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Bu galismada 1936 yilinda Ankara’da agilan ve Ankara’nin bir markasi haline gelen Akman
Boza’nin, Marka Kimligi Prizmasi (Brand Identity Prism) Modeli ile ele alinmasi
amaclanmistir. Bu modelden hareketle Akman Boza’nin nasil markalastigi, s6z konusu
modelde yer alan boyutlarla nasil ortiistiigli ve isletmenin 83 yil boyunca ayni marka adi
altinda nasil hizmet verdigi agiklanmaya ¢aligilmistir. Aragtirmada nitel aragtirma tasarimi
benimsenmistir. Bu dogrultuda isletmenin bugiinkii sahibi ve igsletmeye 1990’yilindan beri
hizmet veren boza ustast ile sozlii tarih yonteminden yararlanilarak goriismeler yapilmustir.
Ayrica goriigmelerle birlikte, isletme hakkinda ikinci kaynaklar iizerinden dokiiman
taramast da gerceklestirilmistir. Veriler 2018 yilinin Ocak ile Mart aylari arasinda
toplanmustir. Elde edilen veriler ¢ergevesinde Akman Boza markasinin, Marka Kimligi
Prizmasi’nin boyutlari olan fiziksel yapi, marka- tiiketici iliskisi, yansima, marka kisiligi,
kdiltiir ve 6z imaj boyutlar ile ortiigtiigii goriilmiistiir. Bu ¢alismanin sonuglarinin, yoresel
yiyecek ve igcecekleri belirli bir isletme ve marka altinda sunmak isteyen isletmeler i¢in bir
ornek olusturmasi beklenmektedir. Ayrica bu calismanin, Cumhuriyet’in ilk yillarinda
kurulan ve markalasan diger hizmet isletmelerinin marka kimligi boyutlarin1 ele alacak
calismalara 151k tutmasi agisindan 6nem arz ettigi diisiiniilmektedir.
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In this study, we aimed to discuss the dimensions of Brand Identity Prism Model of Akman
Boza, which was opened in 1936 in Ankara, and has become a famous brand of Ankara.
Based on this model, we tried to explain the branding process of Akman Boza, how the
brand’s characteristics coincide with the dimensions of this model, and how the company
has been offering service under the same brand name for 83 years. Qualitative research
design was adopted in this study. Thus, face-to-face interviews were conducted using oral
history method with the current owner of the company, and boza (thick, slightly fermented
millet drink) maker, who has been working for the company since 1990. The secondary
resources about the company were also reviewed along with these interviews. The data
were collected between January and March 2018. Within the frame of the data obtained, it
was observed that the Brand Identity Prism of Akman Boza Brand coincided with the
physical structure, brand-consumer relationship, reflection, brand identity, culture, and self-
image dimensions. The results of this study are expected to set an example for other
companies that plan to offer local food & beverage products under a specific brand name.
Itis also believed that this study will be a significant resource for future studies, which will
discuss brand identity dimensions of other brands that were established in the early years
of the Republic and became famous brands.
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