.001).
Etki buytkligi geleneksel oOlciitlere gore kiigiik-orta diizeydedir (Cohen, 1988). Sadakat, lisansh
iiriin satin alma sikligina iliskin kendi bildirimleriyle negatif iliskili bulunurken (Spearman p =
—0.335, p <.001), satin alma siklig1 genel kompulsif ¢evrimici satin almayla anlamli bigimde iliskili
bulunmamistir (p = —0.042, p = .283). Bu iki katsay1 arasindaki karsitlik bilgilendiricidir ve H3
hipotezinin tartisildig1 boliimde yeniden ele alinmaktadir.

Tablo 5. Ana Degiskenler Arasindaki Korelasyonlar (N = 658)

Degisken 1 2 3

1. Marka Sadakati — 0.212%* —0.335%*
2. Kompulsif Cevrimigi Satin Alma 0.212%%* — —0.042
3. Satin Alma Siklig1 —0.335%* —0.042 —

Not. 1-2. degiskenler igcin Pearson korelasyonu, Satin Alma Sikligi'ni iceren korelasyonlar igin Spearman p. **p < .001.
Hiyerarsik Regresyon Analizleri

Marka sadakatinin kompulsif ¢evrimigi satin alma ilizerindeki yordayici etkisi, iki asamali
hiyerarsik regresyonla test edilmistir. Dért demografik kontrol degiskeni (cinsiyet, yas, egitim, gelir)
Blok 1'e, marka sadakati ise ana yordayici olarak Blok 2'ye girilmistir. Bu siralama, marka
sadakatinin 0zgin katkisi degerlendirilmeden once demografik temel etkileri kontrol altina
almaktadir. Her iki model de 658 katilimcidan olusan tam 6rneklemi kullanmistir. Sonuglar Tablo
6'da 6zetlenmis, nihai modele iliskin tam katsay1 paneli Tablo 7'de raporlanmuistir.

Tablo 6. Hiyerarsik Regresyon Modeli Ozeti (Bagimli Degisken: Kompulsif Cevrimici Satin
Alma; N = 658)

Blok (Yordayicilar) R? Diiz. R? I;;’IS“““"“ F(sdi, sdz) | p AR? IF)]-degISIm [sd,
Blok 1: Demografik

(cinsiyet, yas, egitim, 0.011 |0.005 | 1.059 177(4,653) | 133 | — | —

gelir)

Blok 2: + Marka Sadakati | 0.052 | 0.044 | 1.037 7.12(5,652) |<.001 | 0.041 12)8;2%&’ 652),
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Tablo 7. Blok 2 icin Tam Katsay1 Paneli — Nihai Model (N = 658)
Yordayici B SH B p t p
Marka Sadakati +0.232 0.044 +0.225 +5.31 <.001
Cinsiyet (1 = Erkek) +0.059 0.090 +0.026 +0.66 511
Yas —0.006 0.006 —0.046 -1.12 262
Egitim —0.049 0.054 -0.036 —0.91 363
Gelir (refah diizeyi) +0.167 0.083 +0.086 +2.01 .045
(Sabit) +1.810 0.346 — +5.23 <.001

