ISIK UNIVERSITESI SOSYAL BILIMLER ENSTITUSU
Iktisadi ve Idari Bilimler Fakiiltesi

Isletme Ana Bilim Dali

An Exploratory Research Among Fashion Business Leaders and
Neuromarketing Company Executives on the Perception of Applied

Neuromarketing
A Dissertation in
Contemporary Business Studies

by

Ali Levent Kurtoglu

© 2019 Ali Levent Kurtoglu

Submitted in Partial Fulfillment of the Requirements for the Degree of Doctor of

Philosophy 2019



ISIK UNIVERSITY
GRADUATE SCHOOL OF SOCIAL SCIENCES

An Exploratory Research Among Fashion Business Leaders and Neuromarketing Company
Executives on the Perception of

applied Neuromarketing

LEVENT KURTOGLU
APPROVED BY:
Prof. Dr. Ali Murat Ferman Beykent University
(Thesis Supervisor)
Prof. Dr. Erdogan Taskin Beykent University

Dog. Dr. Yesim Pinar Soykut Sarica FMV Isik University

Dr. Ogr. Uyesi Pinar Akseki FMV Isik University
Dr. Ogr. Hakan YUKSEL FMV Isik University

APPROVAL DATE: 20/01/2020

* 765689 Sayil Kisisel Verilerin Korunmasi Kanunu Hiikiimlerine Gore Cevrimigi Yayin Dosyasinda Bulunan Kisisel Veriler Ve Islak imzalar Silinmistir.”



An Exploratory Research Among Fashion Business Leaders and
Neuromarketing Company Executives on the Perception of applied

Neuromarketing

Abstract

Since almost two decades conditions that influence consumer purchase behaviour
keep on changing in a dynamic manner which result in faster, better, more accurate and
more precise managerial decisions’ necessity that are based on deep marketing insights.
Although Kotler’s 4Ps and related policies do bare still the same importance to contribute
to these marketing insights; How academicians interpret these according to varying
conditions of the market structure and human needs, how companies acquire this data ,
how they apply it to their final solution to make the edge and deliver the superior value,
how fast and how much resource they allocate to it, are thoroughly altered by the birth of
neuromarketing methods. Having stepped further from baby steps to a more mature but
still evolving marketing platform, neuromarketing methods such as fMRI, EEG, Eye
Tracking, Virtual reality, Facial Coding and Biometrics make it possible to fill in the gap
between how to reach needed consumer intrinsic perceptions and a product’s or service’s
quality and/or price evaluation by the consumers amongst other marketing mix elements.

This dissertation aims to be an exploratory study and targets to evaluate the
perception and attitude among high ranking executive leaders in Turkish Fashion Industry
towards applied neuromarketing along with how neuromarketing companies in Turkey
that apply these methods and deduct meaningful strategic marketing and management
pathways while interpreting the intersection and expose findings about current status along

with possible future business solutions for both sides by using in-depth interviews.



There are three different phases of how the research was conducted. The initial
phase includes a comprehensive review of current knowledge on academical databases
about theoretical and applied neuromarketing globally as well as locally which aims to
shed light on the definition, borders and usability of neuromarketing. The second stage
covers in-depth interviews with fashion business leaders and neuromarketing company
executives in Turkey which investigates how well neuromarketing is known, applied and
what kind of future potentials as well as possible threads it may create for both sides
Primary and secondary data are used in those stages to set the correct data. Final stage of
the dissertation is about cross-matching the first-hand data with the neuromarketing
review with a qualitative analysis and intends to summarize the current status on the
perception of neuromarketing on business and the perspective of applicability of it in

short- and long-term future.



Uygulanabilir Noropazarlamanin Moda Endiistrisi ve Noropazarlama

Liderleri Uzerindeki Algis1 Uzerine Kesfedici Bir Arastirma

Ozet

Ozellikle gegtigimiz yirmi yillik siireden beri, tiiketici satin alma davranislari
dinamik bir sekilde degismeye devam ediyor ve bu da derin pazarlama anlayislarina
dayanan daha hizli, daha iyi, daha dogru ve daha kesin yonetimsel kararlarin gerekliligine
ihtiya¢ duyulmasina neden oluyor. Her ne kadar Kotler’in 4P prensibi ve ilgili politikalari
bu pazarlama anlayiglarma katkida bulunmak i¢in hala ayni 6neme sahip olsa da;
Akademisyenler bunlar1 piyasa yapisinin ve insan ihtiyaglarinin degisen kosullarina goére
nasil yorumluyor, sirketler bu verileri nasil elde ediyorlar, iistiinliik saglamak ve {istiin
deger sunmak icin nihai ¢oziimlerine nasil uyguluyorlar, ne kadar hizli ve ne kadar kaynak
ayirtyorlar, ndropazarlama yontemlerinin dogusuyla tamamen degisiklige ugradi. Bebek
adimlarindan daha olgun ama hala gelismekte olan bir pazarlama platformuna adim atan
fMRI, EEG, g6z takibi, sanal gergeklik, yiz kodlama ve biyometri gibi ndéro 6l¢cim
yontemleri, ihtiya¢ duyulan tiiketici i¢sel algilarina nasil ulasilacagi ve bir Griinin veya
hizmetin tiiketiciler tarafindan diger pazarlama karmasi unsurlari arasinda kalite ve/ veya

fiyat degerlendirmesine dair bosluklar1 doldurmay1 miimkiin kiltyor.

Bu doktora tezi bir kesif ¢alismasi olmay1 ve Tiirk moda endiistrisindeki {ist diizey
yonetici liderler arasinda uygulamali néropazarlamaya yonelik algiyr ve tutumu

degerlendirmeyi hedeflemektedir ve Tiirkiye'deki noropazarlama sirketlerinin bu



yontemleri uygulayan ve anlamli stratejik pazarlama ve yonetim yollarin1 nasil
yorumladiklarini derinlemesine goriismeler kullanarak, her iki taraf i¢in gelecekteki olasi

1§ ¢ozlimlerinin yan1 sira mevcut durumla ilgili kesisimleri ortaya ¢ikarmaktadir.

Arastirma 3 asamadan olusmaktadir. Ik asama, kiiresel pazarlamanin yani sira
teorik ve uygulamali néropazarlama ile ilgili akademik veri tabanlar1 hakkindaki giincel
bilgilerin kapsamli bir incelemesini ve ndropazarlamanin tanimi, smirlart ve
kullanilabilirligine 1s1k tutmay1 amaclamaktadir. Ikinci asama, Tiirkiye'deki moda is
liderleri ve ndropazarlama sirketi yoneticileri ile derinlemesine yapilan goriismeleri
kapsar ve bu da noropazarlamanin ne kadar iyi bilindigini, uygulandigini ve her iki taraf
icin gelecekteki olas1 isbirligi potansiyellerin yani1 sira tartismalar yaratabilecegini
arastirmaktadir. Birincil ve ikincil data kaynaklar1 bu asamalarda kullanilmistir. Tezin son
asamasi, ilk elden verilerin nitel bir analiz esligindeki néromarketing literatiir incelemesi
ile karsilastirilmast ve is diinyasinda noropazarlamanin algilanmasiyla ilgili mevcut

durumu ve kisa ve uzun siire uygulanabilirlik perspektifini 6zetlemeyi amaglar.

Vi
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CHAPTER 1

INTRODUCTION
1.1. BACKGROUND

The Importance of getting closer to the consumer in parallel to technological
advancements has led marketing scientists and professionals to the search for seeking tools
and methods to accomplish this. Meanwhile neuromarketing has gained popularity and
related applications have started to penetrate into various markets and industries in the last
two decades. The desire to understand complex neural and emotional mechanisms that
result in thoughts, perceptions, decisions and actions have brought a variety of disciplines
to work together ( Perrachione, Perrachione, 2008 ). Like every brand-new concept it
brought novelties as well as challenges to be defined, refined, explained and examined on
both ends. On one hand neuromarketing companies which supply industry counter parts
with neuromarketing solutions , related results, action tactics and strategies keep up with
the continuous exponential evolution of neuromarketing and on the other hand industries
try to figure out how, where and when to benefit from this new platform. Among them
neuromarketing and fashion, an indispensable priority for homo sapiens in the Maslow
pyramid, got closer in the last few years. Despite fashion industry is based on fads and
trends where all sensory stimuli may have a game changer role, the theoretical as well as

the practical reflections are rare to find globally and locally.

First chapter of this dissertation introduces the evaluation of the research problem
and orientate the reader into the relationship between neuromarketing and fashion by
providing with the research aim, research space and specific research questions which will
drive the work to reach to the defined objectives. Following chapter will clarify
foundations and actual state of neuromarketing with a global and local perspective.
Profound methodology by referring to previous work will be pursued by the findings that
will examine the answers to the research questions. Last section of the dissertation will
expand the findings not only by reviewing the objectives but also leading into new

directions and supply with conclusive remarks along with future pathways.



1.2. EVALUATION OF THE RESEARCH PROBLEM

Since early 2000s, neuromarketing has become a popular research area as well as
a cross section of multidisciplines that strived for making sense of neuroscientifically
collected meaningful data in terms of marketing. Having combined theories from not only
traditional marketing but also economics and psychology, neuromarketing constituted the
research problem itself or formed a vital method to reach to findings. Many industries
such as Fast-moving consumer goods (FMCG), telecommunications, banking, tourism
etc. have made use of the insights. Fashion industry among all has remained rather shy
although scientific findings did pull the industry into the exciting world of neuromarketing
by stating one can love Louis Vuitton ads and be not aware of this fact ( Ruanguttamanun,
2014 ). There the focus rather shifted to topics such as branding, advertising, product
packaging, presentation and pricing but this has not attracted fashion enterprises well
enough on the consumer decision making neither as far as academic researches nor applied
practices are concerned where basically a fashion consumer does need provide all 5 senses
and more while making a purchase decision. As the technology advanced in time
commercial neuromarketing gathering and marketing strategies creating companies have
appeared to bring the theory nearer to commercial entities and consumers themselves.
Emerging neuroscientific methods allowed not only measuring the neural activity outside
the brain but also inside of it and moreover they showed even how to manipulate that
activity. These global trends have also reflected upon Turkish research space with
preliminary steps in academic field and rather few entrepreneurial enterprises or
affiliations of global neuromarketing companies in business field. The evolution of two —
curiosity on business side with the effort to dig down more intrinsic consumer insides and
commercializing neuroscientific methods in the hands of neuromarketing companies —
have mainly contributed to form the research problem(s) of this dissertation where
comprehensive literature review, leading key opinion leader insights and systematic

secondary research shed light on the current status and gaze into future potentials.



1.2.1. THE RESEARCH SPACE

The research space is built upon the fact that exists between the academic work that bases
on certain applied neuromarketing methods in various industries and that barely touched
fields of fashion industry in Turkey. Taking into account that neuromarketing is a
relatively new topic where in recent years the attention of researchers has increased the
number of neuromarketing focused papers has increased from 71 papers between 2005-
2011 to 311 papers between 2011 and 2018 on Figure 1 Neuromarketing focused
Academic Papers classified according to their Publication years, ( Shahriari, Feiz, Zarei,
Kashi, 2019).

70
60
50
40

30

10

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017

Figure 1 Neuromarketing Focused Academic Papers Classified According to Their
Publication Years

Although there are two systematic reviews about neuromarketing, neuroscience
applications and/or how they are connected in terms of applied models in different Turkish
business fields ( Sari, Yilmaz, Ferik, 2019; Yiicel, Coskun, 2018 ) there are exemplary
works in food packaging, car choice, university choice, telecommunications, airlines,
banking etc. where Turkish companies collaborated with certain neuromarketing
companies in Turkey.( Girisken, Bulut, 2014; Cubuk, Ozdemir, Tosun, 2016; Oztirk,
Ycel, Bayir, 2018; Cakir, Cakar, Girisken, 2015; Cakir, Cakar, Girisken, Demircioglu,



2016; Girisken, 2015). Not limited to the above and even extending the scope to
worldwide, the number and the relevance of academic works in terms of relevance to
fashion and neuromarketing are very limited until last few years. Thus, this dissertation
bases itself to selected representatives of neuromarketing companies mentioned in the
limited systematic reviews in the literature and the ranking of Brand Finance®’s
independent reports published about Turkey’s most valuable brands in 2016, 2017 and
2018.

1.3. RESEARCH RATIONALE

It is widely accepted by social and natural science that only around five percent of
our decisions are made rationally ( Persaud et al., 2007 ). Taking into account that
neuromarketing has been taking off in the last decade with the advances on neuroscientific
tools as well as fast and easy applicability of biometric data collection make the dream of
marketeers to read the mind and hearts of the customers get closer to become real. While
the assumption goes for that the consumer buys the product or solution for performance
or price the consumer’s brain basically tends to say different ( Ruanguttamanun,C. 2014
) and marketing researchers have already begun to examine the factors that affect
consumer decision making and consumer behavior ( Plassmann, Yoon, Feinberg, Shiv,
2011 ) whereas the concentration is naturally not dispersed evenly neither on the academic
grounds nor on the commercial applications dealing with various industries. Fashion
amongst others have the special ability to create the stimulus to consumers not only limited
with traditional marketing tools but it does have access to make use of all 5 sensory
receivers/transmitters. Despite that fashion has received pretty low attention globally in
terms of the affiliation of neuromarketing and consumer decision making when current
literature is considered, and It has not been applied or worked upon in Turkey if not

published yet or there is an ongoing work in progress.

Of course, elements that are already discovered and started to be used over the past
three or four decades that makes use of neuroimaging in the field of packaging design (

Basso et al, 2014; Stoll et al.,2008; Weinstein, 1981 ) can contribute to neuroscience

4



induced fashion solutions or neurofashion. But fashion presents itself as wide territory
where it gives the marketeer to collect all kinds of biometric and neuroscientific data to
rationalize consumer’s irrational decisions or even dreams. Therefore, to examine the
current status quo in terms of academic progress as well as commercial neuroscientific
applications focusing on Turkey and the perception of actual Turkish fashion leaders will
make this research a door opener for incorporating new marketing strategies for
companies and new working fields for neuromarketing companies which will both serve

to discover the uncharted fashion dreams of consumers.

1.3.1. RESEARCH METHODOLOGY RATIONALE

It was Leonardo da Vinci who merged his multidisciplinary knowledge with a
purely inductive approach and created his flying machine as a first example of its kind in
early 16" century. There the only foundation that he had was his ideas and ability to
observe his surroundings. Similarly, an exploratory research creates a platform to find out
to analyze, to see what is happening, to seek new insights, to ask additional questions and
to assess the phenomena in a new light ( Robson, 2002 ). The attempt to clarify the
understanding about the perception of neuromarketing and fashion as well as the
applicability of neuromarketing methods in fashion industry on a global and Turkish
perspective will be the means of this exploratory work. Principal ways of conducting an
exploratory research such as reviewing the literature and interviewing experts will
contribute to open new pathways and create new insights not only for the reader but also
neuromarketing and fashion experts that may make use of the findings. As a consequence
of the nature of exploratory research the flexibility and adaptability to change the course
will additionally support forming up not initially stated questions and formulating
discussions throughout the progress of the dissertation ( Saunders, Lewis, Thornhill, 2009
) which will build up on the answers of chosen research questions and be in alignment

with the overall aim of the research.



1.4.  AIM OF THE RESEARCH

Although Neuromarketing was started to be defined a science area in early 2000’s
where researchers began to make use of neuroscience in marketing applications, it was
probably the first time that the Dutch professor Ale Smidts from Erasmus University in
the Netherlands used the term in 2002 ( Phan; Wager; Taylor; Liberzon, 2002 ). Since
then there were many attempts in the literature for a proper definition of neuromarketing
where the diversification and even inclusion was sourced by the interpretation and
specifications the authors carry on themselves in terms their backgrounds. Among all
Plassmann et al. defines it as “The goal of the consumer neuroscience is to adapt methods
and theories from neuroscience — combined with behavioral theories, models and tested
experimental designs from consumer psychology and related disciplines such as
behavioral decision sciences — to develop a neuropsychologically sound theory to

understand consumer behavior.”

Decent literature resources in the Turkish academic society have also chosen for
referring to international neuromarketing definitions while introducing the term (
Aytekin, Kahraman, 2014; Ozdogan, Tolon, Eser, 2008; Ural, 2008; Tiizel, 2010 ) where
the infant steps of neuromarketing globally, advances in neuroscience data gathering tools
and multidisciplinary cross-section points with other research areas has led and still leads
to an evolving definition of neuromarketing.  Nevertheless, the perception of
neuromarketing in applied business fields, within consumer society and even for not into
the topic deep diving academicians preserves its blurry mystery if it already has not a

mislead interpretation so far.

Obviously as described previously and will be deeply reviewed in the coming
chapter neuromarketing is an evolving discipline, but the aim of this work will be
providing a snapshot view of it on global and Turkish academic scales along with its
applied examples in various business fields focusing on fashion industry in Turkey.
Factual findings based on published work will be challenged how they are perceived and
executed by neuromarketing companies in Turkey. Furthermore, the way how

neuromarketing is perceived and it is applied within one of the most promising industries



will be investigated by using in-depth interviews with top Turkish Fashion Executives.
Finally, whether these two sides of the branch are overlapping or to try to define where

the gap will be the aim of this dissertation.

1.5. A FOCUSED EVALUATIVE CONTRIBUTION TO THE APPLICABILTY
OF NEUROMARKETING IN TURKISH FASHION MARKET

Neuroscience data gathering tools are an indispensable part of neuromarketing and
how they are involved, categorized and benefited from will be thoroughly described in
Chapter 2 along with the literature review but this will be merely the tip of the iceberg as
far as this dissertation is concerned. While means of neural activity recording or
biometric/biophysiological measurements constitutes the foundations of neuromarketing
whether they are applied in Turkey parallel to global examples by neuromarketing
companies or which business fields are chosen for this purpose will be reflected within
the work. Multi-purpose studies in terms of used methods, focused attributes of the
consumers, similar industries will be deployed in order to be able to compare and
constitute the background. Beyond that a very attractive business field not only globally
but also in Turkey - Fashion —will be in the center of the whole study which will contribute
to the originality in terms of exploring the applicability of neuromarketing to Fashion by
examining the perceptions of Turkish fashion key opinion leaders. Reference to previous
studies in terms of participants, structure and focused key issues will be thoroughly
examined. Prominent concerns and expectations by both sides will be mentioned which
will result in deploying the full picture for the applicability of neuromarketing in Turkish

fashion industry.

1.6. RESEARCH QUESTIONS

Following sub chapters aim to brief about the research questions this dissertation

focuses on.



1.6.1. EVALUATION OF APPLIED NEUROMARKETING IN GLOBE AND
TURKEY

What is the current level of academic knowledge about neuromarketing globally
as well as in Turkey? What is the number of publications and what kind of categories
exist when it comes to neuromarketing? Is there any resemblance in terms of advances in
neuromarketing literature in both spheres? Are the neuroscience data gathering methods

applied globally also executed in Turkey?

The purpose of this question is to shed light on the current level of knowledge
about neuromarketing locally and internationally and constitute a basis for the linkage of
fashion business and neuromarketing in further steps within this dissertation. Chapter 2
will include the related data and chapter 4, 5 and 6 will further investigate and discuss the
details. It is of vital importance not just understand the ground zero as of today but also
have the sense of actual evolution of applied neuromarketing rather than talking and
producing on theoretical level. Moreover, whether the produced local theoretical
knowledge is in a similar pace with the rest of the world and it is applied in a uniform
way in Turkey will be derived from Chapter 4.

1.6.2. TURKISH FASHION MARKET TO APPLY NEUROMARKETING
METHODS

What is the presence of neuromarketing in Turkish Fashion Market? Is the
theoretical knowledge overlapping with the global trends? What is the level of perception
regarding neuromarketing and how ready are the leading companies in the Turkish
Fashion Market are to apply neuromarketing methods to their daily businesses? Are there

any prerequisites or concerns regarding progression?

Having shed light on the development of advances in consumer decision making
analysis and applications via using neuromarketing methods in Chapter 2 literature review

section especially subchapters such as 2.8 will help to define the sphere and applied



models of business with neuromarketing currently. Chapter 4 will clarify the applicability
of neuromarketing within the fashion industry by making use of key opinion leader
insights. Moreover, ldeas about what current concerns and future hopes about
neuromarketing to be applied in Turkish Fashion Market will be shared to answer the

research question.

1.6.3. THE INDUSTRY THAT SUPPLIES APPLIED NEUROMARKETING
TECHNIQUES

How are the neuromarketing methods transformed to be used in commercial areas?
What are the preferring and/or preferred industries in globe and in Turkey? Which
companies are there globally that apply neuromarketing practically and which companies
are there in Turkey? Which methods are preferred by those companies? When it comes to
neuromarketing are these companies only data gatherers or strategic consultants as well ?

At which stage of marketing do these companies prefer to stay?

As neuroscientific data gathering tools keep on advancing, the tendency of making
use of these instruments at different levels of marketing becomes popular. Chapter 2 will
help to describe which tools are used to gather what kind of information nowadays.
Moreover, the tendency of hope and hype of neuromarketing along with the popularization
within marketing society with practical examples will be delivered. Following that chapter
4 will clarify current status of neuromarketing companies in Turkey, where they work,

how they work, what the preferences or tendencies currently are.

1.6.4. THE INTERSECTION OF SUPPLY AND EXPECTED DEMAND

How is current neuroscientific data technology and methods are applied for
neuromarketing purposes? What are the drivers of choosing a specific neuroscientific data
gathering tool for a neuromarketing company? How well are these methods served to the

market for the usage of commercial marketing activities of different enterprises? What is
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the expectation of commercial companies while incorporating neuromarketing into their
operations? What is the current knowledge level of fashion business about neuromarketing
and what are the demands and expectations from this platform? Are these demands

matching the supply or opportunities created by Turkish neuromarketing companies?

This last research question intends to bring previous two research questions
together and depict the current status of cross-sections and overlaps of both
neuromarketing companies in Turkey and Turkish Fashion Industry in terms of mutual
supply and demand opportunities/expectations. For this purpose, chapter 2 will provide
solid global and local examples with how neuromarketing has been applied,
commercialized and how new neuroscientific data gathering tools get adapted into various
industries. On the other hand, the how’s and why’s of industries for choosing
neuromarketing on a global scale will be reviewed here as well. Chapter 4 will present the
key opinion leader insights revealing their way of workings, potential expectations and
requirements for choosing a specific industry to work with or applying neuromarketing

into the existing business.

1.7. OBJECTIVES

The objectives were placed to meet the research questions in the previous sub
chapterwhich seek for finalization of the dissertation’s aim described in 1.4. The formation
of the objectives involved and required not only a zigzag effort but also building up a
continuous relation with the literature review, findings and expert interview deductions.
An overview of the stages is provided with the Figure 2 — Inductive Data Gathering

Phases.
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1.7.3. EVALUATION OF APPLIED NEUROMARKETING IN GLOBE AND
TURKEY

To gain an understanding of the meanings and definitions is the vital part of the
building blocks towards achieving this objective. As a teenager scientific area either on

the complimentary part of marketing or applied ways of neuroscience in connection

Phase 1
Definition of Research Problem
Development of Research Questions and
Objectives of Dissertation

Phase 4

Identification of chosen industry and related local ‘ Complemantary literature review

key opinion leaders Execution of In-Depth Interviews

Phase 2

Initial literature review & Sample Definition

Phase 5
Phase 6

- Analysis of In-Depth Inferviews and
Reflection of Findings

Crosschecking with actual literature findings

Phase 7
Discussion & Development of potential Business

implications

Figure 2 Inductive Data Gathering Phases

with social sciences evaluation of neuromarketing will be described mainly in chapter 2.
The origins of consumer market development and raised interest for consumer decision
making will relate to the historical background of neuromarketing that will not only
explain the roots but also the trends within the objective. The scope will not only be global
but also Turkey wide in order to comprehend the international developments as well as

local ones. How physiological and physiological human functions can be affected or
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measured with neuromarketing techniques and how this data can be valuable in terms of
theoretical science and commercial business will be the means to explain the applied part

of neuromarketing.

Finally achieving this objective will constitute the basis for not just creating an
actual clarification of the current status it will also support the comprehension how the
interviews are established and make meaningful impact while connecting with the derived
findings in chapter 4 along with potential business implication for both leading

neuromarketing and fashion business companies in Turkey.

1.7.4. TURKISH FASHION MARKET TO APPLY NEUROMARKETING
METHODS

The global popularity of fashion industry and its reflections on Turkey make this
business area worth to investigate further. Having said that as a natural consequence
traditional marketing method were applied in Turkey in every industrial area just like they
are applied in fashion. However, whether the global tendency of showing interest in
fashion in terms of neuromarketing is synchronized or not will be investigated in chapter
2. How the theoretical knowledge has found application areas in fashion by enterprises
or executed by neuromarketing companies will be part of realizing this objective. The
unconscious consciousness of human mind and factors such as attitudes, perceptions,
emotions, memory and persuasion will be reviewed along with their projections in the
literature in connection with fashion. Chapter 4 will disclose the findings of in-depth
interviews which will create the opportunity to highlight the current status of Fashion
Business Executives’ level knowledge, fears and hopes in chapter 5. The Objective will
be completely reached in chapter 6 as the result of the inductive approach by providing
recommendations for the realization of applied neuromarketing in Fashion as well as

future research directions.

