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Ozet: Isletmenin giiniimiizde verimliliklerini ve etkilerini artirmak igin siirekli kendilerin
gelistirdikleri ve yeniledikleri, rekabete dayali bir pazar ortaminda marka yonetimi, marka imaji ve
buna bagli olarak reklam biit¢esine ayrilan paylarin énemi her gegen giin daha da artmaktadir.
Rakiplerin giiglii olmasi, tiiketicilere sunulan markalarin sayisinin her gegen gilin artmasi,
isletmeleri yapacaklar1 uygulamalar i¢in daha planli ve dikkatli olamaya zorlamaktadir. Bilingli
tiikketicilerin kendileriyle 6zdeslestirdikleri tinliilerin reklamlarda kullanilmasi, giiniimiiz pazarlama
ortaminda isletmeler tarafindan olduk¢a fazla tercih edilen bir iletisim g¢abasidir. Pazarlama
iletisimi, reklam ve yaratici strateji agisindan ele alindiginda spor pazarlamasinda kullanilan
iiriinlerin televizyon reklamlarinda tanitimi yapilirken genellikle dnliilerin kullanilmasi marka
sadakati olusturmasi agisindan ¢ok Onemlidir. Calismanin teorik kisminda agiklandigi gibi
reklamda iinlii kullanimi hem yaratici stratejinin bir pargast olmakta, hem de pazarlama
stratejisinin bir pargasi olmaktadir.
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Abstract: The effects of business today to increase productivity and continuously develop and
renew themselves, brand management in a competitive market environment, Depending on the
brand image and advertising budget shares allocated to it increases even more important with each
passing day. Because of strong competitors, increase in the number of brands offered to
consumers every day, more planned for their applications, and many challenges to businesses.
Conscious consumers, celebrities themselves equated with the use of advertisements is today's
marketing environment is very much preferred by enterprises is an attempt to communicate with.
Marketing communications, In terms of advertising and creative strategy in television commercials
advertise the products used in sports marketing when brand loyalty is usually of great significance
as the use of celebrities. Theoretical part of the study, as described in the use of celebrity
advertising is a part of the creative strategy and also part of the marketing strategy.
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