Blok 1'de, dort demografik yordayici kompulsif ¢evrimici satin almadaki varyansin anlaml
bir boliimiinii birlikte agiklamamustir (R = 0.011, diizeltilmis R? = 0.005, kestirimin standart hatasi
= 1.0585; F(4, 653) = 1.77, p = .133). Bu temel modelde tek tek demografik katsayilardan hicbiri
geleneksel anlamlilik diizeyine ulasmamistir. Blok 2'de, marka sadakati ana yordayici olarak
eklenmis ve genel model anlamli hale gelmistir (R? = 0.052, diizeltilmis R? = 0.044, kestirimin
standart hatas1 = 1.0371; F(5, 652) = 7.12, p < .001). Marka sadakatinin kendisi pozitif ve anlaml
bir etki tretmigtir (B =0.232, SH=10.044, p =0.225,t=15.31, p <.001). Blok 1'den Blok 2'ye ge¢is
istatistiksel olarak giivenilir bulunmustur: AR? = 0.041 ve F-degisim(1, 652) = 28.22, p <.001; bu
durum marka sadakatinin demografik temel etkilerin 6tesinde anlamli ve kayda deger bir varyans
payina katki sundugunu yansitmaktadir. Blok 2'de, gelirin sinirda kalan pozitif etkisi (p = 0.086, p =
.045) disinda hicbir demografik katsay1 anlamliliga ulasmamuistir; cinsiyet, yag ve egitim anlamsiz
kalmaya devam etmistir. Coklu baglanti tanilamalari, Blok 2'deki tiim yordayicilar i¢in kabul
edilebilir VIF degerleri gostermistir (cinsiyet = 1.10, yas = 1.15, egitim = 1.09, gelir = 1.24, sadakat
= 1.23); tiim degerler geleneksel esik degerlerin olduk¢a altindadir. Bu sonuglar HI ve H2
hipotezlerini desteklemektedir: marka sadakati kompulsif ¢evrimi¢i satin almay1 pozitif yonde
yordamakta ve bu etki demografik temel etkiler kontrol altina alindiktan sonra da gecerliligini
korumakta, marka sadakati nihai modelde agiklanan varyansin neredeyse tamamini olusturmaktadir.

Alt Boyut Analizi

H3 hipotezini incelemek amaciyla Marka Sadakati Olgegi kuramsal olarak iki yariya
ayrilmigtir: takimin marka olarak algilanan kalitesini ve yetkinligini vurgulayan 1-10. maddeler
(kalite algis1 sadakati) ve takima yonelik duygusal 6zdeslesmeyi, tavsiye etmeyi ve siirekli katilimi
vurgulayan 11-18. maddeler (kimlik ve davranis sadakati). Her iki alt 6l¢ek de ¢ok yiiksek i¢ tutarlik
gostermis (o = 0.986 ve 0.985) ve ortalama puanlari birbirine yakin bulunmustur (4.231 ve 4.171).
Iki yar1 r = 0.93 diizeyinde iliskili bulunmus, bu da énemli bir 6rtiismeyi dogrulamistir. Kompulsif
cevrimici satin almayla iki degiskenli korelasyonlar1 Tablo 8'de raporlanmaistir.

Tablo 8. Alt Boyutlarin Kompulsif Cevrimici Satin Alma ile Korelasyonlar1 (N = 658)

Sadakat Alt Boyutu Madde Ort. (1-5) a KCSA ile r
Kalite algis1 sadakati 1-10 4.231 0.986 0.185**
Kimlik ve davranis sadakati 11-18 4.171 0.985 0.235%*

Not. **p < .001. KCSA = Kompulsif Cevrimici Satin Alma. Iki alt boyut r = 0.93 diizeyinde iliskilidir; bu durum Tablo
2'de raporlanan fazlalikla uyumludur.