12



1.75. THE INDUSTRY THAT SUPPLIES APPLIED NEUROMARKETING
TECHNIQUES

Consumer neuroscience and neuroeconomics are becoming an integrated and
accepted path of economic and consumer research thanks to not only the evolution of more
fact-based data gathering and measuring tools that are transformed to business strategies
but also entrepreneurial companies that form up the right squad with the right hardware
and get to practical results ( Polister, 2008 ). Albeit neuromarketing is still taking its baby
steps on academic level as well as on a commercialized perspective what it can offer as
potential for movie makers to predict box office performance or FMCG companies prior
to invest millions of US Dollars for an advertising campaign makes is appealing. The
decrease on investment levels for establishing to build up centers for the application of
neuromarketing methods and the rise of smaller and cheaper tools with the supply of well-
educated personnel does give boost to the birth of this new sub branch of marketing

industry.

The objective how the industry that supplies applied neuromarketing techniques
will be investigated mainly in chapter 2 under commercialization of neuromarketing and
application of neuromarketing insights by commercial companies. The sub-chapter
provision of neuromarketing insights to commercial world will exemplify different

attributes of products/solutions that are analyzed with neuromarketing methods.

Additionally, the development of global neuromarketing companies, their local
representatives in Turkey and preferred data gathering tools with published examples will
be delivered to achieve this objective. Chapter 4, 5 and 6 are derivations from each other
which basically are built on the in-depth interview data leading to induce the current status
and future potential of neuromarketing companies in Turkey as well as a probable

intersection with fashion industry.
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1.7.6. THE INTERSECTION OF SUPPLY AND EXPECTED DEMAND

This objective constitutes the final and the most contributive part of the
dissertation as it will merge the data that was obtained in chapter 2 with the deep dive
literature review about the current status of neuromarketing globally and locally, the
application examples, trends, visions, threats on both sides i.e. Neuromarketing companies
and various industries. Moving on from this point It will interlink the data gathered from
neuromarketing company executives and fashion business leaders in Turkey. This induced
data with using content analysis which will be mentioned in the methodology section will
reveal recommendations and potential business implications for both sides and the
development of neuromarketing in Turkey such as thoughts and fact about return of

investment and applicability of neuromarketing in fashion industry domain.

1.8. SUMMARY

This Chapter introduced the background of the dissertation topic along with the
evaluation of the research problem. Legitimation of the research was tried to be
established with the rationale which continued with the clarification of the aims that are
embodied with research questions. At the end of the chapter the related objectives were
summarized to handle the multidisciplinary nature of the work. This chapter tried to
finalize the introduction with a glimpse of the practical and managerial implications for

both parties and the reader as part of the explorative study.
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CHAPTER 2

LITERATURE REVIEW

2.1. INTRODUCTION

This chapter is designed to meet to provide with solid background for not only
specifically meeting the first research objective but also ensure to compose the necessary
base to relate the remaining research objectives to the findings and create unique actual
inductions in the conclusion part of the dissertation.

Starting with the origins of the consumer market development in the literature and
what kind of theories emphasize which aspects the reader will be ready to receive the
historical development, definitions and evaluation of neuromarketing on global and local
scales. The deep dive into the human consciousness with case studies will embody the
concept later on. Deep dive into the human behavior aspects including attitudes,
perceptions, emotions, persuasion and what kind of a role they take to play will be the
next sections. After having constituted the building blocks the technical means of how
neuromarketing collects the data will be explained along with case examples from the
literature by also supplying with related advantages and disadvantages. The consumer
neuroscientific part will be bridged with what kind of a commercial setting
neuromarketing resides as of today. Furthermore, actual cases with marketing focus points
and consumer insights will be extracted. In the final section of the chapter the relationship
between neuromarketing and ethics will be explained, and actual contentious points

discussed in the literature will be reflected.

2.2.0RIGINS OF CONSUMER MARKET DEVELOPMENT AND CONSUMER
DECISON MAKING

Although providing a deep down and detailed narrative explanation of consumer

market development would be useful to describe how marketing and relatedly marketing
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research have advanced throughout the history which is not the main the scope of this
dissertation there are several reasons that even the well-meant approaches in the literature
have not achieved or even avoided to execute this. The first and obvious one is various
independent economic developments and market structures tending to evolve in different
directions due either geographical, political and social patterns. Secondly, either called
product or services they tend to call distinct marketing types which hinders a totally unique
generalization for any given historical phase. Thirdly, even though the idea and the fact
of exchanging goods existed throughout the whole human being history, marketing
discipline as a means of science is relatively young. Moreover, the division between the
academicians studying this thought and rise of the academic discipline along with how
marketing was practiced by commercial entities and markets prevents that ( Patterson,
2009 ). In this context management, marketing, history of science, business, economics
and cultural history have their different origins with self-schedules which leads to low
interaction among each other and stating different questions.

The 200 years long periodization of marketing and related consumer markets are
strongly controversial thus a chronological agreement is rather hard to reflect. Whereas
some academicians state that the middle ages or the early modern period is the beginning
of the modern marketing , others focus on the 191" and 20" century to begin with, however
there is no consensus ( Berghoff, Scaranton, Spiekermann, 2012 ). One thing is for sure
that with the emergence of the consumer idea as a supreme authority and the development
of market research methods during 1930s and 1940s have resulted in definition of the
consumer as being the voter, jury and the judge simultaneously about the superior value
to be provided ( Schwarzkopf, 2011 ).

Consumer behaviors are defined as activities people undertake when obtaining,
consuming and disposing of products and services. ( Blackwell et al., 2001 ) Being the
ultimate decision maker of choices, consumers are rational beings. However, humankind
is not necessarily rational ( Lyapina, Uvarovo, Sibirskaya, Pashkevich, Tikhoykina, 2019
) and changes in the economic conditions, internal and external stimuli, learned pathways,
memories and experiences force human being to act irrational when it comes to that. The

literature is reach enough providing decision theories and related researches about
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decision processes and behaviors that include both mental effort as well as action and
reaction in the exterior world. According to Oliveira et al. decisions are considered as

responses to situations that should include three aspects:

1. There must be more than one possible action under consideration.

2. Decision maker should be able to form expectations concerning future occasions
which are formed in terms of probabilities or degrees of trustworthiness.

3. There should be consequences linked with possible outcomes that could be processed

in terms of reflecting values and current goals.

Given the fact that consumer’s product and service preferences are continuously
changing, it is essential to understand and internalize the consumer decision making as
much as possible. In a review about rational decision-making models Oliveira et al. states
that “ descriptive and normative decision making possess distinct characteristics and
follow different specific methodologies for choosing a course of action ”” which explains
the decision making by using cognition in descriptive models. However normative
theories involve rationalistic components which indicates how a decision should be
decided by decision makers. According to expected utility theory — the theory for choices
with uncertain outcomes - people will assess the possible outcomes by multiplying the
probability of that outcome by its value which makes it a rational and normative theory
because it is based on a consistent and logical set of axioms and it describes an ideal
decision-making behavior ( Busemeyer, 2015 ). Consequently, the positive proportional
relation between the choices made by the consumers and the expected outcomes of these
decision make it a dominant model in economics and consumer behavior. An alternative
rational choice model was proposed by Gigerenzer and his colleagues in 1996 which can
be considered more valid in terms psychological perspective as this model takes into
account that decisions are taken under time pressure and there is a competing demand on
cognitive resources. This so called fast and frugal decision-making model has received
decent acceptance as it referred to simple, task-specific strategies to solve judgment and
decision problems which was applicable not only in the laboratory conditions but also in
daily real practices ( Gigerenzer, Goldstein, 1996 ). As far as normative theories are

considered they all originate from fundamental self-evident propositions and if these
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principles can be accepted it is possible to formulate a generalized normative theory of
choice that characterizes the binary goals of decision making ( Busemeyer, 2015 ).
However human beings are not rational and therefore reaching a final decision where
psychological elements play a part was made prominent with descriptive and
psychological paradigms ( Oliviera, 2007 ). Psychological decision-making models
postulate that decisions are not made by individuals in isolation but by single or multiple
persons in a social surrounding. Stein et al. found out that there are filters and simplifying
mechanisms that enable human beings to process information and interpret their external
environments. Although these filters and simplifying methods do bear a vital importance,
they are not the mere pillars of decision making as the outcome is strongly influenced
from different contexts and various individuals. Thus, same situation can result in a totally
different decision under the impact of invisible but definable factors. According to the
literature it took long enough to have the idea of incorporating neurocognition with
decision making. Rangel et al. came up with developing a neurocognitive decision model
which is based on probabilities and values as it is for expected utility theory and prospect

theory ( Rangel, Camerer, Montague, 2008 ). The idea investigates the decision-making

Representation
Set of feasible actions?
Internal states?
External states?

Learning Valuation

Update the representation, valuation and action What is the value of each action ( given

selection processes the internal and external states ) ?

Action Selection

Choose actions based on valuations

Outcome evaluation
How desireable are the outcomes and

states that follwed the action?

Figure 3 Basic Computations Involved in Decision Making (Rangel, Camerer,
Montague, 2008)

18



computations within five elemental pillars and includes variables that change the pitch
which will influence different valuation processes. These five elemental pillars are shown
in Figure 3 and it shows how value-based decision making can be detailed via using
theoretical models of decision making in economics, psychology and computer science.
The neurophysiological basis for processes of human reasoning and decision making was
proposed by Damasio et al. as somatic marker hypothesis. It was based on a systematically
structural neuroanatomical and cognitive framework. Bioregulatory processes that are
expressions of emotions and feelings lead to several single or simultaneous signals at
various levels of the entire operation constituted the core of this idea. This can be initiated
at conscious and unconscious levels. The so-called body loop was triggered by stimuli
that are based on previous experiences and end up in the decision (Bechara, Damasio,
2005). Defined regions such as ventromedial prefrontal cortex, amygdala, dorsolateral
prefrontal cortex, somatosensory cortices and ventromedial cortices are responsible for

the receival, processing and emission of the particular signals (Tranel, Damasio, 1993).

2.3.HISTORICAL BACKGROUND OF NEUROMARKETING

The idea that -conscious or nonconscious- all feelings, thoughts and behaviors are an
outcome of neural activity was not even something to be dreamed of until last 3 decades.
Even after the discovery of neuroimaging methods it was considered to be as an
extravagant frontier science ( Harrell, 2019 ). Magnetic Resonance Imaging ( MRI )
Technology was the first means that was used for measuring brain activity with the
purpose of marketing in late 1990’s where the terminology was first used by the Dutch
Professor Ale Smidts ( Phan, Wager, Taylor, Liberzon, 2002 ) At a parallel time stamp
Zaltman et al. simultaneously took consumer researchers to a hike by advising to
investigate further both on conscious and nonconscious mechanisms with the help of
advancing technologies ( Zaltman, 2000 ). However, it was not until 2004 that
neuromarketing has received increasing recognition, interest, cross scientific interaction
and reputation thanks to McClure et al. who showed the logics of branding within the

human brain which was a black box ( McClure et al. 2004 ). Fact based expression of the
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importance of subconsciousness decision making and how it plays a major role in
consumer decision making was another brick on the wall constructed by Zurawicki et al.
( Zurawicki, 2010 )

Throughout the historical evaluation of neuromarketing which does not last back to

very recent years there have been 2 major topics that are discussed:

1. The Definition and understanding of Neuromarketing
2. The Academical and commercial lay grounds of Neuromarketing

As far as the literature concerned the majority of the works are in pursuit of not
creating solid scientific measurements-based contribution to practical and theoretical
foundations but rather reviewing the data, seeking for superior definitions and
synthesizing multidisciplinary items to express different views. The time window of these
attempts is usually based on the famous experiment of McClure et al. in 2004 or afterwards
and categorizations are that are source to the definitions are based on different views such
as used techniques, theoretical foundations, interpretations etc. Caldeiera de Oliviera et al.
in his literature review following the hope for a broader definition of Neuromarketing

sums up the definitions and interpretations of Neuromarketing as follows in Table 1.

Study Year | Definitions and Interpretations from other Authors

) NM is the use of cognitive neuroscience techniques, such as fMRI or
Neuromarketing: )
) 2004 | EEG, to assess whether a person will respond favorably to a brand name
Beyond branding
or product.

NM as study field can simply be defined as the application of
Lee et al. 2007 | neuroscientific methods to analyze and understand human behavior in

relation to markets and market changes.

NM and its precursor, Neuroeconomics, uses clinical information about
Fugate 2007 | brain functions and mechanisms that help explain what is happening

inside the black box, resulting in explanations about consumer behavior.

Table 1 Definitions and Interpretations of Neuromarketing
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Sutherland 2007 | NM is an applied extension of neuroscience
Wil The authors consider NM as a line of research that uses neuroimaging and
ilson, ) ) o
) proposes two models (Collective NM Persuasion Model and Individual NM
Gaines, and 2008 ) ) ) ) ) -
il Consumer Persuasion Model) in which both necessarily use this specific
i
technique called screening phase of the consumer behavior paradigm.
o NM is the area of science investigating the brain and neural responses to stimuli
Zurawicki 2010
related to market change
A neuroeconomics sub-area that investigates marketing-relevant problems is
called “neuromarketing” or “consumer neuroscience”. The notion of
“neuromarketing” poses an impractical ambiguity. The term “consumer
Hubert 2010 neuroscience”, therefore, is a more appropriate appellation for the new research
area that uses neuroscientific methods and findings to better understand the
(neuro-) physiological fundamentals of consumer behavior.
Neuromarketing, can be tentatively defined as marketing designed on the basis
Fisher. Chi of neuroscience research. (...) the academic foundations of neuromarketing as a
IS er’ In7 - - - - - - -
) 2010 | field are difficult to identify. It is unclear at present whether neuromarketing
and Klitzman . L L L .
qualifies as an academic field, and if it does, what distinguishes it from
neuroeconomics.
Ariely and 2010 The authors define NM as “the application of neuroimaging methods to product
Berns marketing”.
Eser, Isin,
and Tolon 2011 Neuromarketing uses the latest advances in brain scanning to learn more about

the mental processes behind customer purchasing decisions

Table 1 Definitions and Interpretations of Neuromarketing
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Neuromarketing is an emerging field that bridges the study of consumer

Morin 2011 ) ) ]

behavior with neuroscience.

The sub-discipline of consumer neuroscience that has resulted from that interest
Kenning and 2011 belongs to the innovative approach of neuroeconomics. Consumer neuroscience
Linzmajer investigates problems of consumption and marketing through methods and

findings from neuroscience

Pop and lorga

2012

NM is the knowledge of the mechanisms of information processing in the human
brain that can generate ideas for improving the decisions of entrepreneurs in

their communication with customers

Orzan, Zara, 2012 NM is a new marketing discipline that uses medical techniques to understand
and Purcarea how our central nervous system reacts to marketing stimuli
s Li NM is a sub-area of neuroeconomics that addresses marketing relevant problems
ang, Lin, ) o )
Oi, and Y 2012 | with methods and insights from brain research and further advances the
i, and Yan
integration of neuroscientific findings into the marketing sciences
The most accepted definition of consumer neuroscience or neuromarketing is
o that it is a field of study concerning the application of neuroscience methods to
Babiloni 2012

analyze and understand human behavior related to markets and marketing

exchanges.

Schneider and

Woolgar

2012

NM is a relatively new form of market and consumer research that applies
neuroscience to marketing by employing brain imaging or measurement
technology to anticipate consumer’s response to, for instance, products,

packaging or advertising

Table 1 Definitions and Interpretations of Neuromarketing
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The goal of consumer neuroscience is to adapt methods and theories from

Plassmann, neuroscience — combined with behavioral theories, models, and tested
Ramsgy, and 2012 | experimental designs from consumer psychology and related disciplines
Milosavljevic such as behavioral decision sciences — to develop a neuropsychologically
sound theory to understand consumer behavior
Recent neuroscience research provides a potential new tool to address the
challenge of understanding consumer decision making. Neuroscience has
Venkatraman, generated significant advances in identifying the neural mechanisms
Clithero, 2012 underlying decision-making process, commonly grouped under the term
Fitzsimons , neuroeconomics. In parallel, marketing research has indicated that
Huettel consumer behavior can be predicted by determining the likely decision
processes consumers will employ in a given context. The authors argue that
neuroscience can help in market segmentation.
) At its core NM is essentially the application of neuroscience to understand
Senior and Lee 2013 o ) o
decision-making within a market context.
Kong, Zhao, Hu, o o .
) Neuromarketing is a novel application of neuroscience to consumer
Vecchiato, and 2013 . .
o psychology, especially for advertising.
Babiloni
Consumer neuroscience is an emerging interdisciplinary field that
Khushaba et al. 2013 | combines psychology, neuroscience, and economics to study how the brain
is physiologically affected by advertising and marketing strategies.
The authors argue in favor of a terminology that distinguishes
Javor, Koller, Lee, neuromarketing, not treating it as a scientific method but rather consumer
Chamberlain, and | 2013

Ransmayr

neuroscience as a scientific method.

Table 1 Definitions and Interpretations of Neuromarketing
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K d The term psychoneurobiochemistry has been coined by the authors of this study
oc an
B 2014 | to refer to a group of often studied factors in the disciplines of psychology,
0z
neurology, biology and chemistry

Table 1 Definitions and Interpretations of Neuromarketing

As shown in Table 1 the difficulty in drawing the solid lines for limitations and
scope of the them is obviously clear. The very fact that neuromarketing was forged in a
multidisciplinary way shows up in the trials of the definitions which are laid down by
scholars with different backgrounds thus different focus areas. Consequently, the
subjectivity in the definitions of neuromarketing is understandable. Earlier interpretations
tend to be based generally to limit neuromarketing with brain measurements which shifts
to include central and peripheral nervous system in conjunction with marketing. On the
other hand, the measurement outcomes about merely the efficiency in advertisement area
tend to expand to a wider perspective of marketing definition penetrating to
neuromarketing that cover pre-purchase, momentaneous stimulus and post purchase
evaluations of consumers and how these affect consumer decisions making in terms of
brand, brand loyalty and traditional 7Ps of marketing ( Lim, 2018 ). Hence the hope and
hype of neuroimaging is finding space for itself in the definition of neuromarketing by
referring to the idea of solution before it even existed ( Ariely and Berns, 2010 ).

The second notion that is apparent in the historical development of neuromarketing
shows itself in Table 1 also by the expressions of consumer neuroscience, neuroeconomics
and consumer research. Plasmann et al. sums up this confusion and evaluates whether
neuromarketing has to be considered as a branch of neuroscience studying human
behavior borrowing theoretical knowledge from consumer research or whether it is a
branch of consumer research trying to build upon consumer theories by benefiting from
neuroscientific technologies ( Plassmann, Venkatraman, Huettel, Yoon, 2015 ). Chen et
al. proposes that neuromarketing by its definition and throughout its future direction has
to focus on “what”-type of question instead of “where” type of questions ( Chen, Nelson,

Hsu, 2015 ) meaning that neuromarketing must deal more with the process and its
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interpretations instead of localizing where the process is located. Shiv et al. proposes there

very specific ways about how neuroscientific methods can contribute to consumer

research under the umbrella of neuromarketing ( Shiv et al., 2005 ):

1.
2.

3.
4.

Providing confirmatory evidence about the existence of the phenomenon
Generating a more fundamental ( i.e. neural level ) conceptualization and
understanding of underlying process

Refining existing conceptualizations of various phenomena

Providing methodologies for testing new as well as existing theories

Despite all the efforts in the literature scholars seem to have still confusion in

defining neuromarketing thus reviews vary in categorizations such as focusing on

contribution of consumer neuroscience with a consumer behavior research perspective (

Solnais, Andreu-Perez, Sanchez-Fernandez, Andreu-Abela, 2013 ), conceptualization of

neuromarketing, brain regions of human brain that play role in decision making, studies

how information is processed ( Cruz, Fleith de Medeiros, Hermes, Marcon, Marcon, 2016

) limiting to the existence of number of usage frequency of defined neuroscientific
methods ( Vaida and Bacali, 2016 ).

Looking at the historical background of neuromarketing ( Figure 4) google trends

show a fluctuating but a steady increase in the number of research requests, queries and

publications. Another meta-analysis of neuromarketing studies used the search for

Note

Figure 4 Interest over Time 2004 — 2019. Numbers represent search interest relative to
the highest point on the chart for the given region and time. A value of 100 is the peak
popularity for the term. A value of 50 means that the term is half as popular.
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neuromarketing in valid databases where 311 selected articles out of 394 between 2005
and 2017 were evaluated using cluster analysis and multi attribute decision making
technique showed a similar result. ( Figure 5). The clusters for marketing strategies, Ads
and Video Commercials, ethical issues, advertising message components, neuroscience in
marketing, economics and consumer behavior and decision-making process and brand

selection accumulated to the sum of the meta-analysis review. The popularity density was
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Figure 5 Selected Articles of the Present Research Based on Their Publication Year
(Shahriari, Feiz, Zarei, Kashi 2019 )

rather concentrated on marketing strategies with 32 %, ads and video Commercials with

25 % and ethical issues with 17 %. However, the change in popularity density between

decision making process and brand selection

Neuroscience in Marketing, Economics and
Consumer Behavior

advertising message components
ethical issues

Ads & Video commercials

Marketing Strategies

0 5 10 15 20 25
Figure 6 Popular Topics in the Years 2005 - 2011
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the birth ( 2005-2011 ) and early ages ( 2012 — 2017 ) of neuromarketing related clusters
Is visible in Figure 6-7. The remarkable transition from the interest in neuroscience

decision making process and brand selection

Neuroscience in Marketing, Economics and
Consumer Behavior

advertising message components
ethical issues

Ads and Video Commercials

Marketing Strategies

o

10 20 30 40 50 60 70 80 90
Figure 7 Popular Topics in the Years 2012-2017
marketing, economics and consumer decision making towards marketing strategies in a

more and more digitalizing world is nothing but an awaited result.

As far as the historical development of neuromarketing in Turkey is considered
there has been 28 post graduate thesis and 15 scientific articles written by researchers in
Turkey. Major contribution areas of these works were to marketing, management and
advertising disciplines ( Sari, Yilmaz, Ferik, 2019 ). In paralel with the international
trends due to the high cost and lack of qualified workforce the density was accoumulated
on timely shifted literature reviews, descriptions of methods, general surveys or

application of low cost neuroscientific measurement methods ( Ydicel, Coskun 2018 ).

3.4 MULTIDISCIPLINARY ELEMENTS OF BEHAVIOUR

Behavior stands in the very core of many applied social, life sciences and
psychological disciplines yet although there are multiple works, books and tries there is
no alignment in defining it as a central object of research ( Hinde, 1974; Tinbergen, 1963

). It is still interesting that within some definitions that are provided in the literature
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imprecision and/or attribution to a particular kind of living being with similar qualities
exists ( Campbell, Reece, 2005 ). As researchers on this topic have trusted in their intrinsic
understanding rather scientific facts due to the innate and thoroughly penetrating elements
of behavior an alignment of a mutually agreed definition became a longstanding issue
(Bergner, 2011; Levitis, Lidicker, Freund, 2009). Behavior was defined by Levitis et al.
as “the internally coordinated responses (actions or inactions) of whole living organisms
(individuals or groups) to internal and/or external stimuli, excluding responses more easily
understood as developmental changes” whereas French philosopher Pichot suggested to
define behavior as “the organized entirety of the relationships of the living being and its
environment (in the wider sense considering all relationships of whatever nature they may
be; in the narrower sense considering only sensory-motor relationships)” ( Pichot, 1999 ).
The behavioral psychologist Fassnacht defined it as “those ongoing events of an organism
or emanating from an organism that can be externally perceived”. Another psychologist
and psychotherapist Bergner formulated behavior as a complex system of eight parameters
where he defined Behavior as the Identity of the person, Want as a motivational
parameter, Know as the cognitive parameter, Know-How as the skill or competency
parameter, Performance as procedural aspects such as bodily postures, movements,
Achievement as the outcome parameter, Personal Characteristics as individual difference
parameter, Significance as “what the person is doing by doing the concrete thing he or she
is doing” ( Bergner, 2011 ). Finally, Furr et al. suggested that behavior should be defined
as “verbal utterances (excluding verbal reports in psychological assessment contexts) or
movements that are potentially available to careful observers using normal sensory
processes”. Summarizing the prominent definitions and the true multidisciplinary nature
of behavior, Uher compiled the definition as “external changes or activities of living
organisms that are functionally mediated by other external phenomena in the present
moment” ( Uher, 2016 ).

As Zurawicki et al. refers to that 90 % of the information is processed
subconsciously in the brain, behavior is influenced by either internal processes and
experiences that form up feelings, emotions and even moods ( Jones, Childers, Jiang,
2012; Ramsgy, Jacobsen, Friis-Olivarius, Bagdziunaite, Skov, 2017; Stasi, Songa, Mauri,
Ciceri, Diotallevi, Nardone, Russo, 2018; Girisken, Giray, Ocak, 2014 ) not only in
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consumer decisions or purchasing choices but also within organizational human
resources’ aspects ( Grajdieru, 2017 ) or external controlled or uncontrollable external
stimuli ( Hsu, 2017 ) which results in the necessity of multiparametric and

multidisciplinary evaluation and analysis of behavior.

