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ABSTRACT

Purpose- The purpose of this study is to analyze the relationship between the brand value of enterprises and selected income statement
components. In the study, the relationship between the sector in which the enterprises operate and the brand value is also examined.
Methodology- In the study, the relationship between the brand values of 51 companies traded in Borsa Istanbul and the sales, international
sales, operating profit and marketing expenses of these companies was examined by using the Panel Tobit model. The brand values of the
companies were obtained from the Brand Finance Turkey 100 reports. The companies were classified in 12 different sectors then the sectoral
impact on the brand value was also examined by using Panel Tobit model.

Findings- The analysis reveals that there is a significant and positive relationship between the brand values of the companies and their sales,
operating profit and marketing expenses. On the other hand, there is not a significant relationship between international sales and brand
value. In the study, it was also concluded that being operating in the logistics and transportation sector and the telecommunications sector
is more significant than other sectors in terms of increasing the brand value of the companies.

Conclusion- The findings of the study can guide enterprises in determining financial management strategies to increase their brand value.
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MARKA DEGERI VE GELIR TABLOSU BiLESENLERi ARASINDAKI iLiSKi: BIST SIRKETLERi UZERINE PANEL
TOBIT YONTEMIYLE BiR ANALIZ

OZET

Amag- Bu calismanin amaci isletmelerin marka degeri ile segilmis gelir tablosu bilesenleri arasindaki iliskiyi arastirmaktir. Calismada ayrica
isletmelerin faaliyet gosterdigi sektor ile marka degeri arasindaki iliski de arastiriimistir.

Yéntem- Calismada Borsa istanbul’da islem goren 51 sirketin marka degerleri ile satislar, yurtdisi satislar, faaliyet kari ve pazarlama giderleri
arasindaki iliski Panel Tobit Yontemi kullanilarak incelenmistir. Sirketlerin marka degerleri Brand Finance Turkey 100 raporlarindan elde
edilmistir. Sirketler 12 farkl sektorde siniflandiriimis ve marka degeri tizerindeki sektorel etki de Panel Tobit Yontemi ile incelenmistir.
Bulgular- Yapilan analizler sonucunda sirketlerin marka degerleri ile satislari, faaliyet kari ve pazarlama giderleri arasinda anlamli ve pozitif
bir iligki bulunmustur. Diger yandan yurtdisi satislar ile marka degeri arasinda anlamli bir iliski bulunmamaktadir. Calismada ayrica, lojistik ve
ulastirma sektori ile telekomiinikasyon sektorlerinde yer almanin sirketlerin marka degerini artirmada diger sektorlere gére daha anlamh
oldugu sonucuna ulasiimigtir.

Sonug- Calismanin bulgular, isletmelere marka degerini artirmaya yonelik finansal yénetim stratejilerinin belirlenmesinde yol gosterici
olabilir.

Anahtar Kelimeler: Marka degeri, Panel Tobit model, Brand Finance Turkey, BiST, gelir tablosu
JEL Kodlari: C24, G32, M31
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