Kimlik ve davranig maddeleri, kompulsif ¢gevrimigi satin almayla (r = 0.235, p <.001), kalite
algis1 maddelerine (r = 0.185, p < .001) kiyasla daha giiclii iliskili bulunmustur. Iki alt boyut ayni
katilimcilarda olgiildiigiinden ve birbirleriyle gii¢lii bigimde iliskili oldugundan, bu bagimli
korelasyonlar arasindaki fark, bagimsiz olmayan r degerleri i¢in standart hatay1 diizelten Williams
(1959) testiyle sinanmustir. Fark istatistiksel olarak anlamli bulunmustur: t(655) =3.57, p <.001. Bu
sonug, iki yarinin kavramsal olarak yakin sadakat igerigi 6lgmesine ve r = 0.93 diizeyinde iligkili
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olmasina karsin, kimlik ve davranis odakli maddelerin kalite algis1t maddelerine kiyasla kompulsif
cevrimigi satin almayla istatistiksel olarak giivenilir ancak miitevazi bir ampirik asimetri gosterdigi
anlaminda H3 hipotezini desteklemektedir. Williams testi karsilastirmasi, H3'lin degerlendirildigi
islevsel temeldir; simgesel anlama iliskin ayr1 bir 6l¢iim uygulanmamis olup H3'in sinanmasi, 6lgek
maddelerinin dogrudan 6lgtiigiiniin 6tesinde ¢ikarsanan herhangi bir psikolojik igerikten ¢ok, iki alt
boyut-KCSA korelasyonu arasindaki farkin biiyiikliigiine dayanmaktadir. iki yarmn gok yiiksek
diizeyde birbiriyle iligkili olmasi dikkate alindiginda, iki degiskenli korelasyonlar arasindaki fark
(,235'e kars1 ,185), bu veri setinde iki psikometrik olarak ayrisabilir sadakat boyutunun islediginin
kanit1 olarak degil, esasen tek boyutlu bir 6lgme yapisi igindeki kiiglik fakat giivenilir bir ampirik
asimetri olarak okunmalidir. ki alt boyutun ¢ok yiiksek diizeyde birbiriyle iliskili olmasi bu
belirtimde kararsiz katsayilar {irettiginden, iki alt boyut ¢ok degiskenli bir regresyona es zamanl
olarak girilmemistir.

Marka Sadakati, Kompulsif Satin Alma ve Satin Alma Sikhg1

Kendi bildirimine dayali satin alma sikligina gore sadakat ve kompulsif ¢evrimici satin alma
ortalama puanlar1 Tablo 9'da sunulmustur. Tablo 5'te raporlanan negatif sadakat-siklik iligkisi burada
belirgin bir gradyan olarak yansimaktadir: lisansh iiriinleri yilda bir kez satin alan taraftarlar, daha
sik satin alanlara kiyasla belirgin bi¢imde daha yiiksek sadakat bildirmistir (Ort. = 4.31); en diistik
sadakat puanlar ise kiigiik bir grup olusturan haftalik alicilar arasinda gézlenmistir (Ort. = 1.97).
Buna karsilik, kompulsif ¢gevrimici satin alma puanlari siklik kategorileri arasinda tutarli bir gradyan
gostermemistir. Bu ayrim kavramsal agidan onemlidir. Negatif sadakat-siklik iligkisi ozellikle
lisansli iiriinlere iliskindir; Kompulsif Cevrimici Satin Alma Olgegi ise lisansh iiriinlerle simrli
olmayan genel c¢evrimi¢i satin alma egilimlerini Slgmektedir. Dolayisiyla iki bulgu birbiriyle
celismek yerine birbiriyle uyumludur: yiiksek diizeyde sadik taraftarlar lisansli irinleri daha seyrek
satin aldigii bildirirken, genel kompulsif ¢evrimigi satin alma egilimleri lisansl iiriin sikligiyla
istatistiksel olarak iligkili olmayan ayr1 bir davranigsal oriintiiye isaret etmektedir.

Tablo 9. Satin Alma Sikligina Gore Sadakat ve Kompulsif Cevrimi¢i Satin Alma (N = 658)

Satin Alma Sikhgi n Sadakat Ort. (SS) KCSA Ort. (SS)
Yilda bir 597 4.31 (0.96) 2.69 (1.06)
Alt1 ayda bir 36 3.39(1.11) 2.30(1.17)
Ayda bir 20 3.04 (0.97) 2.31(1.10)
Haftada bir 5 1.97 (0.59) 3.04 (0.66)

Not. KCSA = Kompulsif Cevrimigi Satin Alma.
Hipotez Testi Ozeti

Bu ¢aligmada test edilen {i¢ hipotezin sonuglari, her bir karara iligkin somut istatistiksel
kanitla birlikte Tablo 10'da 6zetlenmistir.

