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Abstract: Crisis experienced in recent years and technological developments shaped the structure
and operation of establishments. Increased costs, consumption differences, competition in the
market played great roles in restructuring of many producer and distributor companies. Especially
new structuring concerning the protection of brand equity and keeping up in free market emerged.
Above all, secondary brand positioning and strategic studies in that direction come first. In this
study, wine market was discussed as a model; an applied study was carried out on “Yellow Tail”
wines. LIKERT scaled survey was applied on persons consuming the products of Yellow Tail
Company. The survey was analysed with SPSS-15 program. It was also evaluated in terms of
secondary brand equity by discussing sales and production statistics belonging to activities in last
three years of Yellow Tail Company in Turkey. Some statistics methods were used in evaluation
and results / suggestions were concluded by assessing financial structure, the feature of holding on,
demandable feature and similarities with other brands in terms of efficiency.
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MARKA KONUMLANDIRMANIN ONEMI ve iKINCIL BIR MARKA
YARATMANIN UYGULAMALI ORNEGI

Ozet: Son yillarda yasanan krizler, teknolojik gelismeler isletmelerin yapisini ve isleyisini
sekillendirmistir. Artan maliyetler, tiiketim farklilagmasi, piyasadaki rekabet, liretici ve dagitici
bircok isletmenin yeniden sekillenmesinde biiyiik rol oynamistir. Ozellikle serbest piyasada ayakta
kalabilmek ve marka degerinin korunmasina iliskin yeni yapilanmalar ortaya ¢ikmistir. Bunlarm
basinda ikinci marka konumlandirmasi ve bu yondeki stratejik ¢alismalar gelmektedir. Yaptigimiz
bu ¢aligmada model olarak sarap piyasasi ele alinmais, “Yellow Tail” saraplar1 lizerinde uygulamali
bir ¢aligma gergeklestirilmistir. Yellow Tail igletmesinin iirettigi lirtinlere yonelik iriinleri tiiketin
tiiketiciler {izerinde LIKERT 6lgekli bir anket uygulanmistir. Anket SPSS-15 Programu ile analiz
edilmistir. Yellow Tail; isletmesinin Tiirkiye tizerindeki son ii¢ yil igindeki faaliyetlerine ait satis
ve Uretim istatistikleri ele alinarak ikincil marka degeri acisindan ayrica degerlendirilmistir.
Degerlendirmede bazi istatistik teknikler kullanilmig olup, mali yapisi, tutunurlulugu, talep
edilebilirligi ve diger markalar ile olan benzerlikleri verimlilik ac¢isindan degerlendirilerek sonug
oneri ¢ikarilmigtir.
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