2.4 THE CONCEPT OF UNCONCIOUS CONCIOUSNESS

The human neurological system with the king of the mountain on top of the body
— brain — has always been subject to research since the beginning of Homo sapiens’
existence. Ancient Egypt, Hellenistic geography and Rome are filled with mummification
processes that dealt with the brain and attributions that it is the source of positive and
negative emotions and behaviors. However, it was 17" and 18™ century where Cerebri
Anatomy was written by Thomas Willis and electricity was started to be used in brain
experiments by Luigi Galvani and Alessandro Volta. Following the development of
psychology as a scientific discipline later in early 90’s It was Freud who had the
causational ability to treat the human mind by identifying conscious and unconscious
elements ( Huprich, 2011 ). For a long time, it was believed that human choices were the
result of a tedious and linear process ( Bridger, 2015 ). Freud used unconsciousness in an
interchangeable way with subconsciousness which is referred as a complex, but familiar,
psychological phenomenon ( Miller, 2016 ). In the last decades the advances in medicine
and technology has led to the exponential increase in the spectrum of neuroscientific
tracing methods that allow to monitor the neurological processes and -still to a certain
extent- the foundations of the decision mechanisms of the human mind. However, the
rationality concept on decisions based on consciousness was cleared out first by
Kahneman and Tversky in 1970 and it was Zurawicki et al. demonstrated that the

decisions on human mind are taken at more than 90% unconscious level.

Human neurological system is equipped with sensors and transmitters on all over
the body and it is capable to absorb far more information than it does on a conscious way.
Unconscious data transmission through body sensors allow huge amounts of information

to be processed simultaneously. As a matter of fact, this is also something vital as
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circulatory, respiratory, digestive, hormonal systems and many more are constantly
receiving feedback from external environment and creating impulses without any single
conscious command. Contrary to that conscious perception is unique in nature. It uses
only one channel at a time when we watch, when we listen, when we touch or hear as long
as there is an additional command to take another channel online. Thus, it is closely linked
with focused attention. Multichannel conscious channel usage has also consequences such
as selective perception and willing ignorance. The consciousness becomes unconscious
with practice and as an outcome of a learning journey like riding a bike or swimming.
However unconscious data collection, processing and most of the time reaction is not
voluntarily controllable. The basic extension of this statement is that human decisions and
choices that are not subject to the cognitive system are subject to emotions ( Zurawicki,
2010).

2.4.1.FROM THE PEPSI PARADOX TO THE DISCOVERY OF THE AFFINITY
FOR LOUIS VITTON: THE BRANDED BRAIN

As mentioned previously it was not until early 2000’s that neuromarketing
received its flame with the well-known research of McClure et al. ( 2004 ) where he
demonstrates the potential use of external information to trigger particular choices and
brand decisions. In this experiment 67 participants tested a completed a two alternative
choice preference task where decarbonated* forms of the beverages under four conditions.
The results were reflected as a similar attraction to the taste in the absence of the brand
information and increasing affinity for Coke Cola over Pepsi in the presence of brand
information ( McClure, 2004 ). The Monitoring of limbic structures that relay the
information about participants’ emotions, memories and unconscious parts of data
processing showed enhanced activity, provoking how brand had altered the perception of
the beverage in the brain. Neuromarketing became more extravert when Plassmann et. al.

scanned participants where three wines were presented with three different price tags. The

! The sodas were decarbonated as the contarary was a cause for unreliable delivery while the participants
were in the MRI device.
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wines were processed as different but neural signatures of the participants indicated for a
choice made for the most expensive one where actually all the wines were the same (
Plassmann, O'Doherty, Shiv, Rangel, 2008 ). Parallel to what was happening as reflection
of neuromarketing studies in the commercial area the publishing of several academic
journals along with popular books such as Martin Lindstrom’s “ Buyology: Truth and Lies
About Why Buy” contributed to the accelerated celebrity of neuromarketing. It was
Martin Lindstrom who then published the article in New York Times suggesting on the
basis of fMRI data the way iPhone users felt about their phones was akin to romantic love.
Another remarkable example was that Ruanguttamanun puts himself into an fMRI scanner

and based on the images and patterns he found out he loves Louis Vuitton (
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2) Predicted Value
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Figure 8 Value Signals Important for Brand Decisions (Plassmann et al., 2012 )

Ruanguttamanun, 2014 ). Plasmann et al. compiles the early attempts for deduction and
expression regarding the relationship between the brand and the brain. Certainly, factors
such as attention, memory and learning are in place as far as brand decisions and
personalization of brand in terms of brand performance formation over time are valid (
Figure 8 ). The four fundamental components: Representation and attention, predicted
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Figure 9 Overview of Prominent Brain Areas Involved in Brand Decision

value, experienced value, remembered value and learning possess prominent brain areas
for the neuropsychological processes ( Figure 9 ). Over the years the phenomenon called
as Pepsi paradox has initiated proliferated examples of different neuromarketing studies.
Many literature reviews have systematically analyzed these examples according to
chronological order, scholars conducted neuroscientific measurements in conjunction
with related neuromarketing scopes on industry areas such as automotive ( Schaefer, 2006
) , telecommunications ( Girisken, 2014 ) , travel ( Qui, Wu, 2005 ), FMCG ( Flores,
Baruca, Saldivar, 2014 ), Media and Technology ( Plassmann, Ramsoy, Milosavlyevic,
2012 ) etc. Furthermore, recent developments in the circumferential advances in the
neuroscientific measurement methods gave rise to the wide spread of applications to
different areas of marketing steps such as pre-product phase which lead to definitions like

neuroergonomics and neuroscience-inspired design ( Spence, 2019 ).

2.5.ATTITUDES, PERCEPTIONS, EMOTIONS, MEMORY AND PERSUASION

Human behavior is affected by experiences that are outcomes of emotions,
memory, persuasion, perceptions and attitudes which are interchangeably have also effect
on each other ( Klucharev, Smidts, Fernandez, 2008 ). All these elements are parts of
human being’s life journey and formed up in an evolutionary time line that result in

dynamic individual differences which contribute to the differentiation of our behaviors
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ranging from immediate to long term. Our individual choices are driven strongly by
perceptions and perspectives influenced by the messages around us ( Rosenthal, 2005 ).

2.5.1L.ATTITUDES

The evaluation of an object of thought is defined as an attitude. These objects can vary
from anything one can hold in mind including people, groups, ideas to anything that are
either solid or abstract ( Bohner, Dickel, 2010 ) and the link between the attitude and
behavior was described by Fazio et al. ( 1986 ) as the real behavior will be more likely to
occur if the declared attitude connected with this behavior is expressed rapidly. However
nearly a decade ago the definition of attitude has been altered according to whether the
attitudes are stable constructions stored in the memory or momentary judgments formed
up on the gathered information at hand ( Gawronski, 2007 ). The models that summarize

different views are depicted in Figure 10 below. According to the explanations MODE

expressed by evaluating a particular entity with some

degree of favor or disfavor" (umbrella definition)

Visser and Mirabile { 2004 ):
Schwarz ( 2007 ): "evaluative
"array of summary
Jjudgments, formed when needed, rather
evaluations stored in
than enduring personal dispositions"
memory"

Conrey and Smith ( 2007 ):
Cunningham et al_ ( 2007 ): "current
Fazio ( 2007 ): "ebject-valuation
evaluations are constructed from
associations in memory" rather than static 'things' that are
relatively stable representations"
'stored’ in memory"

n.(2007)

"attitude construction has different

“attitude objects linked in memory to

_ . meanings for associative and
global evaluative associations"
propositional processes"

Strored in memory Constructed on the spot

Figure 10 Attitude Definitions, Aligned According to Conceptualization of Attitudes as
Stable Entities on the Left versus Temporary Constructions on the Right ( Bohner,
Nickel, 2010 )
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( motivation and opportunity as determinants ) ( Fazio, 2007 ) and MCM ( The meta
cognitive model ) ( Petty et al., 2007 ) models approach to attitudes as long term memory
structures. However the constructionist view considers attitudes not as enduring personal
dispositions ( Schwarz, 2007 ) APE ( associative-proposiotional model ) proposed by
Gawrinski and Bodenhausen ( 2007 ) views attitude as constructed in the situation where
the emphasis is put on two types of input processes which are defined as implicit and

explicit.

Measuring attitudes were performed by using explicit self report scales, which ask
a participant to evaluate an attitude object by chosing a numeric reponse on single or
multiple items ( Himmelfarb, 1993 ). However as the assumption, that the participants
respond both willingly and able to accuretly reflect their attitudes, was not met always
implicit attittude measures have been introduced ( Schwarz, 2008; Fazio and Olson, 2003
). The main goals of these measures are to minimize the motivated response biases and to
allow the aspects of attitudes that are open to introspection. IAT ( Implicit Association
Test ) was therefore introduced for primarily evaluationg the brand positioning, brand
tracking and pre/post ad effectiveness in the neuromarketing context (
https://www.nmbsa.com/buying-neuromarketing(neuromarketing-techniques/implicit-

measures-what-is-it-how-to-use-it ).

The attitudes affect the information processing on human mind that means the
selective exposure to information is highly connected to one’s motivation and attitude-
correspondent bias of perception which eventually end up in biased recall and evaluation

of the message along with the final behaviour ( Bohner, Nickel, 2010 ).

2.5.2.PERCEPTIONS

The definition of perception can lead to various directions. It can be interpreted as
the perception of the knowledge ( Butler, 2008 ), a customer’s perception of service
quality ( Bilgili, Ozkul, Kog, 2018 ) a consumer’s perception of a product ( Lyapina,
Uvarova, Sibirskaya, Pashkevich, Tikhoykina, 2020 ) or a perception of brand ( Girisken
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et al., 2014 ) and more. Actually, it was mid-19" century where psychologists started to
research perception unintentionally ( Theus, 1994 ). The discrimination of the subject’s
inability to consciously identify stimuli was described by Lazarus and McClearly ( 1951
) as perception because of the conscious terminus of a sequence of non-conscious

processes.

The complexity of perception is that the receival, transmission, registration, and
processing of multiple signals simultaneously happen in multiple steps in a web structure
covering not only neural pathways and systems but also physiological crossroads (
Raichle, 2006 ). The resulting perception is limited with the extent of our sensual abilities
and information processing capabilities. Any sensory adaptation, anatomical or gender
differences, previous experiences, memory packages, parallel processing can cause
substantial subjectivity in the formation of the perception ( Zurawicki, 2010 ). Although
as of today the complete nature of intrinsic processes are not clearly known, it is obvious
and thanks to neuroscientific measuring techniques somewhat visible ( Alvino, Lube,
Constantinides, 2018 ) that the formation of perception has effects on interpreting,

memorizing and learning the information.

2.5.3.EMOTIONS

“Emovere” stands for the Latin definition of emotion which means to excite, stir
up, agitate or move the feelings. Similarly, like perception this complex structure of events
is located in the cross-sectional research area of psychologists, philosophers, marketeers
and sociologists ( Martin, Morich, 2011 ). From a psychological point of view Kleinginna
Jr. and Kleinginna refer to emotions as a complex set of interactions among subjective
and objective factors, mediated by neural and hormonal systems ( Kleinginna Jr.,
Kleinginna, 1981 ). Ekman bridges the connection with decision making by stating that
subjective feelings such as happiness, sadness, fear, anger, surprise and disgust play an
important role in decision making and post-decision appraisal ( Ekman, 1999 ). According
to Ryder primitive emotions are the link for subconsciously formed unpredictable

behaviors ( Ryder, 2004 ) whereas Bagozzi et al. draws the attention to the immense role
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of emotions in marketing behavior and underlines the importance of observation methods

such as ethnographic data to generate information in this complex area ( Bagozzi, 1999 ).

Besides the fact that emotions come in a package involving attitudes, perceptions,
memory and persuasion, emotion arousal can not be thought without mentioning the
reward mechanism, motivation and attention in dashed lines ( Zurawicki, 2010 ). There
are two theoretical approaches for comprehending emotions ( Shaw, Bagozzi 2018 ). First

the locationist approach postulates that discrete emotional categories are locates within
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Figure 11 Emotion Circuit — One of the Several Circuits Which is Made up of Brain
Regions that give rise to Some of Cognitive and Behavioral Processes ( Hsu, 2017 )

specific brain areas. According to this approach the primary neural correlates of emotion
are the media prefotontal cortex, amygdala, thalamus, hypothalamus, insular cortex,
orbitofrontal cortex, nucleus accumbens and the anterior cingulate cortex ( Figure 11 ).
Among all these areas amygdala is the central brain region responsible within the limbic
system or visceral brain for emotional responses ( Marcuta, Marza, Marcuta, 2018 ) which
mainly process negative emotions such as fear, unknown stimuli, and inequality ( LeDoux,
2015; Riling, Sanfey, 2011; Maren, Quirk, 2004; Solnais, Andreu-Perez, Sanchez-
Fernandez, Andreu-Abela 2013 ). To a minor extent it has also been demonstrated that it
processes positive emotions, frequently in connection with rewarding stimuli ( Murray,
2007). Second approach is the psychological constructionist one that postulates emotional
processes are made up from interactions between neural networks which are not specific

to emotion categories ( Lindquist, Wager, Kober, Bliss-Moreau, Barrett, 2012 ).

Especially in the last decade emotional engagement and measurements are widely
used for publicity campaigns, brands, products ( Sebastian, 2014 ), advertisements and
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various marketing stimuli with segmented gender diversities ( Majeed, Lu, Usman, 2017,
Sargezeh, Tavakoli, Dailiri, 2019 ), brand loyalty ( Plassmann, Kenning, Ahlert, 2007 ),
food choice and fast moving consumer goods ( Stasi et al., 2017 ), in connection with
Artificial Intelligence ( Boz, Kose, 2018 ) as well as for employer branding ( Rampl, Opitz,
Welpe, Kenning, 2016; Grajdieru, 2017 ).

2.5.4.MEMORY

Memory is defined as any physical change that carries information about the
historical past ( Redish, Mizumori, 2015 ) and it is the means how brain achieves the recall
and preservation of information. Multiple memory systems exist in the brain (
Eichenbaum, 1994; McDonald, White, 1993; Squire, Knowlton, Musen, 1993, Zurawicki,
2010 ). Sensory memory ( Sperling, 1963 ), short-term or working memory ( Baddeley,
2017; Miler, 1963 ), long-term memory ( Bliss, Collingridge, 1993; McCaugh, 2000 ).
Long-term memories are subdivided according to how the information is processed
consciously or nonconciously. The unconsciously processed information is associated
with implicit and procedural memories which is the result of the activation of striatum and
cerebellum in the brain ( Doyon et al. 1998, Packard, Cahill, McGaugh, 1994 ). On the
other hand, the consciously processed information is referred to explicit or declarative
long-term memory which can be episodic or semantic. Episodic memories cover
information for event and experiences such as reflecting upon a past event such as your
pre-school preparations for your child whereas semantic memories include information
for facts and concepts such as brand logos, prices, colors of the couch in a retail store (
Plassmann, 2012 ). The anatomical traces that contribute to explicit memories are mainly
associated with hippocampus and the surrounding cortex, the medial temporal lobe (
Eichenbaum, 2000 ), and specifically aversive or fearful negative events are associated
with the amygdala ( Murray, 2007 ).

The memory is defined by the strength and the number of synapses ( Zurawicki,
2010 ). Every unique information or collection of information has its own neural pathway.

Basically, repetition of these pathways makes the memory stronger which results
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whenever a similar event happens, the probability of the formation of the neural pathway
is higher. The neural circuit for memory is depicted in Figure 12. All these anatomical
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Figure 12 Memory Circuit ( Hsu, 2017)

pathways and formation of memories constitute to the relationships between consumers

and companies where they invest heavily to shape these interaction points.

Along the fact that there is an immense amount of information about the categories
of memory, how they form and degrade over time, it is indispensable not to forget the
interaction of memory with attention, emotions, motivation and other factors. It is well
studied that the degree of being particularly noticeable or important — saliency — is relative
( Borji, Sihite, Itti, 2013; Eckstein, 2011; Veale, Hafed, Yoshida, 2017 ), that the objects
in the upper corners of our visual field do receive more attention ( Chambers, McBeath,
Schiano, Metz, 1999 ), the center of natural scene stimuli receive increased gaze fixation
( Parkhurs, Niebur , 2003 ), we are drawn by observe faces ( Becker, Anderson,
Mortensen, Neufeld, Neel, 2011 ) and saliency is eliminated usually by clutter ( Bialkova,
Grunert, van Trijp, 2013).

Memory is an important predictor of our choices. Whether you will wear a one-
piece dress or a combination according to your color preferences has multiple background
information processes that are encoded, consolidated and retrieved whenever it is

necessary for your future decision.
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2.6.5.PERSUASION

Persuasion, an active attempt to change a person’s attitudes, beliefs and relatedly
behavior, has been studied in social psychology widely ( Petty, Wegenet, 1998; O’Keefe,
2002 ). The connection with advertising that introduced the concept of efficiency born out
of necessity to convince consumers of the product, solution or concept has made it
increasingly important to be counted within the factors influencing consumer decision
making ( Nemorin, 2018 ). On one hand it is not a mere cause that result in outcomes but
on the other hand it is not an entire outcome as well thus affecting both sides of the

Blackbox i.e. the inputs and the outputs.

The growing importance of persuasion is not only eligible for marketing but also
for economics, social sciences, public health, politics, diplomatics and military. Until the
last decade studies that dealt with persuasion in the context of marketing mainly focused
on the source variables such as high expertise ( Cialdini, Goldstein, 2004; Pringle, Binet,
2005; Stallen et al. 2010 ) and trustworthiness ( Petty, Wegener, 1998 ). The rise of
neuroscientific measurement methods shifts the focus gradually from other species such
as honeybees ( Britton, Franks, Pratt, Seeley, 2002 ), birds ( Aplin et al., 2015 ),
chimpanzees (Whiten, van Schaik, 2007 ) to humans when it comes to persuasion. The
self-drawn boundaries that focused on social influences on humans through aspects of the
stimuli presenting persuasive appeal also change and occupations that rely on persuasion
start to include lawyers, public relations, sales persons, managers, marketeers etc. on top
of politicians and advertisers ( McCloskey, Klamer, 1995 ). Moreover, so that the
persuasive effect becomes prominent or has a lasting impact on change in the attitude has

to be followed by successful memory formation ( Klucharev, Smidts, Fernandez, 2008

).
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2.6.TECHNIQUES OF NEUROMARKETING DATA GATHERING

The facts that consumers are relatively affected by various reasons while
undergoing a retrospective self-inspection regarding their attitudes, behaviors or
decisions, that traditional marketing research techniques are not always executed by
skilled experts ( Nispet, Wilson, 1977 ) and the rise of neuroscientific diagnostic tools
on top of psychophysiological measures have contributed to the usage of neuroscientific
devices and methods in collaboration with marketing. There are several classifications of
neuromarketing data gathering tools and techniques. Looking at the literature the
collection of psychophysiological data started during 1920s ( Bagozzi, 1991 ). Following
that pupillary dilation in the 1960s was coupled with eye tracking and heart rate measures
( Wang, Minor 2008 ). Beginning of 1990s EEG ( Electroencephalogram ) was used to
analyze consumer behaviors and it was late 1990s MRI ( Magnetic Resonance Imaging )
has been used to relate to neural functional patterns of consumers ( Kenning, Plassmann,
Ahlert, 2007 ). Neuromarketing has started to flourish with the usage of these methods

and seeked interpretations of emotions and cognitive responses that led to decisions (
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Figure 13 Cross-sectional Overview of Neuroscientific Techniques and Neuromarketing
(Leeetal., 2017)
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Plassmann, Venkatraman, Huettel, Yoon, 2015 ) in various industry areas including
automotive ( Chark, 2018 ), FMCG ( Torrico et al., 2018; Cakir, Girisken, Cakar,
Demircioglu, 2016 ), tourism ( Munoz-Leiva, Hernandez-Mendez, Gomez-Carmona,
2019 ) or fashion ( Li etal., 2017 ) and more.

The classifications of neuromarketing data gathering techniques were tailored
mostly according to the requirements or the nature of the business ( Lim, 2018 ), at which
anatomical level and temporal resolution the method is applied ( Lee et al., 2017;
Roelfsema, Denys, Klink, 2018 ), to the change of metabolic neural activity and
physiological changes in response to marketing stimuli ( Harris, Ciorciari, Guontas, 2018).

The most valid overview of neuroscientific techniques relevant for
neuromarketing is provided in Figure 13 above. Temporal based neuroscience tools do
measure the electrical neural activity. The first EEG ( Electroencephalography )
recordings were conducted on monkeys and rabbits in 1875 ( Andreassi, 2007 ) and human
recordings did start in 1924. It is a noninvasive technique that measures the changes in
electrical neural activities in the cortex ( Ciorciari, 2012 ) which are a result of the
frequencies and changes in the voltage of the electrical currents in the brain. SST ( Steady
state probe topography ) and MEG ( Magnetoencephalography ) are both similar to EEG
where SST measures the speed of information processing in the brain ( Silberstein, Harris,
Nield, Pipingas, 2000 ) and MEG measures the neural magnetic field activity ( Harris et
al. 2018 ). Techniques that make use of measuring changes in the metabolic neural activity
are fTMRI ( Functional magnetic resonance imaging ) and PET ( Positron emission
tomography ) where fMRI works using radio waves and magnetic fields to layer on the
measurement of functional neural activity on top of brain structure. Since its application
into neuromarketing domain fMRI has been the most popular technique used in consumer
neuroscience ( O’Doherty, Bossaerts, 2008; Plassmann, Venkatraman, Huettel, Yoon,
2015 ). PET on the other hand measures the metabolic processes by using nuclear
medicine imaging protocols. The radionucleotides introduced to the body do emit gamma
rays which is activated by the PET. The measurement of the radiation release is then
depicted as images representing the metabolic activity on anatomical piece. Another

metabolic neural activity measurement technique is functional transcranial doppler
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sonography ( fTCS ) which is favorable due its compact way of application and carrying
capability but as the spatial resolution is not as good as its temporal details, its weakness
on locating brain activation related to cognitive tasks prevents it from wide spread usage
( Ahler et al. 2006 ). In addition to these methods Near Infrared Spectroscopy ( NIRS )
where different physical absorption characteristics of the oxygenated and deoxygenated
hemoglobin is measured, eye tracking where the point of subject’s gaze, the motion of an
eye relative to the head and pupil dilation are measured for the analysis of behavior and
cognition and face reading which detects and analyses micro movements of facial muscles

( Ekman, 1988 ) are techniques that record the neural activity outside the brain.

As far as single cell recordings are concerned thoughts can be decoded from the
activity of concept cells ( Quiroga, 2012 ) which represent abstract concepts, and become
active when person sees a picture of the concept ( Quiroga et al. 2005 ), thinks about the
concept ( Kreiman et al. 2000 ) or recalls it from the memory ( Gelbard-Sagiv et al. 2008
). Patients with implanted electrodes in the medial temporal lobe that localize the brain
regions as the cause of their pharmacologically uncontrollable epilepsy were the means of
this invasive measurement. Naturally similar measurement methods are only used for

non-human subjects.

The argumentation around neuromarketing techniques is frequently a major topic
in the literature ( Ariely, Berns, 2010; Plassmann, Venkatraman, Huettel, Yoon, 2015;
Leeetal., 2017; Chark, 2018; Shaw, Bagozzi, 2018 ). Plassmann et al. (2015 ) postulates
5 concrete ways in which neuroscientific tools can be applied to improve understanding
marketing theories and consumer behavior by identifying mechanisms, measuring implicit
processes ( Matukin, Ohme, 2017 ), dissociating between psychological processes,
understanding individual differences and improving predictions of behavior. Challenges

such as that neuroscience research informs about the understanding of consumer behavior
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fMRI EEG Eye Tracking Biometrics Facial Coding
Detailed emotional responses Engagement level Attention Engagement level Emotional responses

Recall Recall Confusion Positive or negative responses
Engagement level Speed of recognition
Engagement level
Pricing Advertisements Website design Advertisement content Advertisement content
Used for Branding Branding Advertisements
Packaging
Expensive and partially invasive Mot precise compared to fMRI but good temporal resolution  Inexpensive and easy to apply Complimentary technique Inexpensive

Consumer Insight

1ges and Di i for Lab setup Less costly Not measuring emations
Gold standard for measurement of specific measurement ~ Requirement for Lab setup More efficient use with biometrics

Table 2 Frequently used Neuromarketing Techniques, Usage Areas, Advantages and
Disadvantages.

and not the consumer’s behavior, it relies mainly on backward inference to identify
psychological mechanisms and neuroscientific studies are less reliable and generalizable
than traditional marketing studies, were also discussed and explained. Considering the
most frequently used neuromarketing techniques a compact summary of advantages and
disadvantages along with the usage areas and what the technique reveals about consumer
Is provided above in Table 2. One thing is sure about neuromarketing techniques: As it is
a discipline merged together and benefits from multidisciplinary measurement techniques
while validating existing insights and generating novel ones, traditional and
neuroscientific approaches act as compliments to existing marketing research techniques
and not as substitutes ( Hsu, 2017 ).

2.7.COMMERCIALIZATION OF NEUROMARKETING

From a theoretical point of view before referring to commercialization of
neuromarketing it should be explained that this is already one of the hot titles discussed
between pro and anti- Neuromarketing supporters in the literature ( Chark , 2018 ). As far
as the terminology is concerned the question is whether neuromarketing should be
considered as a branch of neuroscience that studies human behavior by benefiting from
theoretical perspectives of consumer research or is it the consumer research itself
contributing to the development of consumer theories by making use of neuroscientific
methodologies ( Plassmann et al., 2015). It is the first explanation that leans more towards

neuroscience, medicine, psychology whereas it is the second part where the superior value
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Is seeked and delivered as far as marketing practices are performed by neuromarketing

companies nowadays.