Tablo 10. Hipotez Testi Ozeti (N = 658)

# Hipotez ifadesi Istatistiksel Sonuc Karar
Lisansli spor iiriinlerine yonelik marka sadakati, kompulsif r=0.212,p<.001; B = .
HI ¢evrimigi satin almayla pozitif yonde iliskilidir. 0.225,p <.001 Desteklendi

Marka sadakati ile kompulsif ¢evrimigi satin alma arasindaki
H2 iliski, demografik degiskenler (cinsiyet, yas, egitim, gelir)
kontrol edildikten sonra da anlamliligini1 korumaktadir.

AR? = 0.041; F-degisim(1,

652) = 28.22, p < 001 Desteklendi

Sadakat 6l¢eginin kimlik ve davranis odakli maddeleri, kalite | r=0.235'e karst r = 0.185;
H3 algist maddelerine kiyasla kompulsif ¢evrimigi satin almayla | Williams t(655) = 3.57, p < | Desteklendi
daha giiglii iligkilidir. .001

Turkish Studies — Economics, Finance, Politics 21(3)




An Examination of the Relationship Between Sports Club Fans’ Brand... 5455

Tartisma ve Sonuc¢
Tartisma

Bu calisma, lisansli spor iriinlerine yonelik marka sadakatinin, Tiirk futbol taraftarlar
arasinda genel kompulsif ¢cevrimigci satin alma davranisiyla iliskili olup olmadigini incelemistir. One
¢ikan {i¢ bulgu bulunmaktadir. Ik olarak, sadakat, geleneksel bir hiyerarsik regresyonda demografik
temel etkiler kontrol altina alindiktan sonra da anlamliligin1 koruyan, kiigiik fakat tutarli bir pozitif
iliski gdstermistir (B = 0.225, p < .001; AR? = 0.041, F-degisim(1, 652) = 28.22, p < .001). Ikinci
olarak, sadakat 6lceginin kimlik ve davranis odakli yarisi, kalite algis1 yarisina kiyasla kompulsif
cevrimi¢i satin almayla daha giiclii iligkili bulunmus ve Williams testi, bagimli korelasyonlar
arasindaki bu farkin istatistiksel olarak anlamli oldugunu dogrulamistir (t(655) = 3.57, p < .001).
Uciincii olarak, sadakat ile lisansli {iriin satin alma sikhig1 arasindaki negatif iliski, satin alma siklig1
ile genel kompulsif ¢evrimigi satin alma arasinda herhangi bir iligkinin bulunmamasiyla bir arada var
olmus; bu durum iki satin alma Sriintiisiiniin ayn1 yap1 olmadigini netlestirmistir.

Bu sonuglar, taraftar tiiketimine iliskin sosyal kimlik temelli okumayla (Tajfel & Turner,
1979) uyumludur. Takim aidiyeti benligin belirgin bir pargasi héline geldiginde, takim sembolleri
tastyan lriinler aragsal degerlerini asan psikolojik bir agirlik kazanmaktadir. Sirgy'nin (1982) 6z-
uyum goriisii, tliketicilerin tercih ettikleri benlik imgesiyle Ortiisen markalar1 tercih ettigini
eklemekte, bu da lisansl triinlere simgesel islevini kazandirmaktadir. Burada gozlenen oriintii,
duygusal ve kimlik temelli sadakatin, tiiketicinin lisansli {iriin satin almas1 nadir kalsa dahi genel
kompulsif ¢evrimi¢i satin almanin yerlesebilecegi psikolojik kosullar1 yarattig1 goriisiiyle tutarlidir.
Spor iletisimi arastirmalarindan elde edilen yakin dénem kanitlar da benzer bi¢imde sosyal medya
etkilesiminin takimlara yonelik duygusal yatirimi pekistirdigini ve taraftarlarin plansiz satin almalar
ile Uriin edinimi dahil tiiketimle iligskili davramiglara yonelme egilimini artirabilecegini
gostermektedir (Chen ve ark., 2025; Steiner ve ark., 2023).

