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ABSTRACT

Purpose- The purpose of this study is to analyze the relationship between corporate sustainability performance and brand performance. By
using brand value as a measure of corporate performance, in this study we focus on the crucial question of whether corporate sustainability
performance pays off or not.

Methodology- The sample comprised of 63 non-financial companies included in Borsa Istanbul 100 Index between 2014 and 2018. We test
our hypotheses by simultaneously estimating the panel logit and panel probit models. We have two models to test the hypothesis. Inthe
first model the dependent variable is the brand performance. Brand performance was proxied through Brand Finance data. In the second
model the dependent variable is the corporate sustainability performance. The proxy that we used for the corporate sustainability
performance was the membership of BIST Sustainability Index.

Findings- Analysis results showed that the sustainability performance, financial performance, firm size, firm age and their involvement in the
service sector had a positive impact on brand performance. When the determinants of the corporate sustainability performance of
companies were examined, it was seen that brand performance, firm size and their involvement in the manufacturing sector had a positive
impact on sustainability performance. Finally, the financial leverage of companies with high brand performance and sustainability
performance was also found to be high.

Conclusion- The empirical results tend to confirm the positive influence of corporate sustainability performance on brand performance.
Further, the findings indicate that companies with a leading level of brand performance have a higher sustainability performance.

Keywords: Brand performance, corporate sustainability performance, stakeholder theory.
JEL Codes: G11, G14.

KURUMSAL SURDURULEBILIRLIK PERFORMANSI VE MARKA PERFORMANSI ARASINDAKI iLiSKi:
BORSA iSTANBUL ORNEGi

OzET

Amag- Bu calismanin amaci, kurumsal stirdurtlebilirlik performansi ile marka performansiarasindakiiliskiyi analiz etmektir. Marka degerini
kurumsal performansin bir 6lgtisti olarak kullanarak, bu ¢alismada kurumsal surdirdlebilirlik performansinin marka performansi tizerinde
pozitif bir etkisinin olup olmadigi arastiriimistir.

Yéntem- Bu calismada 2014-2018 yillari arasinda Borsa istanbul 100 (BIST 100) Endeksi’'nde araliksiz faaliyet gésteren, mali kuruluglar harig
63 isletme 6rneklem olarak segilmistir. Hipotezler panel logit ve panel probit modeller kullanilarak test edilmistir. Hipotezler icin iki model
olusturulmustur. Birinci modelde bagiml degisken marka performansidir. isletmelerin marka performansi géstergesiolarak Brand Finance
verisi kullanilmistir. ikinci modelde bagiml degisken kurumsal siirdiriilebilirlik performansidir. Kurumsal siirdiirilebilirlik performansi olarak
ise isletmelerin Borsa istanbul Sirdiiriilebilirlik Endeksinde yer almasi kriter olarak belirlenmistir.

Bulgular- Analiz sonuglari isletmelerin strdurlebilirlik performanslarinin, finansal performanslarinin, 6lgeklerinin, yasinin ve hizmet
sektoérinde yer almalarinin, marka performanslari Gzerinde pozitif etkisi oldugunu gostermistir. Analizlerin devaminda isletmelerin
strdurdlebilirlik performanslarinin belirleyicileri incelendiginde, marka performanslarinin, dlgeklerinin ve tretim sektorinde yer almalarinin
strdurdlebilirlik performanslarini pozitif etkiledigi gérilmustiir. Son olarak, marka performansi ve stirdirlebilirlik perfor mansiytksek olan
isletmelerin finansal kaldiraglarinin da ylksek oldugu tespit edilmistir.

Sonug-Ampirik sonuglar, kurumsal strdirilebilirlik performansinin marka performansi tizerindeki olumlu etkisini dogrulamaktadir. Ayrica,
bulgular marka performansi yiiksek olan sirketlerin daha yiksek bir stirdiirGlebilirlik performansina sahip olduklarini géstermistir.

Anahtar Kelimeler: Marka performansi, kurumsal sirdurlebilirlik performansi, paydas teorisi.
JEL Kodlari: G11, G14.
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