Within the classic marketing world there was always the urge and mutual request
to deliver the superior value and to do that in a predictable, measurable and successful
way. It was not new that many marketing campaigns with huge investments or new
product solutions with high hopes did fail, resulting in negative return of investment ( ROI
) or even causing nonreturnable severe economic consequences ( Castellion, Markham,
2013 ). The excessive numbers of companies in various markets and the technological
rapid means of how consumers reach out to data, followed by consumption of the product/
service solution contributed to marketeers evaluate what they have in their hands to benefit
from more ( Steven, Burley, 1997 ). Krugman ( 1971 ) was one of the first marketeers who
used EEG to analyze the relationship between marketing measures and brain activity.
However, Gerald Zaltman and Stephen Kossyln were the first marketeers who had filed a
patent for a neuroimaging tool that should validate whether an external stimulus provokes
emotion, preference or prediction and helps to predict consequences of the stimulus in a
consumption or purchasing environment. That was the first commercial neuro-snowball

rolled down from the top of the mountain ( Hakim, Levy, 2018 ).

2.7.1.PROVISION OF NEUROMARKETING INSIGHTS TO COMMERCIAL
WORLD

In the last decade neuromarketing has been the center of hope and the commercial
starting point of many entrepreneurs and interested professionals with multidisciplinary
professional backgrounds ( Ariely, Berns, 2010 ). Though the hype is also there because
of the lack of enough theoretical foundations ( Plassmann et al., 2015 ), repeatable and
numerous scientific experiments ( Sar1, Yilmaz, Ferik, 2019 ) in global and local scale,
procedural standards ( Schneider, Woolgar, 2019 ) , ethical issues ( Stanton, Sinnott-
Armstrong, Huettel, 2017 ). Despite that the growing interest, some successful solutions
and the idea of limiting the rate of failure to a certain threshold supported the wide-spread

of industries such as gastronomy, product design ( Spence, 2019 ) , automotive, ( Erk et
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al., 2002 ), FMCG ( McClure, 2004; Kuhn, Strelow, Gallinat, 2016 ), fashion ( Baldo,
Parikh, Piu, Mdaller, 2015; Li, Wang, Wang, 2017 ) , Hollywood ( Christoforou,
Papadopoulos, Constantinidou, Theodorou 2017 ) which show interest in collaborating

with commercial consumer research or better said neuromarketing companies.

The rise of the number of neuromarketing companies contributed to initiating the
establishment of a common roof where the debated issues as well as the advances,
influences, ethical issues are discussed. The related Neuromarketing Science and
Business Administration Association ( NMBSA ) includes also an actual list of

neuromarketing companies registered to the association ( Table 3). As previously stated,

A platform to make better decisions.(fMRI, EEG, IAT)

Alpha One Improve the Ad, Package or POS.
Raise your customer journey by raising your knowledge
BrainRaise of neuromarketing. Consulting, training and workshops.

Conversion rate optimization and guerrilla marketing
strategies based on powerful neuromarketing measures

Publishing and events. Two blogs: CustomerTalk and
Bijgespijkerd. Events like ‘Customer Behavior & Insights
in 1 Day. Training programs on marketing,
communications and customers

CustomerTalk

With groundbreaking tools like Hormonal Quotient®,
Sensory GeoMaps®, Persona Quest®, Wait Marketing,
Derval Color Test®, Sensory Lab®, experts help brands
develop the right products and experience

NETHERLANDS
DervalResearch

Predicting consumers' attitudes, intentions and behavior

Neurensics by using fMRI techniques

Successfully applying (strategic) neuromarketing on
Studio ST&T campaigns, websites and (online) ads. Conversion rate
optimization and persuasive design.

Unravel Research Successfully applying (strategic) neuromarketing on
(previously ST&T campaigns, websites and (online) ads. Conversion rate
Research) optimization and persuasive design.

Table 3 List of Neuromarketing Companies on NMBSA ( Accessed on July 2019 ). The

Companies are Chosen According to the Number of Most Published Scientific Articles

about Neuromarketing between 2005 — 2016 in that Country ( Yagci, Kuhzady, Balik,
Oztlirk, 2018 ) and Adding Turkey.
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Decode
Marketingberatung
GmbH

We help to increase brand equity and marketing ROI by
leveraging neuropsychology and behavioral economics for
brand management and shopper marketing. We consult
and conduct research globally.

DervalResearch

With groundbreaking tools like Hormonal Quotient®,
Sensory GeoMaps®, Persona Quest®, Wait Marketing,
Derval Color Test®, Sensory Lab®, our experts help
brands develop the right products and experience

GERMANY Kochstrasse™ is a marketing agency known for award
Kochstrasse - Agentur | winning ideas and Neurostrategy. They apply methods
fir Marken GmbH such as fMRI and IAT and translate Neuroinsights into
design and brand strategy.
. Predicting consumers' attitudes, intentions and behavior
Neurensics : X
by using fMRI techniques
The Neuromarketin Pricing and communication research based on the latest
Labs g EEG and fMRI technology. NeuroPricing® - proprietary
methodology to measure customers’ willingness to pay.
SalesBrain Turkey Neuromarketing training and consultancy
TURKEY First and leading neuromarketing company in Turkey,
ThinkNeuro / TN Noro | serving mostly multinational companies by utilizing
Pazar Arastirmalar1 A.S. | fNIRS, EEG, eye-tracking for ad test, pack test, brand
strategy, shopper research etc.
. Consumer neuroscience, customer experience, customer
Buyer Brain
engagement & loyalty, employee engagement
Helping to increase brand equity and marketing ROI by
Decode Marketing Itd leveraging neuropsychology and behaw_oral economics for
brand management and shopper marketing. We consult
and conduct research globally.
Integration of neuroscience-based techniques and
UNITED Kantar Millward Brown | conventional research. Global reach with automated facial
KINGDOM coding, implicit measurement and eye-tracking

Integration of neuroscience-based techniques and

Kantar TNS conventional research. Global reach with automated facial
coding, implicit measurement and eye-tracking
LAB decode audience reactions & create principles that
Lab measurably influence behavior. Using facial coding, eye

tracking, GSR & IRT, LAB combines findings with deep
insights into consumer psychology.

Table 3 List of Neuromarketing Companies on NMBSA ( Accessed on July 2019 ). The
Companies are Chosen According to the Number of Most Published Scientific Articles
about Neuromarketing between 2005 — 2016 in that Country ( Yagci, Kuhzady, Balik,
Oztiirk, 2018 ) and Adding Turkey.
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Mindlab International Ltd.

Quantitative implicit testing

Neuro-Insight UK Ltd.

Operating globally, offering validated SST brain
activity measures & implicit measures of brand
attribution. Specialized in TV, internet & mobile
advertising research as well as media research

Nielsen Consumer Neuroscience
Europe

Helping to build more powerful brands by
applying the most rigorous, cutting-edge
neuroscience (EEG, biometrics, facial coding,
eye-tracking and more) at a global scale

NeuroStrata~CloudArmy -
Neuromarketing Consultancy &
Testing Platform

Neuro-Consulting, Project Management,
Training & Advisory, Platform Testing & Apps
development, White Label services

Split Second Research Limited

Implicit reaction time platforms for testing: brand
equity, brand positioning, ads (TV, radio,
digital), new products, taglines, logos, packaging
and sensory. Online and central location testing.

The Forte Research Group

Neuroscientific tools (mobile eye tracking with
synced engagement -PPG, BVP, GSR and facial
coding) measure consumer connectivity,
holistically, providing visceral insights about
behavior/experience

Walnut Unlimited

Experts in combining the latest neuroscience and
behavioral economics tools and theory with
traditional approaches to better understand
people. Delivering actionable and easy to
understand insights.

UNITED
STATES OF
AMERICA

BIOPAC Systems, Inc.

Tools for measuring human emotion and
experience. Collect, combine and analyze
biometric data, eye-tracking, facial expressions,
stim, VR, fNIR, video, surveys, EDA, EEG,
ECG, etc.

Blue Kite Insight LLC

Blue Kite’s methodologies identify the
emotional, nonconscious drivers of consumer
behavior and preference to optimize advertising
creative, product design, digital communications
and user experience.

Table 3 List of Neuromarketing Companies on NMBSA ( Accessed on July 2019 ). The
Companies are Chosen According to the Number of Most Published Scientific Articles
about Neuromarketing between 2005 — 2016 in that Country ( Yagci, Kuhzady, Balik,
Oztiirk, 2018 ) and Adding Turkey.
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CoolTool is a new gen automated platform based on
Al-powered behavioral tools for getting

CoolTool nonconscious insights that allow you to create
engaging ad campaigns, strong brands, and effective
websites.

Helping to increase brand equity and marketing ROI
by leveraging neuropsychology and behavioral
Decode Marketing LLC economics for brand management and shopper
marketing. We consult and conduct research
globally.

Implicit association measurement (IE Pro
Technology), associations with psychophysiological
experts, projectives, metaphor elicitation, relaxed
mind state interviewing, and psychodrama.

Emotive Analytics

Use of Neuroscientific tools (biometrics - GSR,

UNITED HRV, fEMG; EEG; eye-tracking), psychological
STATES HCD Research tests and traditional research for holistic
OF understanding of consumer behavior.
AMERICA

Integration of neuroscience-based techniques and
conventional research. Global reach with automated
facial coding, implicit measurement and eye-
tracking

Kantar Millward Brown

Operating globally, offering validated SST brain
activity measures & implicit measures of brand
attribution. Specialized in TV, internet & mobile
advertising research as well as media research

Neuro-Insight US Inc .

NeuroStrata~CloudArmy
NeuroMarketing Consultancy &
Testing Platform N/A

Helping to build more powerful brands by applying
the most rigorous, cutting-edge neuroscience (EEG,
biometrics, facial coding, eye-tracking and more) at
a global scale

Nielsen Consumer Neuroscience

Neuromarketing and neurocreative services

Salesbrain LLC . L2 .
applying a scientific persuasion model

Table 3 List of neuromarketing companies on NMBSA ( Accessed on July 2019 ). The

Companies are chosen according to the number of most published scientific articles

about neuromarketing between 2005 — 2016 in that country ( Yagci, Kuhzady, Balik,
Oztiirk, 2018 ) and adding Turkey.

neuromarketing is in its infancy ( Zaltman, 2003 ) as a scientific discipline and thus
neuromarketing companies introduce themselves frequently by the neuroscientific

techniques they use by choosing to be focusing on branding, brand equity, brand
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personality, brand strategy, pricing, packaging, product design etc. There is no stated
industrial specialization. In that sense fashion is a rarely visited industry area in terms of
scientific traceability. Among the few publications there are some sparks that seek to
define neuromarketing as a new approach for fashion marketing ( Mull, Seung-Eun, 2014
) or benefit from neuromarketing on fashion product design ( Li, Wang, Wang, 2017 ) or
evaluate brand performance and consumer choice ( Ramsgy, Jacobsen, Olivarius,
Bagdziunaite, 2017 ) and try to define neural correlates of product evaluation in the
context of celebrity and fashion ( Stallen, Smidts, Rijpkema, Smit, Klucharev, Fernandez,
2010).

2.7.2.APPLICATION OF NEUROMARKETING INSIGHTS BY THE
COMMERCIAL COMPANIES

After going through the techniques of neuromarketing the study has covered so far
how neuroscientific techniques were adapted and used to provide useful data and
information. The next step is to explain what kind of insights were able to be delivered in
conjunction with traditional marketing touch points and commercially focused areas in
various industries. Thus, this section of the dissertation covers whether and how
commercial companies did and do benefit from these insights by supplying literature-
based examples. An empirical typical neuromarketing study for a commercial company
can be illustrated in Figure 14 where after commercial brief has been received from the
company, definition of the deliverables is made, and consensus of the deliverables is
followed by the initiation of the actual study. Behavioral responses and brain activity are
measured in response to the stimulus with one or multiple neuroscientific techniques
which then result in the collection of data that are interpreted according to the deliverables.

This interpretation is translated afterwards into marketing tactics and strategy of the
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E Evaluation of the Results
; of the Deliverables

Figure 14 Conceptual Schematic of an Empirical Neuromarketing Study with a
Commercial Company. Adapted from ( Lee, brandes, Chamberlain, Senior, 2017 ) Solid
Line Borders Define the Activity Area of Neuromarketing Company and Dashed Line
Borders Define the Activity Area of Neuromarketing Company and Dashed Line Borders
Define the Activity Area of the Commercial Company

commercial company. After the application the results are evaluated whether the
expectations are met or luckily overachieved. What particularly interesting is that the
connection between the evaluation of the goals performed by the commercial company
and the commercial brief along with the definition of deliverables are missing. Also, the
territory where the measurement process and setup’s non-disclosure are remarkable. (
Schneider, Woolgar, 2019 ). These facts are well noted in the literature as the concern of
customers, consumers, target audience, commercial companies that may or may not have
their own constraints and limitations ( Javor, Koller, Lee, Chmberlain, Ransmayr, 2013;
Lee, Senior, Butler, 2012; Senior, Lee, 2013 ). Concerns such as lack of participant
numbers for generalizability issues, consideration of neuromarketing studies as weird, fear
for the perception that the research will lead to flush the consumer’s mind are some of the
mentioned points where some of them can be attributed to ethical definitions and lack of
procedural definitions. The justification of cost and whether neuromarketing is a primary
research method or a complimentary one are also discussed in previous works ( Spence,
2019 ). Although recent studies reflect there is a tendency that neuromarketing is
considered to be a complementary marketing research pathway next to traditional

marketing research ( Lim 2018 ), all of the above contribute to the outcome that there are
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very few studies in the literature that connect applied neuromarketing outcomes with
actual business figures and results.

Among many applications, car companies show a rising interest in
neuromarketing. Ford Motor Daimler Chrysler is using medical research tools to examine
the ways how consumers think, Hyundai Motor uses EEG tests in the design process of
the cars and measure the reactions of the consumers as part of the brand strategy. Toyota
investigates whether it is possible to demonstrate that cognitive neuroscience can help to
design multisensory warning signals for drivers that are significantly better than an
engineer can come up with ( Kumar, Singh, 2015; Spence, 2019 ). A recent study about
car manufacturers in Europe shows that the expenditure for innovative marketing is
dropping every year between 2009-2015 whereas Daimler’s neuromarketing touch on the
advertisement campaign grew their sales by 12% in 2017 and increased to profit up to
24%. ( Plakhin, Semenets, Ogorodnikova, Khudanina, 2018 ). Applied neuromarketing
outcomes on film industry reflect that a Hollywood film’s premiere performance can be
predicted up to 23-fold increase when compared with prediction methods that use
traditional methods ( Christoforou, Papadopoulos, Constantinidou, Theodorou 2017 ).
When it comes to fashion, self-report and brain data prediction accuracy methods are
compared in a case study and simulation based on a sales data which was based on self-
report resulted in the rise of company gross profit by 12,1% whereas brain-based
prediction increased the profit to 36,4% ( Baldo, Parikh, Piu, Miller, 2015 ). Another
publication is about the search to test consumer’s willingness to pay more where fashion
items are presented to the participants ( Ramsgy, Jacobsen, Olivarius, Bagdziunaite, 2017
). Fashion product design was the subject of another study where EEG and Eye tracking
methods were used to demonstrate how human psychology and behaviors are affected by
product appearance ( Li, Wang, Wang, 2017 ) which is not reported to be used by a

commercial company to the knowledge of this dissertation.

In Turkey the actual number of published empirical neuromarketing studies with
collaboration of commercial companies are very few. Interaction with commercial
companies such as VVodaphone, Turkcell, Turkish Airlines, Denizbank etc. demonstrate

that the global tendency and rising interest for discovering new methods are there for
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topics such as advertisement performance, brand loyalty, brand personality, packaging,
consumer decision making ( Girisken, Bulut, 2014; Cakir, Cakar, Girigken, 2015 )
however how these studies are translated into marketing strategies, how these are

performed and what the related results are could not be exemplified.

2.8.NEUROMARKETING AND ETHICS

As repeated several times within this literature review neuromarketing offers
valuable information about consumer decision making which tend to overrank classical
marketing research methods especially in the last decade. Along with neuromarketing,
newly established ways of tracing the consumer’s way of thinking and even creating
related behavior patterns by using Big Data and Mega Data are very attractive and popular
topics nowadays. The mega data allows the development of psychometric patterns and
the big data enables the establishment of behavior pattern-making based on the
information derived from the social networks and neuromarketing deals with the way
consumers conscious or nonconscious feedbacks to stimuli that are generated by
marketing efforts ( Isa, Mansor, Razali, 2019 ). Although all 3 subjects are relatively new
fields, the multidisciplinary way of approach and the relatively open exposure of
neuromarketing to external public have led neuromarketing receive a decent amount of

criticism. The foundations of the way of consumer thinking which indicate;

1. People can not know what they want
2. People can not tell you the truth about their wants and dislikes if they know
them

3. ltis dangerous to think that people can behave in rational way,

were actually established after the second world war but it was the realization of
neuromarketing as a lie detector that made claimed to enable and to expose consumer

preferences at an implicit and explicit level ( Nemorin, 2018 ).

From a theoretical point of view but including practical approaches, the aspects

and definitions of neuroethics, bioethics and neuromarketing ethics were used
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interchangeably. This is also an outcome of that bioethics deals with questions like
protection of human research subjects, informed consent, privacy and autonomy and
ethics in neuroscience was developed at a parallel time frame with the rise of
neuromarketing. However, all these three concepts are different from each other as
bioethics is not interested in human economic behavior and neuroethics can be considered
as the ethics of neuroscience and the neuroscience of ethics where the latter is closer to
neuromarketing ethics because of the fact that it deals with how moral judgment is formed
in human brain. Knowing that neuromarketing studies the neural mechanisms of economic
behavior the bridge between these two concepts can be constituted ( Thomas, Pop, lorga,
Ducu, 2017 ).

As far neuromarketing ethics are concerned the aim and the scope of neuroscience
method usage are decisive points in terms of research implications ( Isa, Mansor, Razali,
2019). On the other hand, debated topics in previous works indicate that ethical criticism
about neuromarketing was caused by the harm and the potential risk for violation of rights.
Both points are a result of brain’s perception as a buy button that can be manipulated and
consequently influence the choice of the consumer. Moreover, there also ethical
attributions to that neuromarketing exacerbates consumerism and the rising debt (
Wieckowski, 2019 ). However, the contrary view claims that the exposure and
presentation of neuromarketing should rather be reflecting the consumer’s brain not as a
buy button but as a means that companies use to create a better product or advertisement

to entice the customer and not manipulate the consumer’s mind ( Stanton et al., 2016 ).

Typical examples of neuromarketing studies are available in the literature where
international standards established in early 60°s ( Sargezeh, Tavakoli, Dailiri, 2019 ),
country specific bioethical standards ( Christoforou, Papadopoulos, Constantinidou,
Theodorou 2017 ), university specific ( Cakir, Cakar, Girisken, 2015) or independent (
Rampl, Opitz, Welpe, Kenning, 2016) research ethics committee validations are used for
ethical compliance fulfillments. Having aside the finding that there are various ethical
referrals, in 2013 the Neuromarketing Science and Business Association ( NMBSA )
developed an ethics code specifically designed for neuromarketing research practices

which details standards such as pertaining integrity, credibility, transparency, privacy etc.
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These standards mandate that researchers should not mislead participants by exploiting
their lack of knowledge about neuroscience, that the research objectives should be clearly
communicated to the participants, that the recorded responses and data files should not
held any longer than the necessary study is completed and that participants are protected
effectively from potential manipulative consumer behavior directions ( Bakardjieva,
Kimmel, 2017 ).

Neuromarketing continues to evolve and induces attention in an accelerated way
within not only the marketing society but also in the public and neighboring disciplines.
Thus, it would be not logical to expect from neuromarketing to hold its ground defined as
of today but rather expand towards new territories with existing and new neuroscience
methods. It is important for companies who are using neuromarketing or who are
benefiting from it to set up rules and regulations which highlight what can be done and
what can not be done with neuromarketing. These rules should then be translated in to
standard operating procedures ( SOP ) which must be followed, updated regularly and

validated by higher authorities such as ethic committees.

2.9.SUMMARY

The literature review focused on a circumferential summary of vital aspects that deal
with neuromarketing and specifically on a global and Turkish perspective with a particular
interest in fashion industry. The section begun with the origins of consumer market
development in order to have a solid foundation to build upon as far as the consumer and
consumer decision making is concerned. How neuromarketing was defined and which
particular turning points during near past were followed by the mysterious side of human
conscious and unconscious brain. Relatedly the idea and frequent representation of the
branded brain in previous works were exemplified with cases from various industries but
it is shown that it was not only the brain which was the initiator of human decisions. The
complex network that consists of multidisciplinary items such as emotions, attitudes and
memory were described and their roles in the human behavior were discussed. The

advance of technological developments in neurosciences and how they are capable of
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measuring factors influencing human behaviors along with short details were the next
topics. In alignment with the overall goal of this study the literature review continued to
share the commercial part of neuroscientific measurements and explained where
neuromarketing is located theoretically in this concept, how commercial companies
benefit from neuromarketing studies and how neuroscientific empirical studies are

commercialized by neuromarketing companies.

Finally, whole reviewed information was filtered with an ethical perspective where
current prominent headings, regulations and recommendations in this territory were

reflected.
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CHAPTER 3

METHODOLOGY

3.1.  INTRODUCTION

Having targeted to provide with the research aim, questions and objectives
followed by profound literature review, first research question has been answered partially
in the previous chapters and proper base in order to be able to answer the rest of the
research questions has been created. This chapter of the dissertation aims to form the
backbone of creating unique information that will be discussed in the findings and
extended subsequently in the following sections. It will begin with the methodology
framework which sheds light on the research process and procedure. The rationale behind
the research design and how qualitative methods are aligned with the scope of the
dissertation will be explained in the later sections. Following that details of the in-depth
interview structure, research sample and on what basis this population was chosen clarifies
by also providing related data in the appendices. The methods how the data was collected,
and the needed time horizons are the sections prior to the provision of explaining the data
analysis. The chapter finalizes with possible ethical concerns raised in the literature
including similar methodologies and how these raised items were handled throughout the

study.

3.2. METHODOLOGY FRAMEWORK OVERVIEW

The Design of the methodology framework was carried out according to the goal
that it meets the objectives explained in section 1.7 which are aligned with the overall
research aim of the dissertation stated in section 1.4. The inductive research covers an
extensive literature review in multidisciplinary setup which deepens and sharpens with
the addition of key opinion leaders’ insights about the potential or existing relationship of
fashion industry and neuromarketing companies. Figure 15 depicts the research process

and related research procedure accordingly. Although scientifically a positivist
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philosophy would benefit from working with observable social realities where the end
product can be law like generalizations which are similar to those produced by the physical

and natural scientist ( Remenyi et al., 1998 ), the nature of the fact that neuromarketing

Research Questions and Objectives ( Chapter 1 )

Research Process

Research Research Research Research Resear_ch Research Datg
Sampling Collection
Philisophy Approach Strategy Methods Strategy Population Method

Research Procedure
\

O
™
A

Probability
Key Opinion
Leaders

)

is far from being formulized with thick border lines neither in theory nor in practice as

W

Figure 15 Methodology Framework

well as the scarcity of applications in fashion industry require an interpretivist philosophy
in alignment with the exploratory aim of the research. In this regard the study advocates
that it is necessary to understand the differences between humans in our role as social
factors. Ontologically this brings the outcome that this work is socially constructed and
subjective based on the extensive literature review and in-depth interviews.
Epistemologically the subjective meanings as well as the social phenomena behind the
evolution of neuromarketing and the relationship between neuromarketing and fashion is
investigated. The focus on the details of the current situation contributes to the revealing
of the reality which is explained in a deeper way with the support of subjective meanings
and motivating actions. As being a part of the topic what has been researched here the

axiology is in alignment with the interpretivist philosophy.
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The inductive research approach in this dissertation aims to gain a deeper
understanding of the meanings with regard to neuromarketing and its applicability in
fashion industry by collecting related qualitative data with less concern on formulating
generalizations. As far as the research strategy is considered the purpose is to describe and
explain the defined social world which consists of the subjects — neuromarketing and
fashion business leaders — inhabit and that is what this ethnographic research strategy is
firmly rooted in the inductive research approach. The research method encompasses multi-
method qualitative studies including previous literature reviews, application case
examples and in-depth interview. With the probability research sampling strategy, the
chance and probability of each case which is selected from the population is known and
equal for all cases. Relatedly the research population is constituted according to the
impracticability of covering the entire population, potential budget constraints and time
scarcity of researched opinion leaders. Finally, the data the research was conducted by
using cross-sectional data collection methods between January-September 2019 with a
limited time frame ( Easterby-Smith et al., 2008 ) in the pursuit of exploring insights

about the perception of neuromarketing and its applicability in fashion industry in Turkey.

3.3. RESEARCH DESIGN RATIONALE

An interpretive approach is sourced by the idea that the social world is
ontologically different compared to the natural world or that the social world needs
particular methodological means to be comprehended ( Hughes, Sharrock, 1997 ). As
such the methods used to understanding knowledge related human and social sciences can
not be the same as they are in positive sciences because humans interpret the world and
then act based on the interpretation while the world does not ( Hammersley, 2013 ). It is
only through subjective interpretation and intervention that the reality can be completely
understood. The consequence of this research approach is the creation of a relativist
ontology where a single phenomenon has many interpretations and one truth which can
be determined by a measurement process. Moreover, the interpretivist approach seeks to

gain more and deeper understanding of the phenomenon and its complexity in its unique
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context without having the concern for creating generalizations for the whole population
( Creswell, 2007 ).