Alt boyut analizi bu agidan bilgilendiricidir. Sadakat 6lgeginin kalite algist maddeleri (1-10.
maddeler) takim performansi, profesyonelligi ve {irlin kalitesine iliskin degerlendirmeleri
yakalamaktadir. Kimlik ve davranis maddeleri (11-18. maddeler) ise duygusal bagliligi, tavsiye
etmeyi ve takima yonelik siirekli katilim niyetini ele almaktadir. Kimlik ve davranis yarisi ile
kompulsif satin alma arasindaki daha giiclii korelasyon (r = 0.235'e kars1 0.185), Griffiths'in (2005)
bilesenler goriisiiyle uyumludur: kompulsif tiiketim, biligsel degerlendirmeden ¢ok kimlik ve
duyguyla daha yakindan baglantili olan belirginlik ve duygu durum degisimiyle pekistirilmektedir.
Iki yar1 yiiksek diizeyde iliskili oldugundan, bu fark bu veri setinde ampirik olarak ayrisabilir iki alt
boyutun kaniti olarak yorumlanmamaktadir; ancak farkli iki degiskenli korelasyonlar, kimlik temelli
sadakatin neden kuramsal agidan daha anlamli bir yordayici oldugunu agiklamaya yardimeci
olmaktadir.

Sadakat-satin alma siklig1 korelasyonu ile kompulsif satin alma-satin alma sikligi
korelasyonunun yoklugu arasindaki karsitlik agik bigimde ele alinmay1 hak etmektedir. Siklik sorusu
ozellikle lisansl iriinlere iliskin sorulmustur; buna karsilik Kompulsif Cevrimigi Satin Alma Olgegi,
belirli bir kategoriyle sinirli olmayan genel ¢evrimici satin alma egilimlerini sormaktadir. Dolayisiyla
bir tiiketici, lisansli spor tiriinlerini yalnizca ara sira satin alirken diger iiriin kategorilerindeki (giyim,
elektronik, kozmetik) tekrarlayan satin almalar nedeniyle kompulsif ¢evrimigi satin almadan yiiksek
puan alabilir. Bu 6rneklemdeki yiiksek diizeyde sadik taraftarlar lisansli iirlinleri daha seyrek satin
aldigimi bildirirken, genel kompulsif ¢evrimigi satin alma egilimleri lisansli {iriin satin alma sikligiyla
iligkili bulunmamistir. Bu yorum, H1 ile negatif sadakat-siklik iliskisi arasinda aksi halde bir ¢eliski
gibi goriinecek durumu ¢ézmekte ve spor iiriinleri tiiketiminin salt hedonik giidiilerden ¢ok kimlikle
iligkili giidiiler tarafindan daha giiglii bi¢imde yonlendirildigini gosteren aragtirmalarla ayni
dogrultudadir (Apostolopoulou & Papadimitriou, 2018).
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Demografik kontrollerin Blok 1'de neredeyse hi¢ agiklayici giic eklememesi de (R*=0.011,
F(4, 653) = 1.77, p = .133) dikkat ¢ekicidir. Bu temel modelde hi¢bir demografik katsayi tek bagina
anlamliliga ulasmamais, Blok 2'de yalnizca gelirin siirda kalan pozitif bir etkisi (f = 0.086, p = .045)
ortaya ¢ikmistir. Bu 6rneklemde sadakat-kompulsif satin alma iliskisi bu nedenle yas, cinsiyet, egitim
ya da gelire bagh degildir. Bu bulgu, kompulsif satin almanin sosyodemografik ge¢misten ¢ok
duyussal ve biligsel 6zelliklerle daha yakindan iligkili oldugunu gosteren meta-analitik kanitlarla
tutarlidir (Maraz, Griffiths & Demetrovics, 2016). Sinirda kalan gelir katsayisi, iki model arasindaki
davranist icerik acisindan degil bilgilendirici agidan 6nemli oldugundan daha dikkatli bir yorum
gerektirmektedir. Gelir, yalnizca demografik degiskenlerin bulundugu Blok 1'de agik¢a anlamsiz (3
= 0.029, p = .485) bulunmus, kompulsif ¢evrimici satin almayla sifir diizey korelasyonu da fiilen
stfir olmustur (r = —0.001, p =.979). Pozitif katsay1 yalnizca Blok 2'ye marka sadakati eklendiginde
ortaya ¢ikmistir. Sadakat bu 6rneklemde gelirle negatif iligkili oldugundan (r = —0.285, p < .001),
sadakatin modele girilmesi paylasilan varyansin bir boliimiinii kaldirmakta ve kiiciik bir pozitif gelir-
kompulsif satin alma iliskisinin istatistiksel olarak gdriiniir hale gelmesine olanak tanimaktadir. Bu
orlintli, dogrudan bir gelir etkisinden ¢ok klasik bir baskilayici (suppressor) dinamigiyle daha
uyumludur; katsayr mutlak deger olarak kiigiiktiir ve daha muhafazakar bir p = .01 esiginde
anlamliligin1 korumamaktadir. Bu nedenle gelir bulgusu temkinli bigimde yorumlanmakta ve yiiksek
gelirli taraftarlarin dogas1 geregi kompulsif ¢evrimici satin almaya daha yatkin olduguna dair bir
kanit olarak ele alinmamaktadir. Bu katsayidan igerikle ilgili sonuglar ¢ikarmadan 6nce siirekli bir
gelir olgiitli ile baskilayici Oriintiiniin 6n kayith bicimde test edildigi bir replikasyona ihtiyag
duyulmaktadir.

