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Ozet

Jakabaring Spor Kent Bélgesi'nin gelisimi, ulusal diizeyde, Asya diizeyinde, hatta diinya diizeyinde baglayan ¢esitli biiyiik
olgekli spor etkinliklerine ev sahipligi yapmak tizere Palembang'in atanmasindan ayrilamaz. Palembang'daki Jakabaring
Spor $ehri, bir spor kenti imajiyla, Turizm Bakanligi araciligiyla merkezi hiikiimet tarafindan bir spor turizmi
destinasyonu haline getirilmistir. Ancak gergekte, bu alan bir spor turizmi destinasyonu olarak azami 6l¢iide
kullanilmamistir. Aragtirmacilar, ¢esitli fenomenler ve literatiirden yola ¢ikarak, Marka Esitligi ve Marka Rezonansinin
turistlerin bir spor turizmi destinasyonu olarak 2018 Asya Oyunlari Mirast Jakabaring Spor Sehri'ni ziyaret etme kararlar
tizerindeki etkisinin 6nemini buluyor. Bu aragtirma, amagli 6rnekleme seklinde drnekleme teknigi ile nicel bir ¢alismadir.
Bu ¢aligmada veri analizi Moment Yapisinin Analizi (AMOS) programu ile ¢alistirilan Yapisal Esitlik Modellemesi (SEM)
analizi kullanilarak yapilmistir. Anketlerle elde edilen veriler daha sonra bu ¢alismadaki hipotezlere cevaplar elde etmek
i¢in analiz edilecektir. Bu ¢aligmanin sonuglari arasinda (1) Turistlerin Spor Turizmi Destinasyonu olarak 2018 Asya
Oyunlart Mirasi Jakabaring Spor Sehri'ni (JSC) ziyaret etme kararini olumlu yénde etkileyen Marka Varligi
bulunmaktadir. Ardindan, (2) Brand Resonance, turistlerin Spor Turizmi Destinasyonu olarak 2018 Asya Oyunlart Mirast
Jakabaring Sport City'yi (JSC) ziyaret etme kararinda olumlu bir etkiye sahiptir. Ayrica, (3) Marka Degeri ve Marka
Rezonansi, turistlerin 2018 Asya Oyunlart Mirasi Jakabaring Sport City'yi (JSC) bir Spor Turizmi Destinasyonu olarak
ziyaret etme kararini, arabulucu bir degisken olarak pazarlama etkinlikleri araciligiyla olumlu bir etkiye sahiptir, ancak

bunu yapamamustir. katilimeilarin ziyaret kararlarini artirabilecek bir faktor haline gelmek.
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Abstract

The development of the Jakabaring Sport City Area is inseparable from the appointment of Palembang as the host of
various large-scale sporting events, starting at the national level, at the Asian level, even at the world level. With its
image as a sports city, Jakabaring Sport City in Palembang is made a sports tourism destination by the central
government, through the Ministry of Tourism. But in reality, this area has not been maximally utilized as a sports
tourism destination. From several phenomena and literature, researchers find the importance of the influence of Brand
Equity and Brand Resonance on tourists' decisions to visit the 2018 Asian Games Legacy Jakabaring Sport City as a
sports tourism destination. This research is a quantitative study with a sampling technique in the form of purposive
sampling. In this study data analysis was performed using Structural Equation Modeling (SEM) analysis which was
operated through the Analysis of Moment Structure (AMOS) program. Data obtained through questionnaires will then
be analyzed to obtain answers to the hypotheses in this study. The results of this study include (1) Brand Equity




positively influencing the decision of tourists to visit the 2018 Asian Games Legacy Jakabaring Sport City (JSC) as a
Sport Tourism Destination. Then, (2) Brand Resonance has a positive effect on the decision of tourists to visit the 2018
Asian Games Legacy Jakabaring Sport City (JSC) as a Sport Tourism Destination. Furthermore, (3) Brand Equity and
Brand Resonance have a positive effect on the decision of tourists to visit the 2018 Asian Games Legacy of Jakabaring
Sport City (JSC) as a Sport Tourism Destination through marketing events as a mediating variable but have not been

able to become a factor that can increase respondents' visiting decisions.
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