The ultimate goal of the research design is to be able to answer the research
questions in Chapter 1 by using and progressing in the conceptual framework, collecting
and reflecting insights in Chapter 4 and 5 and finally using all gathered knowledge to
formulate conclusions and recommendations. The qualitative interpretivist work was
crafted to collect the understandings and approaches towards neuromarketing either on
practical or theoretical fields where it employs in-depth interviews to 8 key opinion
leaders to find out what is happening currently on both - neuromarketing and fashion-
with regard to neuromarketing and that with a particular interest in perception, knowledge,
interest and concerns. The idea behind this is to condense collected data around chosen
factors and outcomes that are a product of the literature review and in-depth interviews
and interpret these in an inductive way to lead to deductions and recommendations.

3.4. QUALITATIVE REASONING

Evident ideas were exemplified in terms of attention areas of marketing about
neural correlates of consumer behavior which caused considerable excitement within
marketing profession as well as the wider population ( Mucha, 2005 ). However rich
descriptions and applied areas do lack of the focus for fashion industry and its ties with
neuromarketing from both ends. Thus, to provide contribution to the research inductive
and interpretive meanings are sought with the qualitative methods used in this dissertation
for drawing the multidisciplinary elements of perception about the linkage of

neuromarketing and fashion.

Quialitative is a way to illuminate emotion and bestow texture. Moreover, it is used
in the research process where the role is more confirmatory than exploratory studies (
lacobacci, Churchill, 2010 ) and where it encourages deviations and creativity (
Stallworth-Hooper, 2011 ). Therefore, a qualitative method was used to develop and study

the research problems. Previous studies on qualitative works warn against the replacement
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of simplification with complexity ( Mariampolski, 1999 ). Researchers state also a division
between positivist and interpretivist split based on the methodological orientation where
the major criticism is received around mixing of methods with a lack of clear justification
and clarity. To develop new insights and achieve study objectives concentrated literature
review is coupled with conduction of in-depth interviews as an extension of previous

research with particular focus on fashion ( Eser, Isin, Tolon, 2011 ).

3.5, IN-DEPTH INTERVIEW STRUCTURE

In alignment with the way of usage of in-depth interviews as a qualitative method,
the structure is designed to seek deep information and knowledge compared to it was
sought in surveys, interviews and focus groups. It aims to promote reflecting personal
matters, values and experiences, occupational ideology, perspective and concerns (
Johnson, Rowlands, 2012 ). This is achieved by making use of previous research
categorizations ( Eser, Isin, Tolon, 2011 ) and structuring a 7 steps approach as depicted

in Figure 16 ( Kvale, 1996 ). 2 sets of in-depth interviews were applied to 8 members

** *** *

Figure 16 In-depth Interview Process
of the target audience where the purpose of the interview was worked in the thematizing

section and where the details of the questions are to be found in Appendix A. In pursuit
of finding the answers of research objectives the questions in the design of the interview
were constructed in a way to elicit this information through the interview structure. Thus,
categorizations and amounts of questions for cross-checking purposes to obtain
information are reflected in Table 4 below. Remarkably although the total amount of
questions is 18 in the interviews, several questions included motives belonging to another
question category under business experience and background with a focus on marketing,

knowledge about neuromarketing, willingness to make use of neuromarketing research,
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conducting neuromarketing research for different industries and ethical concerns to test
the validity of previous given information and find out relevant possible attention points
if there are any. Except the questions where the demographic Info has been retrieved all
of the questions formed as open-ended so that the respondents have the possibility to
expose their views and provide with detailed opinions on the chosen topics which prevents
them from answering with a mere yes or no. The semi-structured form was chosen to
contribute to the conversational flow of the Interview so that the respondents do not feel

they are being interrogated. For every Interview a face sheet which included time, date

Categorization Number of Questions
Demographics 3
Business experience and
background with a particular 6
focus on marketing
Knowledge about 4
neuromarketing
Willingness to make use of 5
neuromarketing research
Willingnes to conduct
neuromarketing research for 6
different industries
Ethical Concerns 6

Table 4 Categorizations of In-depth Interview
Questions

and place of the Interview was included along with a post-interview comment sheet where
additional notes such as feelings, interpretations and similar comments are provided (
Boyce, Neale, 2006 ). The responses have been recorded via voice recorder application
and were transcribed manually via listening and transferring into written form. In the
analyzing section content analysis was performed which was followed by triangulation
with the literature review and reconfirmation of the responses from the respondents.
Finally, the results were shared according to categorizations in the in-depth interview
structure and with the aim to meet the objectives by answering the research questions in

the first chapter.
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3.6. RESEARCH SAMPLE AND THE RELATIVE POPULATION

As part of planning, preparation and meeting of research objectives sampling
strategy was chosen as probability sampling. That is each case being selected from the
population is known and equal for all cases in terms of statistical probability for answering
the questions with diverse but equal amount of knowledge ( Saunders, Lewis, Thornhill,
2009 ). The process considered 4 stages: Identification of suitable sampling frame,
decision on the sampling size, selecting the sample, crosscheck of the sample’s

representation for the population.

The in-depth interview research part of this exploratory study focuses on
neuromarketing companies and fashion industry in Turkey thus while identifying the
suitable frame for the study these two factors were set as primary sampling boundaries.
Regarding the neuromarketing companies, although there are agencies that make use of
neuromarketing as research methods this study restricted the respondents to be chosen
from the population that are dealing with neuromarketing techniques as primary and core
marketing methodology. International listings that are available for Turkey as well came
up with 2 company names and google research turned out to provide 4 results which closer
secondary research confirmed that all these companies are dealing primarily or only with
neuromarketing research techniques whereas there was a crossmatch on international
listings and google research. Consequently 5 neuromarketing companies are shortlisted to
be included in the sampling frame. Textile and fashion industry in Turkey have many
subcategories apart the fact that as an industry it is one of the leading productions and
exporting platforms in terms of revenue generated and portion in the foreign trade balance
(TUIK, 2013). Among three subcategorizations retail sector of fashion points was found
out to be the highest revenue generated and the most positive contributor to the Turkish

foreign trade balance. Thus, the sampling frame has been completed accordingly.

The sampling size for neuromarketing companies was chosen to include all hits as
they are all geographically in the same city where the study was performed, and no
distinction or sub selection was made in terms of any specific neuromarketing method or

interested business area these companies are working in. The sampling size for the fashion
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industry respondents were chosen according to the independent brand evaluation reports
of Brand Finance that are published in 2016, 2017 and 2018 ( Appendix D). In terms of
the technical expertise and credibility research was performed and found out that the
reports are frequently peer-reviewed by the big four audit practices, it has been accepted
by tax authorities and regulatory bodies around the world, including the IRS, HMRC and
ATO. Fully complaint valuation with 1SO 10668 was found out to be attributed to
company’s technical expertise along with the contributing membership in Marketing
Accountability Standards Board ( MASB ) 5 Turkish companies that ranked within top
100 fashion companies on a global scale were selected as the representative sampling size.
Consequently C- Level executive leaders of these fashion companies and neuromarketing
companies are shortlisted to be contacted as selected samples. Finally crosschecking of
the representativeness of the sample for the entire population was scaled according to the
entire population where all of the research results in terms of Turkish neuromarketing
companies were listed to be contacted and 5 top brands in Turkish fashion industry in 3

consecutive years were selected to represent the whole.

3.7. DATA COLLECTION METHOD, RATIONALE AND TIME HORIZONS

Throughout the dissertation two main data collection methods are made use of
where both methods were qualitatively in alignment with the nature of the dissertation (
Robson, 2002 ) and contributed to seek new insights while answering the research

questions.

In the first part of the dissertation secondary research was used where written
materials, journals, books, media accounts, private/university/government websites,
industry statistics and academic surveys were the data sources. This contributed for the
reader to build up the basis and actual knowledge about neuromarketing and its aspects.
The multifactual approach that took major aspects of neuromarketing into account tried
also to make connections with fashion industry as part of the research goal. The time
horizon was not limited to a certain window and the study has been updated as long as

there is a new publication that can relate to the research and make meaningful and deeper
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contribution to the study. In the second part of the dissertation in-depth interview was
used as a qualitative method which involved conducting intensive interviews with a
limited number of individuals face to face. The rationale behind choosing in-depth
interview as the data collection method lied in the limited global and local publications
about neuromarketing, even less amount of publications that connect neuromarketing and
fashion, the prominence of fashion in Turkish local and global commercial platforms, the
potential that neuro-measuring methods can be applied to consumers and the fact that
some of the world renown fashion brands are Turkish. The aim in interviewing the
respondents was to hear, translate, interpret the thoughts and behaviors of the respondents
in pursuit of the exploration for the potential connection between neuromarketing and
fashion on a perceptional level. The facts that this method can be prone to bias, time-
intensive and it may not lead to generalizations were considered carefully ( Boyce, Neale,
2006 ) Timewise the snapshot characteristics of the research method implies a cross-
sectional study, whereas respondents were not held back from providing their thoughts in
a retrospective time horizon. On the other hand, the time required to reach to the
respondents has gone much beyond the plan which was initially 2 months and ended up

in 11 months.

3.8. DATA ANALYSIS

Having consisted of 2 sources of data the study needs to be analyzed in two
perspectives. First part where the literature review predominantly investigates and sums
up prominent subjects in the business and academic platforms focusing on the connection

of neuromarketing and fashion clutter previous works under related subtitles.

The second part of the data analysis concerns with processing of the collected
information in the in-depth interview content analysis was used. Content analysis is a
detailed and systematic examination and interpretation of data in order to identify patterns,
themes, assumptions and meanings ( Berg, Latin, 2008; Leedy, Ormrod, 2005 ). The
systematic inductive approach of content analysis that contributes to end up in exploratory

insight is in positive alignment with the goals of this study. Out of the three different
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approaches to conduct qualitative content analysis ( Hsieh, Shannon, 2005 ) that differ
from each other based on the degree of involvement of inductive reasoning, directed
content analysis is chosen as the analysis method. The fact that directed content analysis
uses more analytic codes and categories derived from existing theories or explanations
relevant to the research focus contributed to test the feasibility of perception towards
neuromarketing within a special business cluster that is fashion. The code categories in
Table 4 reflect similar meanings and expectations that exist in the previous literature and

the main stages of the data analysis excluding the planning and presentation parts are

Decontextualization Recontextualization Categorization Compilation

Figure 17 Four Main Stages of Content Analysis

shown in Figure 17 ( Burnard, 1991; Downe-Wambolt, 1992; Berg, 2001 ). Naturally to
maintain trustworthiness and preserve the quality of the analysis the zig-zag effort
mentioned in chapter 1 had to be performed within the content analysis stages as well. The
decontextualization step involved familiarization with the data which was mainly the
building bricks of the literature review. After establishment of the building bricks or
meaning units the recontextualization ensured that all aspects of the content with regard
to the questionnaire, research objectives, aim of the study, choosing of the respondents are
in alignment and contribute to the same direction. Following that the condensation occurs
in the categorization part where the sense of the data and the coded material is extracted
into domains along with the identification of themes and categories. Finally, once the
categories are established, the analysis and writing up part of the content analysis ends

with the compilation of the data.
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3.9. ETHICAL CONCERNS

In-depth Interviews are tailored to supply with the information that is not
accessible via general surveys, secondary research or focus groups. The nature of an in-
depth interview is accustomed to eliciting personal information and personal thoughts
about people, occasions or even the Interviewer herself/himself ( Johnson, Rowlands,
2012 ). Related ethical concerns are managed in a four-step approach throughout this
study. First a consent form that ensures the confidentiality and briefs about the scope of
the Interview has been provided to the respondents prior to conducting the Interview (
Appendix C ). This Form has been retrieved as signed from the respondents and archived
accordingly. For the Ice-breaking part total list of questions have been physically made
available to look at before and during Interview. Moreover, if there are any preliminary
questions about the topic or details of the process, all of them have been answered with
full transparency. Finally, the transcribed text was shared with the participants and asked

for the final consent.

Secondly referring to potential difficult issues in published codes of ethics for
professional social science organizations ( Neuman, 1994 ) all respondents, recordings
and related thoughts will be protected accordingly and will not be shared with any third
parties unless there is willing consent from the respondent. Furthermore, all recordings
will only be kept as one copy on Interviewer’s discretion for a certain period of time and

will be destroyed afterwards.

Thirdly as advised in terms of ethical concerns in the literature the transcribed
interview texts have been recommunicated to the respondents in order to let them choose
not to include any part of the conversation for deprivatization purposes ( Gubrium,

Holstein, 1995 ) and to be able to test the level of trustworthiness of their part of the text.

This chapter delivered clarity on how the methodology of the dissertation was
structured to meet the objectives and answer the research questions. The methodology
framework bridged the concept, research problem, literature review and findings so that
the reader becomes and stay lucid throughout the whole study. It has not only constituted

the backbone of the study but also created unique aspects while selecting and executing
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the methodology without compromising guidelines. Moreover, ethical concerns were
handled with upmost caution in order not to disclose any commercial hints, secrets or

unintended disclosures during the process.
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CHAPTER 4

FINDINGS

41. INTRODUCTION

Expressed earlier in the first chapter this research is based on the inspiration of
booming neuromarketing on global and local scales along with its relationship with an
uncharted territory, fashion. The research objectives and questions were also formed in
order to create related contribution to the academic literature as well as applicable practical
implications for both neuromarketing companies’ and fashion business’ key opinion

leaders. This chapter is the meeting point of the research questions with the solid findings.

Findings begins with the content analysis explaining the details and what kind of
and for which reasons directed content analysis was used. A detailed representation of
coded questions and decoded answers is included where full texts are displayed in the
appendices. Findings cover the evidence in two angles. First, insights and business models
of neuromarketing companies are reflected. This section deals with a rather global and
local comparison and reflection of locally discovered information. Secondly, the rather
local approach focuses more on neuromarketing in the Turkish commercial market place
covering the evidence retrieved from literature review and in-depth interviews with key
executives from both sides. Throughout the entire chapter for comparison purposes earlier
focus points mentioned in the literature, the applied side of neuromarketing and perceptive

results are prioritized and research questions are replied.

4.2. CONTENT ANALYSIS

Existing and prior research summarized in the literature review guided the work
to extend conceptually the framework in an inductive way and by using gathered data
from the in-depth interviews. As previously defined in the data analysis section directed

content analysis was applied throughout the study.
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The decontextualization part of the directed content analysis deals with the
references to existing theories and literature which is considered in several directions. First
point is whether neuromarketing is discussed on theoretical level or applied methods and
how this should be incorporated into various industries. Neuromarketing is still a cross
sectional point between economics, consumer behavior, consumer decision making,
psychology, neuroscience, sociology and marketing ( Ariely, Berns, 2010; Harris,
Ciorciari, Gountas, 2018; Murray, Antonakis, 2019; Sar1, Yilmaz, Ferik, 2019; Shahriari,
Feiz, Zarei, Kashi, 2019 ). Secondly apart the fact that the theoretical foundations of
neuromarketing get merged under a consensus in the academic realm, the value of theory
is doubtful as long as it can not be applied to industries ( Schneider, Woolgar, 2019 ). For
that matter the existing perception about neuromarketing has to be known and threshold
levels of knowledge, applicable spots, potential obstacles have to be discovered. Previous
work with that purpose was useful to have initial findings and category definitions about
the perceptions of academic and industrial world in Turkey ( Eser, Isin, Tolon, 2011).

Categorization about the perception of neuromarketing targeted 4 major points:
Interest and participation, knowledge, awareness, ethics which are applied in this study as
part of recontextualization in the directed content analysis ( Figure 18 ). The extension of
the scope is towards widening in-depth interview content in relation with research
objectives and questions Based on the answers of the questions and the related literature
review an actual baseline for evaluation of applied neuromarketing in the world and
Turkey is drafted. Accordingly, Turkey is academically and practically — in terms of
Business — considered to be a late adapter. Specifically, Turkish fashion sector has the

potential to apply these neuromarketing methods provided that certain criteria are fulfilled.

Question Explaination Description Category Adressed to
1 Gender FC NMC
2 Age Demographics FC NMC
3 Title FC NMC

Figure 18 In Depth Interview - Questions, Descriptions, Explanations and
Categorizations ( FC: Fashion Company, NMC: Neuromarketing Company )
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On the other hand, neuromarketing companies were established since less than a
decade in Turkey which is a limited time frame compared to the rest of the world. Interest
and participation to work with different sectors, level of commercial knowledge and
intelligence, awareness on academical and practical level as far as different industries
were concerned, and ethical knowledge show differential characteristics whereas the
attitude on ethical side is clearly in consensus. Taking the categorizations into account,
level of critical points to be exchanged and perception towards each other can be inducted

relatedly.

Two sets of samples are chosen as target groups in this study and for the
application of in-depth interview data. Neuromarketing companies is chosen via google
research with keywords ‘“Neuromarketing, Company, Turkey” and listed according to
popularity index on Google. Thinkneuro, Neuromar and Neuroledge were able to be
contacted after several attempts. All these companies are based in Istanbul and have their
own offices. On the other hand, fashion companies are chosen with the reference of Brand
Finance’s ( Appendix D ) evaluations in 2016-2018. Boyner, Koton, LC Waikiki, Mavi
and Vakko were the companies which are in the top 100 ranking in the reports and thus
Key Executives from the Boards of these fashion companies were contacted to be
interviewed. The Interview process took 8 months due to the busy schedules of the
participants and lasted approximately 48 minutes for an individual interview where the
longest one was for 1 hours 56 minutes and the shortest one 38 minutes. Demographic
data about the participants were not asked during the interviews but collected via

secondary research and confirmed accordingly.

Business experience in that specific business varied between 3-35 years for both
participant groups where the companies defined themselves in 80% of the responses with
different terminology than fashion/neuromarketing company by referring either to
subsectors or specialization areas. The number of employees varied within each
participant group. For fashion companies in Turkey it was thousands and for
neuromarketing companies a minimum number of employees plus the potential capacity
to expand in case of a certain project demands it. As far as the marketing departments are

concerned the business model of the fashion company is decisive. Marketing could either
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be attributed to every employee at certain levels of value creation or dedicated teams for
dedicated marketing topics have their responsibilities as part of their job descriptions.
Common point for fashion companies is that the marketing budget is considered to have
a remarkably big share in the annual budget. However no detailed question was asked
about the exact number and no numerical answer received neither. Finally, the customer
profiles on the fashion side do differ in terms socioeconomic levels, demographic
qualifications, price and quality perceptions, tech-savviness and market dynamics in that
particular geography outside Turkey. Turkish neuromarketing companies do not possess
a certain customer profile and prefer to work on a project basis that is triggered by the
customer itself. Nevertheless, the backgrounds of the leading Turkish neuromarketers tend
to influence the choosing of certain customers that operate in the same sectors such as

banking and telecommunications.

Awareness about neuromarketing is present for Turkish fashion companies
however the lack of either close to none or little knowledge about neuromarketing
prevents them from engaging with it. Furthermore, there is a certain amount of
misperception about what neuromarketing does, how the techniques are applied and how
neuromarketing can be integrated with their existing business and marketing structure.
The openness and eagerness to learn more in order to drive their existing operations with
neuromarketing, participate and gain new, value-creating insights is there as part of high
level of awareness but the low level of knowledge and fast dynamics of the sector are
major limiting points to initiate the integration. On the other hand, Turkish
neuromarketing companies do follow up global academic advancements closely and are
aware of new technologies, applications as well as trends. Moreover, there is one company
claiming to carry the flagship of applying a certain neuromarketing technique in the wider
geographical region including Turkey. However, the strong desire to follow up with global
trends is not in alignment with adapting mostly chosen and preferred neuromarketing
techniques or working with industries or sectors which may serve potential rewarding

outcomes as reflected in global literature.

Finally, ethical stand towards neuromarketing is considered to be as a crucial point

for both sample sets. Fashion companies consider applied neuromarketing to be executed
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in a transparent way and in alignment with global and local laws and regulations. This fact
is eligible for either the fashion company itself or for the participants who will be a part
of the related experiment designed for that company. For neuromarketing companies,
ethics plays also a crucial point where they acknowledge the sensitivity of participants’
rights and declare to work in an anonymous way without disclosing any private personal
data or even giving the opportunity to the participants to choose withdrawing any
submitted data to be used in that particular experiment. Global regulations are applied,
and consent forms are served to the participants before participating in any experiment.
However local regulations or control mechanisms are not clearly defined to be able to

verify the flow of these operations.

43. THEORETICAL AND PRACTICAL OVERVIEW, INSIGHTS AND
BUSINESS MODELS OF NEUROMARKETING INSIGHTS PROVIDER
COMPANIES

Theoretically marketing research is the function that links the customer, consumer,
and public to the marketeer through information, which is then used to identify and define
marketing opportunities and problems in order to generate, refine, and evaluate marketing
actions, to analyze marketing performance and to improve understanding of marketing as
a process ( lacobucci, Churchill, 2010 ). Neuromarketing as a branch of marketing where
many disciplines merge together has practical reflections on that. As far as findings based
on the literature review and in-depth interviews the pattern neuromarketing companies
pursue while conducting a neuromarketing research does differ majorly in the way the
data has been sourced, how it is collected and how it is interpreted. The applicability of
the theory into practice in the Turkish fashion market, the spectrum of deliverables and
relevantly delivered insights, the business models of both sides and how neuromarketing
knowledge and usability insights meet are reflected relating to the gathered evidence in

the next subchapters.
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4.3.1. APPLICABILITY OF THEORY INTO PRACTICE IN THE TURKISH
FASHION MARKET

Marketing research is not a new subject for the Turkish Fashion Market. As being
one of the oldest and top 5 revenue-generating industry areas in Turkey, top 5 Turkish
fashion companies conduct marketing research since their early establishments.
Traditional marketing techniques are applied successfully while entering new
international markets, segmenting the customers, designing the products or the retail
stores, optimizing other channels such as online and digital for efficient communication
with customers and many more according to the key Turkish fashion industry leaders.
Dedicated marketing teams or a whole organization that lives with marketing is readily
used for the process of defining a problem, setting the research plan, collecting the
information, analyzing it, presenting the findings and letting the management make the
most meaningful and business impactful decision. The desire and participation interest of
Turkish fashion business leaders in learning about neuromarketing and applying it in the
next phase into their operations is thus possible provided that this will not contradict with
the fast dynamics of the industry that requires an efficient communication with the
customers at all times and the execution of a flowless operation. Global examples for
product design ( Baldo, Parikh, Piu, Miller, 2015; Li, Wang, Wang 2017 ) or optimization
of retail store customer communication optimization ( Ramsgy, Jacobsen, Friis-Olivarius,
Bagdziunaite, Skov, 2017 ) can be templates to be applied instantly for a chosen product
group or pilot retail store. Consequently, based on the findings of in-depth interviews there
are some requisites to initiate the application of neuromarketing for Turkish fashion
companies. Decent knowledge about neuromarketing, the presentation of the deliverables

and transparent action in terms of ethical concerns are key points for this purpose.

Another area to be mentioned is the structure of the marketing departments of
leading Turkish fashion companies. As mentioned above one clear finding is that Turkish
fashion companies have their own marketing departments tailored according to their

needs. Moreover, one of them prefers to execute all marketing efforts inhouse and rarely
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steps out of this defined zone. However initial application of any additional marketing

element requires collaboration with outsourced expertise and operation.

4.3.2. SPECTRUM OF DELIVERABLES AND DELIVERED INSIGHTS

Findings indicate that there are valuable deliverables in the defined categories.
High awareness about potential outcomes when emotions are made to be measurable and
this data can be transcribed into meaningful marketing actions is backed up with a solid
participation interest for closing the gap of knowledge about neuromarketing. Every
leading Turkish fashion company in this study has its own mandatory deliverables which
are in alignment with their business strategy and ways of communicating to the customers.
And naturally most of these deliverables such as brand loyalty, product design or
advertisement optimization are also hot topics for neuromarketing which serves a vast
spectrum of deliverables such as for brand loyalty ( Plassmann, Kenning, Ahlert, 2007 ),
optimization in the product design ( Spence, 2019 ), advertisement optimization ( Majeed,
Lu, Usman, 2017; Sargezeh, Tavakoli, Dailiri, 2019 ). One fashion company even
provided with the information about the start of a TV advertisement optimization using
eye-tracking. On the neuromarketing company side the newly established market forces
these companies first to build up sustainable business results in order to be able to survive
but at the same time the blue ocean provides for them to play more freely with less
competition. The strong academic and practical background thanks to being a branch of a
globally strong neuromarketing company is tried to be established with own resources
locally. The desire to contribute to academic literature, not compromising any ethical
procedure that are mandated by local laws and regulations and expending the market by
participating in social and public events as well as education activities for universities and

commercial companies are important deliverables for them.
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4.3.3. BUSINESS MODEL STRUCTURES

Business model structures for fashion companies are examined with the focus of
the marketing department. The differentiation in the marketing departments or marketing
function is dependent on three factors. Market conditions change the overall business
strategy over the years and which results in the change of target customer segments. It is
observed that traditional marketing methods such as focus groups, surveys, customer
segmentation are applied by all interviewed Turkish Fashion companies. All participants
confirmed that there are dedicated marketing departments however one of the companies
defined marketing function as spread all across the company where every other function
has the right and responsibility to contribute to the development of marketing.
Specifically, production, sales, procurement, business and marketing communication have
their own contributing parts for marketing. Another company confirmed that the
marketing department is designed for executing all related marketing activities inhouse
and very little amount of marketing duties are outsourced. The particularly big size of the
marketing budget within the whole annual budget is remarkable which is closely
connected to traditional channels such as TV Advertising to communicate with the
customers. Marketing activities are concentrated on 3 areas: Establishment of the
collections, Post-sales reaction measurements of the customers, data tracking and
collecting from the customers through digital channels. Establishment of the collections
is the major product, price and quality focused area of marketing which is defined by one
of the key opinion leaders as the trend-setting activity. This is referred to be as vital and
supposed to be operated dynamically so that post sales reactions can be reflected
instantaneously on price, product and promotion. As far as people are concerned one of
the companies stated that the company has a dedicated school that educates the sales
persons in the retail stores on communication, appearance and standard approach to the
customers. Post-sales reaction measurements are executed through various methods such
as physical surveys in the retail store, online applications where the customer submits their
evaluations or focus groups. Data collection and tracking from customers are majorly
performed by digital channels where the frequency and buying patterns are analyzed and

customized communication is directed to the specific customer via email, mobile
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messaging or digital ads. An important additional marketing function that is a part of the
brand communication is noted as participation in social events which have similar
characteristics with the brand profile. Based on the findings the business models of
neuromarketing companies differ majorly in the way how their services are structured.
According to that there are two types of business models. Both operate initially by
receiving the commercial brief where the company defines the goals, target profiles and
time horizons. After matching these goals with neuromarketing deliverables one type of
neuromarketing company ( Research and Consultancy ) conducts primary and secondary
research ( Figure 19 ). Primary research involves tailor made neuroscientific or
biophysiological measurements whereas secondary research includes exploring similar
data in the literature or at main company’s databases ( consultancy ) where there may be
a similar primary research executed. The data then gets translated into the goals related

deliverables and findings are presented to the customer. Following that both companies
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Figure 19 Business Models of Turkish Neuromarketing Companies

lead and support the implementation of the findings into the applied marketing strategy,

tactics and processes. Final step is the follow up to make sure that the applications result
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in desired outcomes or else either research findings are evaluated and analyzed again, or
the research process is to be renewed.