Iki bulgu dikkatli bir yorum gerektirmektedir. Bunlardan ilki, her iki 6lgegin de ¢ok yiiksek
giivenilirlik katsayilarinin (o = 0.991 ve 0.995) olagandis1 derecede biiyiik birinci faktor varyansiyla
(%86.77 ve %87.64) bir arada bulunmasidir. Bu degerler zaman zaman uygulamal1 aragtirmalarda
raporlansa da, sosyal bilimlerde iyi isleyen dlgeklerle genellikle iligkilendirilen diizeyleri asmakta ve
onemli diizeyde madde fazlaligina akla getirmektedir. 0.860 ve 0.871'lik ortalama madde-madde
korelasyonlar1 bu okumay1 dogrulamaktadir: varyansin biiyiik bir boliimii, farkli igerikleri yansitmak
yerine maddeler arasinda paylasilmaktadir. Bundan iki sonu¢ ¢ikmaktadir. Ilk olarak, burada
kullanilan 6l¢ekler muhtemelen her bir yapinin, yazarlarinin amagladigindan daha dar bir yoniinii
yakalamaktadir; sadakatin tam tutumsal-davranigsal yapisin1 ya da kompulsif satin almanin alti
bilesenli yapisin1 6lgmek yerine, ampirik olarak tek bir baskin icerik alaninin tek boyutlu olgiitleri
gibi davranmaktadir. Ikinci olarak, bu fazlalik, Marka Sadakati Olgegi i¢in zorlanan iki faktorlii
¢Oziimiin neden r = 0.93 diizeyinde iligkili faktorler {irettigini ve Kompulsif Cevrimi¢i Satin Alma
Olgegi'nin ikinci faktdriiniin neden smirda kaldigini agiklamaktadir. Bu durum, olagandisi derecede
temiz bir verinin kamiti olarak degil bir 6lgme smirliligi olarak kabul edilmektedir; gelecek
calismalarin igerik Ortiismesi azaltilmig daha kisa formlar1 degerlendirmesi onerilmektedir.