4.3.4. MEETING OF NEUROMARKETING KNOWLEDGE AND USABILITY
INSIGHTS WITH TURKISH FASHION MARKET

Based on the findings, Turkish fashion key opinion leaders do lack of fundamental
knowledge about how neuromarketing is defined, what it does, how it does and for what
purposes it can be applied. The absence of a proper definition is evident as soon as the in-
depth interview begins where the interviewer is either asked for or made feel to be obliged
to define neuromarketing and its scope. Moreover, participants show a relatively high
degree of possessing misinterpretations and misunderstandings about neuromarketing.
%80 of the participants did feed from popular magazine articles or conferences they have
attended about neuromarketing so far where they constructed self-interpretations about
what neuromarketing can be. On the other hand, one of the participants already integrated
one neuroscientific technique into the company’s marketing research techniques to
optimize TV Ads in order to sort out the most attention catching sections out of longer
video productions that will stay in the spectator’s memory. The follow up and outcomes
will be decisive on whether to continue with the chosen method. Except the fact that the
lack of knowledge leads to an understanding that neuromarketing is perceived as mere
subliminal messaging the participants are aware of the truth that they know little -if
nothing at all- information either about neuromarketing or the applications on global or
local scales. Having mentioned priority areas during the in-depth interviews such as
connecting to the customer via emotions either in retail stores, social events or online
platforms, preserving brand loyalty, not compromising trustworthiness, being innovative,
setting trends via product designs, participants show a high degree of learning more and
if the opportunity arises apply neuromarketing methods into company’s marketing tactics
and implement into the business strategy. Preconditions are stated majorly around ethical
issues, time to learn and integrate, provability of solid outcomes and retain company’s

priorities while communicating with the customers. Turkish neuromarketing companies
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have no experiences with Turkish fashion companies in terms of applying projects based
on neuroscientific and/or biophysical measurements but they are ready to work on
creating experience-based projects where the measurements will dig in mainly the

emotions of the customers.

Having digested the information in the first two chapters, findings examined the
evidence retrieved from the literature review and key executive in-depth interviews in a
categorized theme setting and focused on finding answers to the research questions. This
part of the findings dealt with mostly replying the first, second and last research questions.
As far as the first research question is concerned findings showed that the variety in terms
of applied neuromarketing measurement tools and methods, industries collaborated or
worked with and academical contributions global vs local comparison yields strongly in
favor of the global side. Not only literature review results but also in-depth interview
results confirm this finding. Coming to the third research question where the business
model structures of neuromarketing data provider companies were investigated, although
there are several process flow diagrams in the literature, to the knowledge of this study
there were no explicit description of a neuromarketing provider company. Findings
indicate that this may be due to the evolution of neuromarketing itself too, as it was
actually a branch of multidisciplines merged together and tries to grow into a free and
solitary platform. The distinction in the way of how neuromarketing companies are
operating or can be classified is depicted and explained in detail. Research question 4 was
in pursuit of the intersection of supply and demand and findings showed that first the roles
of supply and demand can interchange so that either the data can be supplied by the
commercial side in which case the demanding and processing side becomes the
neuromarketing company or the commercial company will be supplied with the data,
derived tactics and strategies based on the collected neuroscientific data. There are certain
drivers for both sides which lead to the choice of a specific collection tool or
neuromarketing process. According to the findings the marketing or business aspect to be
concentrated on and similar business priorities on the commercial side are the most
decisive and driving factors. The perception of neuromarketing is not consistently positive
among the participants however this was sourced due to the limited exposure and not

having the right time window to investigate, test and implement it into their operations
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which is also in alignment with the wider literature review. As far as the intersection is
concerned after proper data collection the translation phase follows where there is no
consensus about what to expect neither in the literature nor in the practice. Based on the
findings the fact that each and every project has different parameters and characteristics
there has to be a standardized set of returns for the demanding part. On the neuromarketing
data provider side, protocols that are executed throughout neuromarketing data collection

process are defined according to academic findings and trends.

44. NEUROMARKETING IN TURKISH COMMERCIAL MARKET PLACE

In parallel to the development of neuromarketing on a global scale Turkish
neuromarketing sector as well as Turkish neuromarketing companies are not older than a
decade. To be precise it was 2011 when the first neuromarketing company in Turkey was
founded. Following that several neuromarketing companies entered the market. However,
the business models of these companies differ in the services they supply as explained
previously. While global companies such as Unilever and Coke Cola choose to make use
of neuromarketing methods by using their own resources, in Turkey it is for the time being
preferred to outsource these services by using neuromarketing companies. On a global
perspective the application of neuromarketing show a diverse structure in terms of
interested sectors whereas findings show that either mother companies of Turkish
affiliations that are already benefiting from neuromarketing show interest for working
with it or companies that are approached by Turkish neuromarketing key opinion leaders
with similar previous professional experience get convinced of the applications. As far as
requirements for the application of gathered data is concerned findings show little
limitations from the neuromarketing company view. Nevertheless, the application of the
data requires other compulsory steps that have to be taken to come to that point for action.
Interviewed fashion key opinion leaders provide with the hints about the high degree and
volume of data about customer profiles, segments and purchasing patterns which is mainly
based on digital channels these companies use. Another key topic about neuromarketing

in Turkish commercial space is that little number of examples are present as it is globally
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when it comes to the return of investment which is a crucial headline for Turkish fashion
key opinion leaders. Yet even the ones that are existing are prone to be analyzed
thoroughly to be able to state whether it was only neuromarketing that caused the positive
effect. On one side neuromarketing phenomena gets spread in Turkish markets which is a
cause or related outcome of the proliferation of Turkish neuromarketing companies and
fashion companies are also aware of the dynamic flow of the market conditions which
pushes them to seek for new methods to differentiate but on the other side for
neuromarketing companies reasons like the necessity for qualified personnel, costs of
using high tech equipment, repetitive and accustomed customers along with the self-
reactive attitude prevent commercial neuromarketing extend its borders. The reactive
attitude lies in the communication channels and methods Turkish neuromarketing
companies use. Sectors that tend to work with neuromarketing in Turkey are expressed as
FMCG, technology, GSM, telecommunication, banking, automotive and travel where the
diversity is similar compared to the global picture expressed in the literature review.
Traditional marketing tools and tactics are  successfully used combined with
neuromarketing methods where they are applied and applicable. Related discussion in
terms of comparing the advantages and disadvantages ( Lim, 2018; Nyoni, Bonga, 2017)
of traditional marketing with neuromarketing is practically replaced with successful

combination of both direction in Turkish commercial market place.

441. GLOBAL AND LOCAL INCORPORATED APPLIED MARKETING
TOOLS

Considering the findings for both explored areas the outcomes can be listed as
threefold. First looking at the neuromarketing companies on a global perspective literature
review shows that the most frequently applied marketing tools consist of neuroimaging
techniques based on the expected outcomes. Functional magnetic resonance is still the
gold standard when it comes to linking emotions, memory and reward system to consumer
decision making whereas instantaneous and continuous measurements are most frequently

executed with EEG. The marketing tools listed for neuromarketing companies on NMBSA
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website show the same correlation. On the other side because of reasons such as costs,
required qualified personnel, required time and regulations fMRI is not preferred by
Turkish neuromarketing companies. The prominent tools that are used by these companies
are EEG, eye tracking and GSR. Functional near infrared spectroscopy ( fNIRS ) is
another tool that is used by one of the interviewed neuromarketing companies in a very
efficient way and expressed to be used on an expert level in a wider geography covering
outside of Turkey. Secondly looking at the marketing tools Turkish neuromarketing
companies use for self-marketing purposes findings show that word of mouth and social
media are the dominant channels to reach out to potential customers. Lastly fashion
companies utilize mostly traditional marketing methods among which surveys, focus
groups, market segmentations and TV advertisements are the primary ones. However, as
a result of technological advancements efficient use of online channels and digital
channels show up as newly integrated and very important marketing tools. On top of that
one of the companies emphasizes being present in chosen social events as part of brand
identity and another one initiated to use a neuromarketing method to optimize the
effectiveness of TV advertisements that also envisages to integrate machine learning and

artificial intelligence to incorporate in product designs.

442, REQUIREMENTS FOR THE APPLICATION OF GATHERED
NEUROMAKETING DATA

As far as requirements for the application of gathered neuromarketing data there
is no limitations for neuromarketing companies. As long as the project gets tailored
according to the needs and desired outcomes of the customer there are no boundaries to
translate the gathered data into meaningful marketing tactics and apply them on the
designated market. However, evaluating the Turkish fashion companies key opinion
leaders state that there are several requirements for gathering and applying the translated
actions within the marketing business strategy. First ethical issues where the choosing of
participants, the transparency on the application of measurements, the public disclosure

of the whole process and alignment with global and local regulations are counted among
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the primary ones. For the Turkish fashion key opinion leaders, ethical issues are not only
requirements but also door-closers if not fulfilled in the most accurate way it is possible.
Secondly there are company specific priorities which are usually an extension of the brand
and business strategy. Without assigning them to one or more Turkish fashion companies
investigated during this work, trustworthiness and innovativeness, alignment with the
brand personality and quality are found to be the mentioned company specific
requirements for the application gathered neuromarketing data. Thirdly the adaptation of
the process to the existing marketing and business structure and not comprising the
business effectiveness is another crucial requirement. There due to the dynamic structure
of the fashion market in Turkey the learning curve of the process for the existing teams
constitutes a major challenge. Lastly although every interviewed Turkish neuromarketing
company expressed that Turkish neuromarketing companies do translate the gathered data
into meaningful and applicable marketing tactics, the concern of Turkish fashion
companies on not being successful with that is found to be present due to the lack of

market specific or company specific background knowledge.

4.4.3. APPLIED GATHERED CONSUMER INSIGHTS FROM THE TURKISH
FASHION MARKET

Gathered consumer insights by the Turkish fashion companies present themselves
in segmented customer profiles. These insights are categorized either according to the
demographic profiles of the customers or according to their socioeconomical
classifications. The target profiles are described by Turkish fashion key executives as A
plus, possessing sportive or urban life style, below a certain age group or above it,
university students, mid-low income or innovation oriented. The segmentations were
derived mostly from post sales surveys, online and digital consumer purchasing pattern
tracings. The applications of collected consumer insights show themselves in the way how
the location and design of the retail store were executed, how the product is designed, how
the communication is made, how frequently the communication is made, and which

channels were used, which PR methods were used, which social events were to be chosen
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as participating events. Although the ways how the gathered data in the Turkish fashion
market is applied differently from company to company the way how it is collected is
majorly after sales by tracking the consumers’ behaviors in various ways towards the
bought product and the brand where one of the Turkish fashion company executives link

this to the trend setting characteristics of fashion sector.

4.4.4. RETURN OF INVESTMENT

Findings do not reveal any gathered facts regarding the return of the investment
on both sides. Nevertheless, there are several factors mentioned during the interviews that
have effect on the return of the investment.

As existing in fairly new sector, neuromarketing companies do emphasize the
effectiveness on the operations and financial balance. Neuromarketing business is
expressed to be project based in Turkey. That is the customer needs to contact and get in
touch with the neuromarketing company in order to initiate the process thus loyalty of the
existing customer that cherish beneficial results from previous works is very important for
the neuromarketing companies. As far as measurement methods are concerned relatively
low fixed cost requiring methods are preferred. On the income side the seasonality of
projects is linked to the financial cycles of commercial companies thus the financial year
begins and ends are predictable and can be calculated when it comes to the investments.
The biggest investment was stated as the recruitment of qualified personnel. However, it
has also been added that usually the recruited personnel with desired backgrounds learn

the processes and operations on the job where time to adapt plays a crucial role.

Based on the findings without expressing any numerical value all of the
interviewed Turkish fashion key executes made firm that marketing has a substantially
large portion in the whole annual company budget. Although it has not been expressed in
the previous part as a requirement for incorporating neuromarketing within company’s
marketing strategy and tactics, return of investment is referred to be a vital part while

evaluating it. Moreover, findings reflect that the largest part is told to be directed to the
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communication with the customer and gathering data from the customers via traditional

marketing methods.

445. CURRENT DEMANDS AND THE FUTURE PERSPECTIVE OF
COMMERCIAL COMPANIES

For both parties, findings show that there are emerging current demands and future
expectations. For neuromarketing companies, the most important 2 key issues currently
are getting the news about neuromarketing spread exponentially and succeeding in the
current projects they have in their portfolio. Expanding the knowledge and interest for
participation in neuromarketing related projects are driven by words of mouth marketing,
contributing to academic realm, keeping close connection with universities in terms
education and being part of related conferences. For neuromarketing companies there
seems to be no project that is not doable provided that the income and outcome variables
are clearly defined, and the customer is showing willingness and openness to apply these.
For Turkish fashion companies, fierce competition in the market, globalization and
dynamic measures of the market draw the current demands. Relatedly more innovation-
oriented solutions are explored and applied especially on online and digital channels in
order to be able to communicate more effectively with the customers. That brings the
awareness for tracking new methods which flourishes in the interest for participating in
neuromarketing related works. The need for the financial growth with solid brand
identities that is closely tied to the effective return of investment is stated to be at the core

of the future perspectives of Turkish fashion executives.

The second part of the findings chapter continued to find the answers of second,
third and fourth research questions stated in chapter 1 while opening new pathways that
will be discussed in the further chapters dealing with reviewing and extending the
findings. The application of existing neuromarketing processes are considered in terms of
perception, level of knowledge and experience perspectives on a global and local
perspective relating to the fashion industry. Findings underline that there are preliminary

neuromarketing studies executed for fashion industries whereas the tools and previous
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works in other industries promise various aspects of marketing and business strategy to
be studied and optimized in fashion via making use of neuromarketing. Referring to the
in-depth interview results the level of neuromarketing knowledge and relatedly the
neuromarketing experience in Turkish fashion industry is very low and limited to personal
efforts of participants to gain more information about it. However, the eagerness to learn
more about neuromarketing is remarkable yet limited due to daily dynamics and
expectations of business. Thus, Turkish fashion key executives do not know exactly what
to expect which makes the assessment for a potential readiness difficult. There has been
found one example where one Turkish fashion company initiated to make use of
neuromarketing in the optimization of TV Advertisements for raising the awareness and
level of attention of the spectators. On the hand with regard to the third research question
there are plenty other industries where neuromarketing companies are actively working
with on the brand loyalty, package design, brand identity, sales effectiveness. Banking,
telecommunication and FMCG were expressed as the prominent industries over here. The
intersection of supplying and expected demand in terms of neuromarketing is limited with
a one-way direction driven by the neuromarketing company itself except there is a
commercial entity approaching a Turkish neuromarketing company wondering what and
how to improve their marketing approach by using neuromarketing methods. There, key
executives of neuromarketing companies express that methods are applicable for any
desired setting and can be configured accordingly. However due to seasonal budget
restrictions of commercial companies and pressure on sustaining the business, the choice
is rather to proceed with either companies that have already made use of neuromarketing
previously or if there is already a background knowledge about potential improvable

aspects of that specific company or business on the neuromarketing side.
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CHAPTER 5

REVIEW AND EXTENSIONS OF THE FINDINGS

5.1. INTRODUCTION

Having replied the research question in the previous part of the dissertation this
chapter proceeds with drawing inductions from the collected data and findings while
continuing to build blocks for further understanding and explorative purposes. Initially,
instead of the widely discussed topic whether neuromarketing may have several
definitions and it has completed its immaturity phase, this chapter comments on whether
fashion companies are flowing with this trend or acting even beyond it with what they are
applying in terms of marketing. How consumer decision making can be related with
current position of fashion and what kind of effects cultural and socioeconomic
differences play in this puzzle is followed by the extended findings and discussion on the
empowerment of consumers and companies under the umbrella of neuromarketing. The
cruciality of the return of investment in terms of the sustainability of both sides and how
this is prioritized is the next point. Finally, regulatory and ethical concerns are revisited
with context of whether Turkish market place and specifically Turkish fashion industry is

ready for applying neuromarketing.

5.2.  FLOWING WITH THE CURRENT OR AHEAD OF TIME

An anonymous saying states: “ One who learn to flow with the current as well as
manage the current is the successful one ” which is very much in alignment with the

depicted pictures in this dissertation.

According to the key executives of fashion industry in Turkey trends are shaped
by the designers and manufacturers based on global trends and post purchase data. Factors
that have proved their eligibility in the eyes of the consumers are awareness of -and loyalty

to the brand. However, despite the actual situation fashion companies are also aware of
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the challenges that the consumers have more access to information and availability to
reach the quality that perfectly fits to her/his desires. Hence customization for each and
every customer along with innovative offerings are essential to be able to move with the
current if not able to shape it. Key executives state that one way to achieve this is to deepen
and diversify the current activities by preserving key brand and business priorities.
Another way to succeed in this is to keep the awareness high about upcoming
advancements in the technology, embrace the innovations to make the differences and
shape the trends together with the end user. For that matter Turkish fashion executives
claim that their knowledge about neuromarketing is limited but the awareness and hopes
about being able to feel the customer more are there.

Looking at global neuromarketing, issues such as generalizability of outcomes for
larger industries or customer profiles, integration of continuously advancing technological
measurement methods and how to interpret this data to fit to business demands and the
solid link between return of investment and neuromarketing seem to be major factors that
decide on the direction and speed of the current. Coming back to the local scale, key
executives state that the market has grown gradually but in an exponential manner and
continues to grow within a time frame that is less than a decade. The interest and academic
awareness of Turkish companies about neuromarketing are high however they tend to
have difficulties in applying it in the market as far as its maturity and wider economic
fluctuations are concerned. Although the most preferred measurement technique is not
used in Turkey, following methods were applied successfully for diverse industries and
for different expectations. Even one applied method is regarded to be in a dominating
position within the wider geography. More importantly Turkish neuromarketing
executives describe the relationship with the customer as end to end because it includes
the first communication by the customer and the yielding of the desired outcome at the
end of the project. Local neuromarketing leaders are aware of the fact that there is a long
way ahead that the markets is fed with circumferential and right information about
neuromarketing hence key executives are in pursuit of shaping the current picture by
providing education and contributing to the establishment of necessary ethical regulations.
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5.3. CONSUMER DECISION MAKING - CULTURAL AND
SOCIOECONOMIC DIFFERENCES

Consumer decision making is not a close circuitry and affected by many factors
such as cultural differences ( Erk, Spitzer, Wunderlich, Galley, Walter, 2002; McClure,
Li, Tomlin, Cypert, Montague, Montague, 2004; Schaefer, Berens, Heinze, Rotte, 2006;
Torrico, Fuentes, Viejo, Ashman, Gunaratne, Gunaratne, Dunshea, 2017 ) and
multidisciplinary scientists have seeked various models to explain and even predict this
phenomena for decades ( Oliviera, 2007 ) where experiment designs and sample groups

were chosen accordingly.

Fashion is an industrial sector where customers with different socioeconomic
backgrounds located in different cultural settings seek for the ideal solutions that fit to
their souls, budgets, cultural and geographical backgrounds. Participants of the in-depth
interviews do operate similarly i.e. %60 in international markets and the rest only in
Turkey. Furthermore, as Turkey is described as being the anchor country even for the
international players, a deeper understanding and feeling about customer’s feelings,
purchasing patterns, social involvements, cultural preferences and expectations are
continuously analyzed to deliver the products and communicate to them in the most
efficient way. As a consequence of traditional marketing approaches, socioeconomical
and cultural differences are taken into account very seriously by Turkish fashion
companies when it comes to market segmentation which turns out to have vital importance
in choosing the sample groups for neuromarketing and applying the translated data as

marketing tactics.

54. EMPOWERED CONSUMERS OR EMPOWERED COMPANIES

Neuromarketing is an emerging field that bridges the study of consumer behavior
with neuroscience ( Morrin, 2011 ) which empowers marketing to equip with the
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consumer insights that shall transform to fulfiliment of demands the consumers reflect and

it also empowers the customers to disclose their honest feelings about their expectations.

Empowerment on the consumer side with regard to neuromarketing is a frequently
discussed topic because of ethical barriers and not consistently shown transparency of the
experiments’ inputs, processes or outcomes ( Wieckowski, 2019 ). Considering the
relationship between the consumer and fashion industries where neuromarketing is
expected to bridge the delivery of understanding, key executives of Turkish fashion
industry express that consumers look for customization of solutions, value-based
purchases, transparent and open communication and finally they would like to be involved
as an extension of the brand. Products should be “trusted to be weared” and “be part of
special days, occasions”, “services must make the customers feel good”, “social events
customer are participating in have to make them feel like part of the family and be one”.
And the way how to crack the codes of consumers’ desires lies in decoding the emotions
of the consumers but how nowadays they are deducted and transformed through solutions
are by the means of traditional marketing approaches that are majorly built on post
purchase patterns and collected digital data. On the fashion companies’ side similar
priorities such as communicating the brand efficiently, ensuring the products and services
are in alignment with the brand characteristics and being a part of consumers’ lives.
Participants of in-depth interviews also express that the considerably large amount of
marketing budget is there to achieve these objectives. Thus, as far as the empowerment is
considered both sides are at a mutually beneficial point provided that global and local
regulations are applied throughout the whole process in the most transparent way it is
possible. Lastly this dissertation focused particularly on the exploratory nature of the
relationship between neuromarketing and fashion in terms of empowerment subject hence
the findings and discussions do not intend to exceed towards wider contextual relations or

theoretical discussions.

90



5.5. PRIORITIZED ROI ON A DIFFERENT TIME ZONE

Whatever commercial activity it is, return of investment is particularly important
at any given point of time. For neuromarketing companies that operate locally and in the
rest of the world or in more industrial markets the major difference is the level of the
market maturity. Aside the fact that Turkish neuromarketing market is at a younger age
compared to international ones, the knowledge, awareness and participation interest of
customers do gradually grow once the potential ones start to pay attention on the
deliverables, lived experiences and case studies. Thus, based on the findings Turkish
neuromarketing companies are less selective when it comes to initiating a project with
clients in order to be able to create sustainable cash flow and actualize the return of
investment positively in the short term. This however is not the ultimate goal for them
because key executives express that regardless of prioritized ROI in the short term
succeeding in the project by receiving the expected feedbacks from their customers and
not entering into sectors such as healthcare and politics where there are ethically grey
areas precede that. For Turkish fashion companies the maturity of the local market, the
urge being the ultimate A-class brand in the eyes of their customers and entering into new
international markets push them to be more innovative if innovation is not already defined
in the DNA of the company. The marketing part of the whole annual financial plan will
be preserved in the coming years but how it will be split between marketing research,
communication, education, retail store designs, online and digital data usage or another
platform that might contribute substantially positive to the return of investment seem to
be open to discussion. The prioritization for leading Turkish fashion companies lies rather
within being one with the customer and not short-term gains. Key executives emphasize
the desire to be more knowledgeable about the emotions, attitudes, memories and

perceptions of their customers in objectively measurable ways.
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5.6. REGULATORY AND ETHICAL CONCERNS - ARE WE READY?

The readiness of neuromarketing with all its aspects is not a local question but a
globally discussed issue. It is accepted that it goes through necessary changes as part of
its evolution ( Robertson, VVoegtlin, Maak, 2016 ) but whether this evolution does include
the partners with right qualifications to discuss on the ethical challenges raised by research
and application is still a question ( Thomas, Pop, lorga, Ducu, 2017 ). As it also includes
several disciplines involved throughout the research and application the number,
qualifications and levels of details in terms of ethical standards do differ too. Local ethical
committees and global research regulations are the best standards which neuromarketing
companies stick to apply during the projects. Professional associations such NMBSA and
ESOMAR do work and try contributing and advancing in establishing these regulations

that should define and meet the standards.

In Turkey neuromarketing companies do apply local ethical committee- along with
NMBSA regulations. The transparency of the process is frequently mixed up with the
intimacy of the data that is derived from the participants and that are prone to privacy
regulations. There Turkish neuromarketing executives clearly state that only voluntarily
participants are accepted, local regulations about recording, keeping and sharing the data

are applicable and any participant can withdraw her/his data at any given point of time.

Apart the factual findings this dissertation has displayed so far, this chapter
enriched the research by galvanizing these findings and touchpoints from the literature
review which resulted in presenting latest and unique -to the relationship between
neuromarketing and fashion- perspectives in Turkey. It has been shown that in a business
setting where the trends are mostly decided by the supplier and marketing communication
has been prioritized for brand identity and loyalty purposes there are other platforms such
as neuromarketing which can realize the actual touch between brand, solution, emotions
and feelings thus optimizing the whole direction and speed of the flow of the current.
Moreover, especially for fashion companies where international consumers and markets
are market places, it has been demonstrated how neuro related attributes can change due

to cultural and socioeconomic differences.
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Empowerment is obviously a coin with 3 sides rather than two. Consumers gain
the advantage to be involved in whatever marketing action the company executes but
potentially risk the borders of their private spheres in terms of emotions, feelings and
thoughts whereas companies gain the advantage to feel the customer along with the
requirement of acting smartly in order to be able to differentiate from competition. The
third empowered side of the coin — neuromarketing companies — possess the power to
collect, process, translate the gold into jewelry where neuromarketing is still working to

complete its evolution in terms of establishing global and local standards.
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CHAPTER 6

CONCLUSION AND RECOMMENDATIONS
6.1. INTRODUCTION

The final chapter of this dissertation takes a wider point of view and conducts more
general inductions. As a consequence of the explorative nature of the study and chosen
inductive methodology makes original theoretical contributions not possible, based on the
actual literature review and findings original knowledge and potential contributions are
shared. Original contribution to the multidisciplinary marketing practice with the context
of Turkish fashion industry are followed with future research directions. Final remarks

include key empirical research findings and a conclusive discussion.

6.2. CONTRIBUTION TO ORIGINAL KNOWLEDGE AND
METHODOLOGY: POTENTIAL THEORETICAL CONTRIBUTIONS

After the first decade of neuromarketing the second decade deals with the
integration of basic science into neuromarketing, applying of neuromarketing techniques
in diverse markets for various industries and forming these findings into theories.
Throughout the dissertation this outcome is made visible by demonstrating the methods
and how they are integrated in different markets and industries globally. The
commercialization of neuroscientific methods and the birth of neuromarketing contribute
to diversified identification of consumer decision mechanism, measuring implicit
processes, disassociating between psychological processes, understanding individual
differences and improve predictions of behaviors. Locally there is a slight paradigm shift
as far as timewise the applications and the variety of interested methods and interested
industries are concerned. Nonetheless findings show that the basis for contributing to
consumer decision theories and assessment of neuromarketing techniques in terms of
validity, reliability and generalizability are there. In that sense this study drafted the

relationship between an industry or company and the neuromarketing company that will
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shed light for marketeers while taking action. Looking from the neuromarketing
perspective fashion is a barely touched industry globally and has just made initial contact
in Turkey. Practical results of that first experience, the reaction of consumers towards this
method and the assessment of the whole process by the fashion company will be important
for contributing to the theoretical knowledge with regard to advertisement effectiveness,
return of marketing investment, efficiency of eye tracking and gaze measurement which

will totally affect the perception of neuromarketing for fashion industry professionals.

The need for standardization of neuromarketing processes and related regulations
found out to be eligible internationally and locally. Moreover, the lack of standardization
for publishing neuroscience findings in marketing journals is another aspect that prevents
neuromarketing companies from contributing to the academic literature in an efficient and
advancing manner. Provided that standardization exists, fashion is definitely one of the
few industries which reaches a great majority within the whole population which presents
itself in the way that fashion can supply with examples with different consumer profiles

for and within mass-markets.

The interactions of leading Turkish fashion companies with their suppliers
provided hints about business to business relations between companies and how
neuromarketing can play a part over there. This brand-new approach in the literature
review has few examples that are presented consciously but it definitely shows a high
degree of playing ground in Turkey for fashion business leaders if other pre-requisites

mentioned earlier are fulfilled.

Referring to previous works in the literature the percentage of neuromarketing
experience in an even close to virgin industry such as fashion gets higher among business
professionals. Interestingly this happens despite the lack of knowledge because
neuromarketing presents itself either in a conference, in a newspaper article, published
book or YouTube video which is a result of the rising popularity of neuromarketing in
globe.
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6.3. ORIGINAL CONTRIBUTION TO MULTIDICIPLINARY MARKETING
PRACTICE IN TURKEY: FUTURE IMPLICATIONS FOR COLLECTORS OF
NEUROMARKETING INSIGHTS, USERS AND CONSUMERS

Several original contributions to multidisciplinary marketing practice in Turkey
are able to be demonstrated. First, collectors of neuromarketing insights i.e.
neuromarketing companies are hungry and eager to expand the neuromarketing
knowledge and strive for that if the possibility arises. Except the finding of classes or
seminars about neuromarketing within universities the way how Turkish neuromarketing
companies work is a reactive structure. Comparable local studies with global literature,
usage of globally accepted neuromarketing techniques and rise of qualified academic
publications are required for the establishment and development of neuromarketing
market in Turkey. Previously found low level of knowledge ( Eser et al., 2011; Tolon et
al. 2008 ) of marketing professionals was analyzed to be an indicator of moderate positive
attitude towards neuromarketing. This presents itself on fashion with additional suspicion
which can be solved with structured marketing of neuromarketing itself to various
industries which then should catalyze the inertia for applied neuromarketing in that

specific industry.

Literature shows that end consumers are not in pursuit of what they are interested
in but what they need. Of course, that is not the news but the fact that consumers approach
fMRI usage in a positive manner to dig out these emotions and attitudes for them ( Uydaci,
Karabiyik 2015 ) should inspire neuromarketing companies and fashion industry as well.
A potential neuromarketing data user — fashion industry — complains about the dynamic
and very quickly and drastically changing conditions of customer attitudes and yet it
builds business strategies that depend on customer insights to stay ahead of competition
where pricing and promotion become the prominent and prioritized tools to maximize the
return of marketing investment and gathered consumer insights by using traditional
methods that create considerable skepticism and confusion within the company. Knowing
and being able to use neuromarketing as an extension or part of the business strategy in
alignment with the resource-based view will enable neuromarketing data user commercial
companies access to useful primary tools for obtaining more accurate information to create
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strategies and gain competitive advantages that will lead better positioning in the market.
Thereby predications should not be based on intuition, experience and articulated
consumer reports. However, this does not necessarily mean that neuromarketing shall
constitute the whole and only backbone of the research or business strategy. As expressed
in the literature and stated by the in-depth interview’ participants strong muscles such as
traditional marketing methods should be kept to collaborate, test, verify and even to get

modified if needed to reach out to the most accurate finding.

Due to the fact that the efficiency and value of carrying out a neuromarketing
research in the enterprise and the potential economic effects are calculable,
neuromarketing companies shall create more effective communication tactics and tools to

deliver the correct message to fashion companies.

6.4. LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

This dissertation faced several challenges where some of them were expected due
to the choice of exploratory research and related methodology. It is clear that the nature
of this dissertation is inductive and thus it involves the merge of primary and secondary
data where the primarily collected data is based on in-depth interviews with key
neuromarketing and fashion executives in Turkey which has also consequences as far as
the limitations are concerned. First, as a result of its nature this study can not be referred
as generalizable. Although the sample represents the top 5 fashion brands in Turkey within
the last 3 consecutive years and 75% of Turkish neuromarketing companies that are
accessible on secondary research, the variety of fashion companies in terms of scale and
classification as well as the neuromarketing divisions of already existing advertisement
agencies in Turkey present a wider platform which needs to be taken into account for
wider generalizability. Secondly the choice of using in-depth interview created the
challenge to cope with the time schedules of the executives which resulted in major
difficulties to reaching out the high-level participants, several postponements, squeezed
or prolonged sessions. Apart these technical challenges and limitations, because of the

way how in-depth interview results were decoded and transcribed the results are naturally
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subjective and prone to bias. Thirdly one major limitation was because of the choice of
exploratory research which is in alignment with the aim of the study along with the
research questions and the uncharted area of the status of Turkish neuromarketing
companies, applied neuromarketing in Turkey and the approach of Turkish Fashion

companies towards neuromarketing.

On the other hand this study discovered 5 different directions the study can be
extended and expanded. Perceptions based on the usage of traditional methods in fashion
can be cross-tested with neuromarketing methods. Celebrity effect, outcomes of
participating in a social event as a brand, gender dependent product-place-brand
perceptions are only some of the topics that have similar academic references. All these
applied techniques should contribute to the efficiency of return of investment on the
fashion side, to the development of academic knowledge on the neuromarketing side and
to the extension of neural correlates or attributes that are related to consumer decision
making on the marketing theory side. Secondly the initial steps that are taken globally to
apply neuromarketing in fashion should be started in Turkey as well. Future research on
place design optimization, measurement of customer post purchase reactions and neuro-
inspired product designs seem to be the most relevant and available application areas
expressed by the Turkish fashion key opinion leaders. Neuromarketing techniques and
applications can be two different or one merged future research direction. As far as
techniques are concerned documentation of differentiated usage of methods such as fNIR
shall be documented and published globally to constitute the standard for its usage.
Moreover, other used methods shall be applied at different industries, documented and
published to extend the academic knowledge. The effects of not disclosing the
applications, processes and the outcomes on the perception of neuromarketing by the
public and various industries present themselves as empirical findings which can be
further studied. Finally, it has been mentioned several times in different forms that
neuromarketing receives a lot criticism due to its young age. Therefore, especially future
research on laying out global and local ethical standards and regulations to clarify any
suspicion on consumer manipulation and to remove the lack of transparency are

recommended research directions.
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6.5. KEY EMPIRICAL ORIGINAL RESEARCH FINDINGS AND SUMMARY

To the knowledge of this dissertation this was the first and only work that obtained
neuromarketing and fashion as focused objects on a global and local platform. As a matter
of factual nature, the study and the methodology used to reach the goal of the study

induced outcomes were delivered.

The work acknowledges previous research in the field of perception about
neuromarketing within different professions and from different perspectives and
contributes with the findings of leading neuromarketing and fashion business leaders’

point of views based on up to date literature review with this focus.

The contradiction between the drastic need for obtaining right consumer insights
in order to be able to be a part of consumers’ life and to obtain these consumer insights
merely to gain competitive advantage have kept on being found in the literature and
expressed by the opinion leaders. Comparing global literature findings and local in-depth
interview findings, it is visible that globally the neuromarketing tool and applications are
used much more effectively usually with mid-term profit maximizing purposes whereas
locally even the existence and meaning of neuromarketing is missing. Hypothetically the
desire for the sustainable partner relationship between the consumer and the brand is there
as far as Turkish fashion market is considered. However mature markets, investigated in
the literature, within different geographies and on different sectors show similar patterns

at point of initiation.

Finally, ethical issues are the majorly debated area when it comes to
neuromarketing and its application. Being part of neuromarketing professional
communities it is clear and understandable to express that there is a clear picture where
no end consumer or company has been abused or manipulated and the lack of standards
and regulations on global and local level prevent this from the varication. The only bypass
solution happens to be the provision of transparency by the neuromarketing companies
which is criticized in the literature globally. Locally the only controlling mechanism for
that is the neuromarketing company itself which puts them in the shoes of action and

control and therefore transparency becomes more important. On the other hand, privacy
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statements and user information confidentiality regulations that are applicable for the
creation of digital big data that are used currently by commercial companies constitute a
clear way to depict consumer decision patterns without conscious consent of the users as
it was filmed in the movie “The Great Hack”. Therefore, in an environment where
conscious consent of participants is asked and full transparency over the processes and
outcomes will be enabled, any doubts or suspicions along with misperceptions will be
erased and neuromarketing can be applied for each and every industry where human

emotions and attitudes are present.
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APPENDIX
A IN-DEPTH INTERVIEW QUESTIONS

A.1IN-DEPTH INTERVIEW FOR TURKISH NEUROMARKETING INDUSTRY
KEY OPINION LEADERS

An Exploratory Research Among Fashion Business Leaders and Neuromarketing
Company Executives on the Perception of applied Neuromarketing Questionnaire for

Neuromarketing Executives
1. Sirketinizi nasil nitelendirirsiniz/tanimlarsiniz?
2. Sirketinizin biiyiimesinde ¢alisanlarinizin niteliksel ve niceliksel rolii sizce nedir?

3. Tiirkiye’de sektoriiniiz ne kadar gegmise dayanityor ve sirketiniz hangi tarihte sektorde

aktif hale oldu?

4. Sirketinizin hedefledigi miisterinin/sektoriin profilini tasvir eder misiniz?

5. Bu profillere/sektorlere ulasmak i¢in ne tarz pazarlama metodlar1 kullaniyorsunuz?
6. Neuromarketing/Sinir bilimi pazarlamasi sizce nedir ve tecriibeleriniz nelerdir?

7. Sinir Bilimi Pazarlamasina dair yapilan arastirmalar hakkinda ne diisiiniiyorsunuz?

8. Tiiketici Davranisin1 6ngormede kesfetmede ne gibi metodlar kullantyorsunuz? Sizce

neuromarketing/sinir bilim pazarlamasindan nasil faydalanabilirsiniz?

9. Neuromarketing/sinir bilim pazarlamasi sizce hangi sektorleri bir arada ¢alisabilmeye

yonlendirir?

10.Neuromarketing/Sinir Bilim pazarlamasi uygulamalarinin etik yonii konusunda ne

diistiniiyorsunuz?

11.Neuromarketing/Sinir Bilimi Pazarlamasinin uygulanabilirli§i i¢in sirketinizin

degerlendirecegi kriterler neler olacaktir?

12.Bir Neuromarketing/Sinir Bilim Pazarlamasi ¢aligmasinda sizi zorlayacak unsurlar

neler olacaktir?
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13.Neuromarketing /Sinir Bilim pazarlamasinin {iriin ya da servis satigini manipiile etmesi

konusunda ne diistiniiyorsunuz?
14.Deneklerin se¢imindeki degerlendirme kriterleriniz ve siiregleriniz nelerdir?

15.Neuromarketingde kullanilan tibbi cihazlarin deneklere zarar verebilecek potansiyele

sahip olabilmesi hakkinda ne diisiiniiyorsunuz?

16.Neuromarketing/Sinir bilim pazarlamasi sizce denekler i¢in nasil bir tecriibe

olusturuyor?

17 .Neuromarketing/Sinir bilim pazarlamasinin akademik gelisimi i¢in denek ¢aligmasi

yapilmasi ve buna katilmaniz hakkinda ne diistinliyorsunuz?

A.2 IN-DEPTH INTERVIEW FOR TURKISH FASHION INDUSTRY KEY
OPINION LEADERS

An Exploratory Research Among Fashion Business Leaders and Neuromarketing
Company Executives on the Perception of applied Neuromarketing Questionnaire for

Fashion Business Leaders
1. Sirketinizi nasil nitelendirirsiniz/tanimlarsiniz?
2. Sirketinizin blylUmesinde ¢alisanlarinizin niteliksel ve niceliksel rolii sizce nedir?

3. Tiirkiye’de sektoriiniiz ne kadar gegmise dayaniyor ve sirketiniz hangi tarihte sektorde

aktif hale oldu?

4. Sirketiniz yeniliklere 6nem veren ve sektdre yon veren niteliklere sahip. Sizce

pazarlama bu nitelikler arasinda nicelik ve nitelik olarak nasil bir yer altyor?
5. Sirketinizin hedefledigi miisterinin/sektoriin profilini tasvir eder misiniz?
6. Bu profillere/sektorlere ulasmak i¢in ne tarz pazarlama metodlar1 kullantyorsunuz?

7. Neuromarketing/Sinir bilimi pazarlamasi sizce nedir ve tecriibeleriniz nelerdir?
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8. Konsept olarak sinir bilimi pazarlamasi size ne hissettiriyor/diistindiirtiiyor?
9. Sinir Bilimi Pazarlamasina dair yapilan aragtirmalar hakkinda ne diisiiniiyorsunuz?

10.Tuketici Davranigin1 6ngormede kesfetmede ne gibi metodlar kullaniyorsunuz? Sizce

neuromarketing/sinir bilim pazarlamasindan nasil faydalanabilirsiniz?

11.Sirketinizin gelecekteki pazarlama stratejisini olustururken ilerde neuromarketingden

nasil faydalanmay1 diigiindrstinuiz?

12.Neuromarketing/sinir bilim pazarlamasi sizce hangi sektdrleri bir arada calisabilmeye

yonlendirir?

13.Neuromarketing/Sinir Bilim pazarlamasi uygulamalarinin etik yonii konusunda ne

diisiiniiyorsunuz?

14.Neuromarketing/Sinir Bilimi Pazarlamasinin uygulanabilirligi icin

sirketinizindegerlendirecegi kriterler neler olacaktir?

15.Bir Neuromarketing/Sinir Bilim Pazarlamasi ¢alismasinda sizi zorlayacak unsurlar

neler olacaktir?

16.Neuromarketing /Sinir Bilim pazarlamasinin iiriin ya da servis satigin1 manipile etmesi

konusunda ne diistiniiyorsunuz?

17 Neuromarketing/Sinir bilim pazarlamas1 sizce denekler ic¢in nasil bir tecriibe

olusturuyor?
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APPENDIX B IN-DEPTH INTERVIEW CONSENT FORM

CONSENT FORM

I would like to thank you for taking the time to meet me and participate in the Interview
that constitutes the foundation of my Ph.D. thesis with the title “An Exploratory Research
Among Fashion Business Leaders and Neuromarketing Company Executives on the
Perception of applied Neuromarketing. Specifically, as the title refers to this work aims to
acquire information about your perception regarding neuromarketing, how you do or you
would apply it in your business and how to link leading fashion businesses with
neuromarketing companies in Turkey. The interview should take less than 45 minutes.
Provided that | have your permission I will be taping the session because | do not want to
miss any of your valuable comments. | will also be taking notes about your feedbacks and
possibly body gestures however as you may guess | can not possibly write fast enough to
note everything. If you request you will be free to take copy of the tape and comments
that | have taken. Because | will be recording your comments, | would appreciate you to

speak up so that I won’t miss any of your comments.

All recordings, notes and related work will be kept confidential. This means that
your interview responses will only be used for this specific Ph.D. thesis work and will be
submitted to Isik University. In case any of your comments will be used in a future
research or the Higher Education Institution would like to publish it to the academic world
you will be asked for additional consent.Please remember, you do not have to talk about

anything you don’t want to and you may end the interview at any time.

Avre there any questions you would like me to explain?

Are you willing to participate in this interview?

Interviewee name and surname

Date of Interview

Interviewee Signature

Legal guardian (if interviewee is under 18)
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APPENDIX C IN-DEPTH INTERVIEWS
C.1 BOYNER - Mr. Serdar Sunay

Bu rdportaji sizinle yaparken beklentimiz neuromarketinge dair bilgilerinizi stnamak ya
da sizden bu eksende kilit bilgiler elde etmek degil. Zira neuromarketing bebek adimlarini
yeni tamamlayayazan bir bilim ve uygulama alan1 olmasindan dolayibu bilgileri kompakt
halde sunan tek bir kaynak ya da kisi bulunmadig1 gibi sizin gibi yonetim seviyesinde bir
profesyonelden bunlar1 beklemek dogru olmaz. Burda amacimiz sizin neuromarketing
konseptine, uygulama metodlarina ve moda endiistrisi ile varolan veya potansiyel

iligkisine dair goriislerinizi 6grenerek konuya dair alginizdan ¢ikarimlarda bulunmak.

Interviewer: Sirketinizi nasil nitelendirirsiniz? Nasil tanimlarsiniz?

Mr. Serdar Sunay: Bir konuda mutabik kalalim. Biz kendimizi perakende firmasi olarak
tanimlariz ve perakende adi altinda ¢ok degisik formatlarla c¢alisiriz. Biiyiik perakende
hazir giyim firmalarina gittiginiz zaman o firmadan ya da o markadan bahsediyorsunuz,
buraya geldiginiz zaman Beymen, Boyner, Network, Divarese, Altinyildiz Classics den
bahsediyorsunuz. Bunlarin hepsi bambaska retail formatlari. Hepsi giiniin sonunda retail
ama birbirinden ¢ok farkli ihtiyaglara istinaden ¢ok farkli sekilde yonetilen platformlar.
Hedef kitleleri ayr1 dolayisiyla o hedef kitlelere ulasmak i¢in kullandiklar1 yontemler ayri.
Hepsi miisteriye ulagmak ister, hepsinin ortak tavri miisterinin nabzindan parmagini
kaldirmamaktir. Bizim grubumuzun en kiymetli seyi nedir derseniz bu bilangoda yazmaz
ama bizim grup miisterinin, miisteri diye gérmek istedigi potansiyel tiikkecinin devamli
parmagini nabzinin Ustiinde tutar. Format olarak baktiginizda da Boyner Department store
bambagka bir format, Beymen Speciality stores bambagka bir format, Network apayr1 bir
format, Altinyildiz Classics apayri bir format. Bunlarin hepsini kafanda bir retail map
tizerine yerlestirdigin zaman Tiirkiye'nin biitiin cografyasinda ki biz benzer 6lgekdeki bazi
rakipler gibi yurtdisinda yokuz sadece Tiirkiye'deyiz,biiyilk metropollerden tatil
yorelerine, caddelerden en kiglik noktalara kadar her yerde variz. Biitiin Tirkiye
cografyasinda Beymen ile ¢ok Ust bir gelir grubuna, Boyner ile daha mass bir pazara,
Network ile daha niche bir pazara hitap ediyoruz. Bunlarin herbirinin hedefleri ve
¢ozlimleri, bu baglamda yaklasimlar1 bambaska ama ne yapiyoruz, Hopi diye bir

uygulama yapiyoruz ve biitiin bu miisteri yelpazeinden elde edilen bilgiler hepsi bir
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havuzda toplaniyor ve oradan yola g¢ikarak bir takim ayirimlar ve segmentasyonlar
yapiyoruz. Bir kiyma makinesi gibi hayal edebilirsin. Bilgileri temsilen et giriyor ve sonug
olarak kiyma ¢ikiyor. Bu ¢ikan kiymanin i¢inde yaglh, az yagl ve yagsiz yerler var tabi.
Iste bu sonugtan nasil bir miisteri segmentasyonu yapabilirime gidiyoruz. Simdi tez
calismasi olarak diislindiiglimiiz zaman sorunuzu grup bazinda mi cevaplandirmaliyim

yoksa grubun bir firmasi olarak diigiiniip mii cevaplandirmalryim?

Interviewer: Hakli sorunuzu anliyorum Serdar Bey. Grup olarak nitelendirirsek Boyner
Grup un en biiyiik 6zelligi hem demografik hem de sosyoekonomik dogru ¢oziimleri

stirekli miisterinin nabzini tutarak sunabilmek.

Mr. Serdar Sunay: Bizim isimiz editing. Biz napiyoruz derseniz editing yapiyoruz.Bu
gazetecilikten, habericilikten gelme bir tabir oldugu i¢in tam olarak yagtigimiz esasinda
bu. Diisiin ki diinya iizerinde milyarlarca haber olusuyor bir giin icerisinde, ben bir dergi
cikartyorum, sen bir gazte cikartyorsun ya da sen de bir dergi ¢ikartyorsun. Ben spor
agirlikli bir dergi ¢ikartyorum sen politika agirlikli bir dergi ¢ikariyorsun. Sen miisteri
okuyucu Kitlene hitap edecek, gin icerisinde ¢ikan milyarlaca politik haberden ilgili
olanlar1 se¢iyor, derliyor ve sunuyorsun bense ayni islemi spor ekseninde yapiyorum.
Sonra sen de ben de kendi miisterilerimizi anlamaya ¢aligarak hangi derinlikte bilgi isterse
o derinlikte onlara o bilgiyi sunuyoruz. Misteri kitlemi neyin ilhamlandiracagini
anlamaya calistyorum. fIhtiyaglar1 falan gectim. Artik ihitiyaglarla falan bir yere
gidemiyorsun, " Aspiration" a gitmek gerek. Ihtiyagtan cogunlukla tiiketicinin de farkinda
olmadig1 bir nokta bu. Ancak ihtiyaca mukabil materyallesiyor. Dolayisiyla bizim
yaptigimiz isi kendi miisterimin en ilham alabilece8i secilerden olusan {irlinii dogru
zamanda dogru yerde onunla bulusturmak oldugunu sdyleyebiliriz. Bu eksende baktigin
zaman bizim markamizin, markalarimizin kendi arasindaki ve rakiplerimizin editingleri

bambaskadir.