Temkinli yaklagilmasi gereken ikinci bulgu, miitevazi aciklanan varyanstir (tam Blok 2
modelinde R? = 0.052). Sadakat-kompulsif satin alma iliskisi istatistiksel olarak giivenilir olsa da (F-
degisim(1, 652) =28.22, p <.001, AR?>=0.041), marka sadakati kompulsif ¢evrimigi satin almadaki
varyansin yalnizca yaklasik %5'ini agiklamaktadir. Bu ¢aligsmada 6l¢iilmeyen diirtiisellik, materyalist
degerler, sosyal medya kullanimi, psikolojik sikint1 ve kimlikle iligkili tiiketim giidiileri gibi diger
yordayicilarin, kalan varyansin 6nemli bir boliimiinii agiklamas1 muhtemeldir (Dittmar ve ark., 2007;
Ling ve ark., 2023; Dixit ve ark., 2024; Brandtner ve ark., 2025). Uygulayicilarin ve aragtirmacilarin
sadakat-kompulsif satin alma iligkisini baskin bir agiklayici etken olarak degil, birka¢ katk
saglayicidan biri olarak ele almas1 gerekmektedir.

Yonetsel agidan bulgular temkinli bir denge 6nermektedir. Sadakat, geliri siirdiirmesi ve
uzun vadeli katilimi desteklemesi nedeniyle spor kuliipleri ve lisans ortaklar1 i¢in arzu edilen bir
sonug olmaya devam etmektedir. Ayn1 zamanda, kimlik temelli sadakat ile genel kompulsif cevrimici
satin alma egilimleri arasindaki iligski, ne kadar miitevazi olsa da, yliksek diizeyde 6zdeslesmis
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taraftar kesimlerini hedefleyen dijital perakende tasariminda temkinli davranilmasim
gerektirmektedir. Somut segenekler arasinda; harcama bildirimleri, satin almay: erteleme uyarilari,
kargo, yeniden stoklama ve iade siirelerini 6nceden gosteren seffaf iade siiregleri ve teslimat siireleri
hakkinda daha net bilgilendirme gibi diirtiisel 6demeyi azaltan, tiiketici refahin1 gdzeten unsurlar
bulunmaktadir. Sadakat programlarinin kendisi de tekrarlayan islem siklig1 yerine siirekli katilimi
oOdiillendirecek bigimde yeniden tasarlanabilir: ornegin, tekrarlayan satin almalar yerine taraftar
etkinliklerine katilim, topluluk faaliyetleri, maga gitme ya da igerik etkilesimi yoluyla biriken puan
veya kademe avantajlari; taraftarlarin kendi hesaplarinda belirleyebilecegi istege bagli harcama
siirlart; ve bir siparisin cezasiz iptal edilebilecegi satin alma sonrast soguma siireleri. Bu tiir
mekanizmalar, sadakat programlarinin ticari cekiciligini korurken yiiksek diizeyde 6zdeslesmis
taraftarlarin bagliliklarin1 kompulsif satin almaya doniistiirebilecegi kosullar1 sinirlandirmaktadir.
Spor organizasyonlari taraftar iligkilerini siirdiirmek i¢in sosyal medya ekosistemlerine giderek daha
fazla giivendikge, ticari etkinlik ile tiiketici refah1 arasindaki dengeyi kurmak, siirdiiriilebilir spor
pazarlamasi stratejilerinin 6nemli bir bileseni haline gelebilir (Romero-Jara ve ark., 2024).

Sonug¢

Bu caligma, 658 Tiirk futbol taraftarindan olusan bir 6rneklemde, lisanshi spor iiriinlerine
yonelik marka sadakatinin genel kompulsif cevrimi¢i satin alma egilimleriyle iliskili olup olmadiginm
stnamigtir. Marka sadakati, kompulsif ¢evrimici satin almayla kiigiik fakat istatistiksel olarak anlaml1
bir pozitif iligski gostermis (r = 0.212; demografik kontroller sonrasinda f = 0.225; AR? = 0.041, F-
degisim(1, 652) = 28.22, p <.001), sadakat 6l¢eginin kimlik ve davranig maddeleri daha giiclii iliski
gosteren bilesenler olarak one ¢ikmistir (Williams t(655) = 3.57, p < .001). Yiiksek diizeyde sadik
taraftarlar, daha az sadik taraftarlara kiyasla lisansl iirlinleri daha seyrek satin aldigini bildirmis;
ancak bu lisanslh iiriin siklig1 genel kompulsif ¢evrimici satin almayla iligkili bulunmamistir; bu
durum, iki satin alma Oriintiisiiniin farkli davranislari yansittigini netlestirmektedir.

Cesitli simirhiliklar dikkate alinmalidir. Kesitsel tasarim nedensel ¢ikarim yapilmasina olanak
tanimamaktadir; sadakat-kompulsif satin alma iliskisinin yoniinii ve mekanizmalarini ortaya koymak
icin boylamsal ve deneysel calismalara ihtiya¢ vardir. Agik¢a vurgulanmasi gereken bir 6lgme
sturliligy, her iki aracin da madde diizeyindeki fazlaligidir: ;991 ve ,995'lik Cronbach alfa degerleri,
,86 ve ,87'lik ortalama madde-madde korelasyonlariyla birlikte, madde varyansinin biiyiik bir
boliimiiniin farkli yap1 yonlerini yansitmak yerine paylasildigina isaret etmektedir. Pratik a¢idan, her
bir 6l¢ek, yazarlarinin amagladig1 ¢ok bilesenli arac yerine, ampirik olarak tek bir baskin igerik
alanimin neredeyse tek boyutlu bir 6l¢iitii gibi davranmaktadir; bu durum sadakat-kompulsif satin
alma baglantisinin kuramsal alt boyutlar arasinda ne kadar ince bi¢imde ayristirilabilecegini
sinirlamaktadir. Buna bagli olarak, madde ortiismesi azaltilmis, igerik acisindan dengeli daha kisa
formlarin gelistirilmesi psikometrik calismalar i¢in bir oncelik olarak 6ne ¢ikmaktadir; mevcut
bulgularin herhangi bir genisletmesi ideal olarak bu tiir giincellenmis araglarla replike edilmelidir.
Orneklem biiyiik olmakla birlikte Tiirk futbol taraftarlarindan kolayda &rnekleme yoluyla elde
edilmis olup diger sporlara, iilkelere veya kiiltiirlere genellenemeyebilir. Kendi bildirimine dayali
veri kullanimi1 da ortak yontem varyansi olasiligini giindeme getirmekte olup bu durum gelecek
calismalarda usule ve istatistiksel ¢dziimlere iliskin 6nlemlerle ele alinabilir.

Bu sinirliliklardan cesitli gelecek arastirma yénelimleri dogmaktadir. Ilk olarak, her iki
Olcegin daha kisa ve psikometrik agidan gelistirilmis versiyonlariyla replikasyon, gozlenen iligkinin
icerik bakimimdan anlamli psikolojik siirecleri mi yansittigini yoksa mevcut dl¢iitlerin fazlaligina mi
baglt oldugunu belirlemeye yardimci olacaktir. Ikinci olarak, sosyal medya kullanim yogunlugu,
materyalizm ve diirtiisellik gibi arac1 degiskenler, kimlik temelli sadakati kompulsif ¢evrimigi satin
almaya baglayan mekanizmalar1 agikliga kavusturmak amaciyla daha biiyiik yapisal modellerde test
edilmelidir. Ugiincii olarak, burada raporlanan oriintiiniin Tiirk futbol taraftarliginin Stesine
genellenip genellenmedigini test etmek igin kiiltiirler aras1 ve sporlar arasi replikasyona ihtiyag
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vardir. Bu simirhiliklara karsin calisma, kimlik temelli sadakati daha az incelenmis bir davranissal
sonugla iliskilendirerek ve lisansh iiriin tiiketimi ile genel kompulsif ¢evrimici satin almanin goérgiil

olarak birbirinden ayrisan yapilar oldugunu netlestirerek spor pazarlamasi literatiiriine katki
sunmaktadir.
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