Interviewer: Burdan sunu ¢ikarabilir miyiz? Editingi miinferit olarak alt markalariniza
yapabilmeniz yaninda kiimiilatif olarak tiim gruba bu kabiliyeti uygulatabiliyor olmaniz

ayirt edici bir 6zelliginiz midir?
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Mr. Serdar Sunay: Dogru. Bir tane ile baslamis bu.Tek basina Beymen iken, daha fazla
kitleye hitab edelim, nasil ederiz noktasinda dnce Boyner Department Storelar, sonra
Network, ¢ikmis. Bunlarin hepsi ben miisteri kitlesine ulagmisim ve ben bu miisteri
kitlesine farkli ulasmak istiyorum diyerek o zaman bunu bir format haline getirmeye karar
vermigsim noktasindan hareketle ortaya cikan sonuglar. Ihtiyaca istinaden birbrini
tamamlayacak nitelikte yasam bulmus. Dolayisiyla hepsi bir anda ortaya c¢ikmis

caligmalar, olusumlar degil bunlar.

Interviewer: Bu ayn1 zamanda Boyner Grup'un yillar iginde ortaya ¢ikmis bir biliylime
stratejisi midir?

Yani bahsettiginiz ihtiya¢ hasil oldukca, miiiteriye sunulabilecek editing portfolyosunu
arttirmak ve bunu bir marka, altmarka altinda toparlamak?

Mr. Serdar Sunay: Oyledir. Aslinda tamamen &yledir. Biz 1983 yilinda McKinzie ile bir
calisma yaptik. O zaman McKinzie Tiirkiye'de higbir sirketle caligmiyordu. Sadece bir iki
tane devlet danismanligi vardi. 1983-85 arasi iki sen onlarla calistigimiz dénemde
olusturulmus bir temel mevcuttur. Dikkat edersen birden cok kez biitiin bahsettigim
formatlar altim ¢izerek sdyledigim gibi birbirinde farkli 6zellikler tasir. Bazen disardan
baktigin zaman "Ne farklisi, bunlarin hepsi hazir giyim isinde" gibi bir kaniya
kapilabilir. Degisik segmentlere, degisik gelir gruplarma hitap ediyor ama eninde
sonunda yaptigin hazir giyim isi diyebilirsin. Burda dopru adledilebilecek ifade tamamen
bir core business var, bu da giyim isi. Bu core business lizerinden dallanan farkli davranis
ve ¢oziim sekilleri var. Iste bu bizim vakt-i zamaninda McKinzie ile ¢calismamizin {iriinii

olarak ortaya ¢ikan stratejinin bir sonucudur.

Interviewer: Anliyorum. Core business a rakip ana markalar var moda sekt0riinde fakat o
core business 1n altgruplar1 olarak da siz mavi okyanuslar yaratmisiniz sadece kirmizi
okyanusta rekabet etmeyi segcmek yerine.

Mr. Serdar Sunay: Aynen
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Interviewer: Sirketinizin biiyiimesinde ¢alisanlarinizin sizce niteliksel ve niceliksel roli
sizce nedir?

Mr. Serdar Sunay: 1'den 100'e kadar degerlendirmem gerekiyorsa ¢alisanlarimizin her iki
acidan da katkisii 100 olarak ifade ederim. Tamamen insan iizerine kurulu bir yapimiz
var nihayetinde. Ama bu biiylimenin iginde girisimcilik rolii ne kadar 6enmli dersen o
zaman %100 degerlendirmemi degistiririm zira Boyner'in biliylimesinin %601 ailenin

girisimsel yaklasimindan ileri gelir. Ekibi de buna gore kurariz zaten.

Interviewer: Sirketiniz yeniliklere 6nem veren ve sektdre yon veren niteliklere sahip.
Sizce pazarlama bu niteliklerin arasinda nasil yer aliyor veya nasil katkida bulunuyor?

Mr. Serdar Sunay: Pazarlama ¢ok kritik bir halkay1 olusturuyor.

Interviewer:Sirketinizin hedefledigi miisteri profilini tasvir edebilir misiniz sorusunu
tekrar yinelemiyorum zira bunu konusmamizin Onceki safhalarinda farkli ihtiyaglara
mukabil olusan markalarimizin tiiketici olan misteriler diyerek birden ¢ok sekilde
bahsettiniz. Peki bu profillere, farkli alt pazarlara ulagmak icin ne gibi metodlar
kullantyorsunuz?

Mr. Serdar Sunay: Ben 1981 senesinde Boyner'de ¢alismaya basladim. Eskiden sezonu
acardik. Kapana kadar sezon igerisinde yapacagimiz reklami diislinlirdiik. Reklamd1 yani
yaptigimiz bagka bir sey degildi. Simdi pazarlamanin i¢inde reklam ne kadar yer aliyor
dersen heralde %5i gegmez, %951 bambaska taraflara gegti. reklam derken traditional
media yani geleneksel reklamdan bahsediyorum. Bu donemler icinde Oyle noktalardan
gecildi ki en miisteri denildi sonra miisteri segmente edilmesi dendi simdi bakiyorum
segmentasyon falan yeterli degil. " One on One" oldu bizim isimiz. Mesela bilgilendirme
mesajlarinin frekanslar1 konusunda senin diisiincen bizim yiiksek sosyoekonomik kitleye
hitap eden Beymen grubundan yapilan bildirimlerin gérece daha diisiik olabileceginden
yana olabilir. Gérece miisteriye dokunma frekansi en diisiik olmasi gerekir seklinde
beklentin olabilir. Beymen ayda ortalama 150 nin {izerinde kampanya yapiyor. Sana
onderdigi seyden benim haberim yok, bana 6nerdigi seyden senin haberin yok. Neredeyse
birebir terzi kesim seklinde segmentleri birey mertbesinde ortaya koyabiliyoruz. Bunu

yapmak i¢in artik elinde cok da imkan var. Eskiden sadece gazete ilan1 verirken, ardindan
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televizyon ile devam eden furya su anda miisteriye ulasmanin teknoloji sayesinde o kadar
¢cok metodu var ki. Beymen ile Boyner in miisteriye mesaj olusturma frekansi ayni yere

geldi diyebiliriz.

Interviewer: En basta ifade ettiim gibi az sonraki sorularin hicbiri sizin 6nceden
neuromarketing bagligina dair herhangi bir 6n bilgi sahibi olmaniz1 gerektiren sorular
degil. Onemli olan sizin bu eksendeki alginiz1 ortaya koyan cevaplarinizi analiz edebiliyor
olmak. Sorumuz s0yle: Sizce neuromarketing nedir? Bu konuda bir tecriibeniz var m1?

Mr. Serdar Sunay: Neuromarketing in bu sekilde tasvir edilerek bu basliga oturmus
olmasini ilk defa bugiin seninle konusuyoruz. Biz belki de tanim olarak neuromarketing
terminolojisine ait bazi noktalari neuromarketing olarak tanimlamiyoruz. Ben daha ziyade
buna miisteri temas1 diyorum. Benim i¢in miisteri temas1 magazada miisteri ile karsi
karsiya gelmek veya ona herhangi bir yolla bir sey hissettirmek. Bunu su an itibariyle
miisteriye bir sey hissetirerek yapiyorsun dersen agikg¢asi biz bunun ayirdinda degiliz. Biz
vermek istedigimiz mesajlar1 altyazi halinde tiiketiciye ne kadar aktarabiliyoruz soru
isareti. Giiniimiizde Cem Boyner, Umit Boyner gibi isimler ¢ikiyor bir yerde bir konusma
yapiyor, o konugsma basina yansidigi vakit, potansiyel ya da sadik miisterinin o konugma
ne kadar hosuna giderse bu markalarimiza o derece pozitif satis olarak etki ediyor, ne
kadar hoslarina gitmezse o kadar negatif etki ediyor. Bunun kendisi de esasinda benim
irlinlim sdyledir demiyorsun ama markanin en tepesindeki, en géz ontindeki isimlerinin
bagska bir konuya dair verdikleri beyanatlar markana olumlu ya da olumsuz yansiyabilecek
altyazilar seklinde kitlelere aktariliyor. Biz bu ve bunun gibi altyazilarin markaya satis
yoniinde ektisini, pazarlama yoniindeki basarisini ayirt ediyor, analizini yapiyor muyuz
cok fazla yapmiyoruz. Ama Hopi dene bir icat ¢ikarttik. Aslinda ¢ok enteresan bir icat.
Bana gore onimuizdeki 10 sene bultiun dinyada acayip bir platform haline gelecek.
Magazada bizim perakendecinin alistig1 bildigi indirimi yapiyor ama bambaska bir sekle
sokuyor. Ben orada ne yapiyorum: Bu kalem 10 lira, sana diyorum ki bu kalemi %20
indirimle 8 liraya alabilirsin, 2 lira da cebinde. Hopi ile senden 10 liray1 aliyorum, sana 2
Hopi paracigi veriyorum, senin bir hesapta 2 Hopi paracagin var ve o kasada birikiyor.
Ertesi gun diyorum ki senin kasandaki var olan 2 Hopi paracagi surada kullanirsan

bunlarin degerini 4'den sayarim. Boylece sene kalemi esasinda 6 liraya aldin. Hem senin
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icin bir avantaj yaratmaya calistyorum. Hem de senin o 2 liray1 kendi cebine koymak
yerine bende degerlendirmeni istiyor ve buna bir firsat yarattyorum. Hem marka sadakatni
sagliyorum hem de sana baska bir firsat sunuyorum. Boyle baktigin zaman Hopi sadece
bizim sirketlerimizde degil farkli sektorlerde farklt magazalarda da alisveris firsatlari
sunabiliyor ve bizim elimizde inanilmaz bir bilgi birikimi olmaya bagladi. Hem muazzam
bir miisteri datas1 topluyorum, hem miisterinin profilini ¢iziyorum. Bugiin Istinye
Park'dan igeri girdigin zaman senin daha Onceki aligverislerin, ilgilerin, favorilerin
tizerinden senin ilgini c¢ekebilecek firsatlara dair otomatik olarak haberdar olmaya
basliyorsun. Hi¢ oraya girerken aklinda olmayan firsatlar1 kasanda tuttugun 2 liray1 sana
6 lira yaparak kullanma firsatin1 sunuyorum. Bu tiir altyazi iceren mesajlar1 veriyorsun
fakat biz bunu neuromarketing basligi ya da yan bashigi altinda degil marketing basligi
altinda uyguluyoruz. Toplam marketing i¢in neuromarketing ne kadar yer aliyor, biz bunu
ne kadar uyguluyoruz ayirdin1 yapmiyoruz. Dolayistyla zatne uyguladigimiz bir sey ise
neuromarkting bunun igin ekstra bir atanimlamaya ihtiya¢ yok. Ha bize marjinal fayda
kazandiracak unsurlar barindiriyorsa o zaman bize anlatmaniz lazim neuromarketing
nedir, nasil faydalaniriz. Giiniimiizde benim anlayabildigim miktarda neuromarketingin
insan farkindaliligina binaelyhn getirebilecegi olumlu yénler var, ayn1 zamanda olas1 hak

ve hukuk noktasinda ortaya ¢ikarabilecegi sorular var.

Interviewer: Az dnceki sorulara dair beyanlarinizda esasinda simdi soracagim sorular olan
neuromarketing size neler disiindiiriiyor, konsept olarak goriisiiniiz nedir ve tuketici
davraniglarint nasil degelendiriyor ve analiz ediyorsunuz sorularinin cevaplarimi da
baridiriyor. Bu sorular 6zelinde eklemek ya da degistirmek istediginiz bir gorlisiiniiz
varsa ve paylasirsaniz sevinirim yoksa bir sonraki sorumuzla devam edelim: Sirketin
gelecekti pazarlama stratejisini olustururken neuromarketingden nasil faydalanmayi
diistliniirsiiniiz?

Mr. Serdar Sunay: Hayir degistirmek istedigimiz bir nokta yok. Neuromarketingden
faydalaniyor olabiliriz hali hazirda belki bu tamimda olmamakla birlikte. Gelecekti
pazarlama stratejisinde bilmedigimiz bir anlam ekseninde faydalanacaksak once elbette
tanimamiz gerekir. Ardindan haksal hukuksal konulara dair i¢imizin miisterih olmasi

gerekir.
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Interviewer: Tesekkiir ederim. O halde bir sonraki soru ile devam edelim:
Neuromarketing/sinir bilimi pazarlamasi1 sizce hangi sektorleri bir arada galismaya
yonlendirebilir?

Mr. Serdar Sunay: Misal bir havayolu sektoru ile perakende sektoriini bu konularda ¢ok
giizel bir sekilde bir araya getirebilirsin. Insaat sektorii ile bir araya getirebilirsin. Yani
neuromarketing i hem sektériin kendi icinde hem de bir ¢cok sektori bir araya getirebilecek
nitelikte kullanabilirsin. Yeter ki o iki sektor arasinda bir sinerji olsun ve her iki taraf da
munferit faydalar1 konusunda yeterli bilgiye sahip olsun. Muhtemelen havayollarinda bu
bir sekilde uygulaniyordur zaten farkinda olarak ya da olmayarak.

Interviewer: Elbette hava yollar sirketlerinin koku, giyim ve daha bir ¢cok noktada yillara
yayilan bir takim pazarlama aktiviteleri var. Her ne kadar akademik literatiirde bir hava
yolu Ozelinde neuromarketing calismasina ben rastlamamis olsam da bir seyahat
tecriibesini 6diil/endise perspektifinden inceleyen ve web sitelerini bu diisiince yapisi ile
duzenleyen tur operatorleri var.

Mr. Serdar Sunay: Giizel, bu beni baska bir noktaya getirdi tabi. Ben basta sana sunu net
ifade etmedim. Bizde de Beymen bir kiyafet satmaz,bir yasam tecriibesi sunar,insanin
hayatin1 keyiflendirir, iyi hissettirir. Ve bu biitiin Beymen c¢alisanlarn tarafindan da
icsellestirilmistir. Simdi soyle bakmak lazim ben miisterimi iyi hissetiriyorum. Ayni
miisteri 5 yildizl1 bir hotelde giineyde tatil yapiyor, kendini 1yi hissetmek i¢in. Piril piril
bir odaya giriyor, mimariden tad aliyor. Ben donsem desem ki mimara ona yaptigin
tasarim paralelinde, anafikrinde benim store umu da tasarla. Tabi bunu o iyi hissettigini
diistindiigiim tiiketiciden aldigim, dl¢tiiglim, analiz ettigim bilgiler 15181inda yapacagim.
Neden olmasin ? Ben ilk Beymen magasini yaptyorum Nisantasi'nda Turkiye'nin en iyi 3
ev mimarmi bulduk. Goriistiik dedim ki, burasi bir magaza olacak ama ev konseptinde
yapalim.Dediler ki bizi nerden buldunuz? Biz hayatimiz boyunca magaza yapmadik. Siz
bir bakin dedik. Bir insan kendini en rahat nasil hisseder?Nerde hisseder? Evinde.
Dolayistyla ben insanlarin magazamda aligveris yapmasa bile gelsin benim magazamda
vakit gecirsin, kendini evinde hissetsin istedim. Ve bu tasarlattik magazalarimizi.

Arkasindan diinyada bir ¢ok yerde &diil aldi bu. Bu da iste esasinda neuromarketing
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kullanilarak gidilebilecek bir ¢6ziim, dlgiilebilecek bir sonug ve sektorleri bir araya getiren
bir vaka.

Interviewer: Siz burda i¢giidii ve i¢goriilerinize dayanarak bir ¢6ziime yonelmisiniz. Ama
tabi bu yillarin tecriibesi ile oluyor. Artik hem zaman daha hizli akiyor hem de size bu ve
benzer ¢ozlimler sunabilecek metodlar, sunulan ¢éziimlerin efektivitesini 6lgebileceginiz
teknikler mevcut. Iste bunlar anlamli stratejilere hizlica doniistiiriilebildigi zaman sirket
artan ve ¢esitlenen rekabette bir adim 6ne gegiyor, tiiketicisi ile arasinda sadece ikisine
0Ozel essiz baglar kurma imkanina sahip oluyor. Sizin yarattiginiz da bir neuromarketing
senaryosu. Cok tesekkiir ederim bu giizel 6rnek icin. Peki, neuromarketingin etik yoni
konusunda ne diistinliyorsunuz?

Mr. Serdar Sunay: Demin konustuk. Insanlara bu metodla ¢6ziim sunarken bu problemi
ya da endiseyi tam olarak ¢6zmemis olsan dahi agiklayabilecek, netlestirebilecek bir iki
yontem ortaya konulmus olmasi gerek. Bunun igin en iyisi bence yurtdiginda yasanmis
ornekleri nedir, o yasanmis orneklerde nelere dikkat edilmis, ne gibi komplikasyonlar
¢ikmig onlardan ¢ikarimlar hareket etmek.Sosyal ortam dyle bir enteresan hale geldi ki.
Birdenbire bir reaksiyon ortaya c¢ikiyor. Misal kiirke kars1 olunmasint anliyorum. Ama
aym designer 1ma ya da miisterime ayagindaki ayakkabinin derisinin hammaddesini
sorunca verdigi tepki ile farkli hayvanin derisinden yapilmis olan montu giydigindeki
tepkisinin ¢eligkili olmasi sik¢a gézlemledigim bir durum. Simdi neuromarketing sayet bu
manada benzer etkiler dogurabilecek etik unsurlar, tepkiler dogurabilecek sonuglar ortaya

¢ikarma potansiyeline sahipse bunun 6n ¢aligmasinin yapilmis olmasi gerekir.

Interviewer: Neuromarketing/ Sinir pazarlamasinin uygulanabilirligi i¢in sirketinizin
degerlendirecegi kriterler neler olacaktir.

Mr. Serdar Sunay: Etik tarafi gok 6nemli. Third partyler ile kooperasyon imkanlari ile bu
1s cok baska yerelere tasinabilir. ekonomisini sdylemiyorum su an ¢link{i maliyet tarafini
canlandiramiyorum kafamda. Elbette maliyet cok mihim. Tabi bu maliyetin geri donimi

yani return of Investment nasil olacak bu bizim igin ¢ok 6nemli olur.
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Interviewer: Yine daha 6nce degindigimiz konulardan bir tanesi neuromarketing in tiriin
ya da servis satis konusunda manipiilatif bir tarafi var midir?

Mr Serdar Sunay: Bunu daha 6nce ifade ettik haklisin. Etik unsurlar ¢ok miihim. Olmazsa
olmaz. Fakat sunu da kabul etmek gerek ki pazarlamanin 6ziinde tiiketiciyi etkilemek var.
Dolayistyla agik ve seffaf olarak, negatif niyetlerden arindirilarak karsilikli faydayr 6n

plana ¢ikararak bu unsurlardan pozitif yararlanilabilir.

Interviewer: Farzedelim Serdar Bey'in bir ucak yolculugundaki hissiyatini, karsilikli
etkilesimini 6lgmek amaciyla bir neuromarketing 6lgiimiine denek olmak ic¢in goniillii
olarak ikna ettik. Bunu bir koseye koyalim ve benzer bir uyugulamayi disiinelim ki
Boyner ¢atis1 alsinda tiiketici i¢in yaptik. Sizce denek i¢in bu nasil bir tecriibe olusturur.

Mr. Serdar Sunay: Dogru anladim mi1 bilemiyorum ama ben burda bir adim daha Gteye
giderim ve bu yapilan 6l¢iimler esnasinda bana temas edebilecek, ya da beni uyarabilecek
ve bunun akabinde Ol¢gim alabilecek siirecin bana fiziksel olarak zarar vermeyecegini

garanti etmeni ve i¢sellestirmeni isterim.

Interviewer. Cok tesekkiir ediyorum Serdar bey. Cok vaktinizi aldim. Goriismemizin bu
kadar uzun gegecegini planlamamistim. Miistesekkirim kiymetli paylasimlariniz igin.
Mr. Serdar Sunay: Estagfurullah. Farkinda misin bilmiyorum ben senden daha ¢ok sey

ogrendim. Sen benden ne kadar istifade ettin bilmiyorum ama ben de tesekkiir ederim.

C.2 KOTON - Mr. Yilmaz Yilmaz

Interviewer: Oncelikle degerli vaktinizi ayirarak beni kabul ettiginiz icin tekrar tesekkiir
ederim. Az once okudugunuz ve onayladiginiz aydinlatma ( consent form ) bildirimi
ekseninde sizinle yapacagimiz sohbette kullanacagimiz sorularin bir kopyasini Siz de
elinizdeki ornekten takip edebilirsiniz.

Mr. Yilmaz Yilmaz: Bu arada Levent Kurtoglu benim bir arkadasimin birebir ismi.

Bahriyeli idi eskiden.

Interviewer: Sizde de bir denizcilik arka plani var sanirim.
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Mr. Yilmaz Yilmaz: Ben de eski deniz lisesi ve deniz harp okulu mezunuyum. Bir

akrabaliginiz yok degil mi onunla?

Interviewer: Hayir yok efendim. Babam Ahmet Kurtoglu, annem Fiigen Cullu Cokugras,
amcam Mehmet Kurtoglu. Baba tarafi Bursa anne tarafi [zmirli.

Efendim size de sunmus oldugum 17 soru ekseninde gegecek bir gorlismemiz olacak. Siz
de farkedeceksiniz sorularin bazilari, haliyle cevaplarin bazilar1 birbirleriyle ortiisebilir
nitelikte. Ben daha gorsel hafizali oldugum i¢in size de bir drnek takdim ettim. Rahatca
takip edebilirsiniz. Goriismemizde sizinle paylasacagim sorularin higbiri sizin bir 6n bilgi
sahibi olmaniz1 gerektiren husus igermiyor. Sirketinize ve i¢inde calistiginiz endiistriye
dair tecriibe ve hali hazirdaki bilgileriniz goriismemizin verimli gegmesini saglayacak
intelikte olacaktir.

Mr. Yilmaz Yilmaz: Esasinda ¢ok uzak degilim. Martin Lindstrom tin Turkcell
sponsorlugundaki konferansina gitmis ve dinlemistim. Ardindan kitabin1 da aldim

okudum.

Interviewer: Harika. Bir de yanimizdaki raflarda " What women want" adli bir kitap
gordim. Bu kitapta esasinda neuromarketing konusunda dair unsurlar barindirdirir
igeriginde.

Mr. Yilmaz Yilmaz:: Evet. Yani ilgim olan konular. Sizin kadar degil tabi ama

muhtemelen baslangi¢ diizeyinde bir bilgim var.

Interviewer: Miithis. Dilerseniz ilk sorumuzla baglayalim. Sirketinizi nasil tanimlarsiniz,
nasil nitelendirirsiniz ?

Mr. Yilmaz Yilmaz: Koton, Tiirkiye'de moda konusunda mass market'de lider olarak
algilanan, misteri odakli, hizli biiyiiyen bir firma.

Interviewer: Hizli biiyliyen dediniz. Sizce sirketinizin bu hizli biiyiimesinde
¢alisanlarinizin niteliksel ve niceliksel roll nedir?

Mr Yilmaz Yilmaz: Calisan vasiflar1 konusu derin bir konu. Genellikle son 3 senedir
mudar seviyesinin Uzerinde aramiza katilan arkadaslar i¢in mutlaka standart bir

degerlendirme siirecimiz var. Bir insan kaynaklar1 firmasiin standart degerlendirme
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siirecinden mutlaka bu arkadaslar1 geigiriyoruz ve birgok konuda da c¢alisanlarimizin
nitelikleri halinde bilgi ve i¢g0drii sahibi olmamizi sagliyor. Yalniz bir seyi farkettik. Rakip
firmalarda ¢ok basarili olan bir takim "Buyer" lar - Buyer bizde sadece satin almayi1 yapan
degil koleksiyonu da yoneten, bunun pazarlamasindan ve fiyatlamasindan sorumlu bir
nevi business unit yoneten kisidir -. Ornegin kadin markas1 bizim i¢in bir business unittir
ve basinda da bir "Head Buyer" vardir - bize geldiklerinde basarili olamadilar. Bizim
standart degerlendirmeden basari ile gecen bazi buyerlarin yine basarili olamadiklarini
gorduk bazen. Buradaki mesele nedir diye anlamaya g¢alistyoruz. Ve eristigimiz bir takim
sonuglar var. Firmamizin kilit noktalarinda rol alan ya da alacak arkadaslar1 da bu rollerin
ve sektoriin gerekleri uyarinca bir takim terzi kesim degerlendirmelere tabi tutmaya
calistyoruz. ( Biz moda odakli bir firmayiz. Tiiketicilerin bir arketip haritas1 vardir. Bu
haritaya baktiginiz zaman sol taraf daha bireysel ve yeniligi araya da {ist tarafi gibi bir
resim var. Bizim topluma uymaya calisan degil de biraz daha bireysel ve yeniligi arayan,
konfor alanindan ¢ikma motivasyonu olan kisiler bulmamiz lazim ki, bu insanlar ancak
eaarly adapters dedigimiz trendlerin pesinden gidiyor. Tarz olarak tutucu, konfor alaninda
kalan insanlar, o bizim istedigimiz yenilik duygusunun pesinden gitmedigini gordiik. Bu
ylzden bizde ozellikle tasarim ve buying ekibinde c¢alistiracagimiz kisilerde konfor
alanina ne kadar bagli, yeniligin pesinden ne kadar gidiyor basliklarini 6l¢ebilmek i¢in bir
takim degerlendirme tipleri tiretmeye calistyoruz. Bu pek yok su anda sektdrde ) Biz de
bu degerlendirmeleri yaratabilme kabiliyetine sahip bir takim insan kaynaklar1 firmalari
ile ¢alisarak bu konuda ilerleme katedmeye c¢alisiyoruz. Bizimde bu minvalde yenilige
acik, modanin pesinden giden ve yeni arayan bir ¢alisan kitlesi arayisimiz var. Basarili

arkadaglarimizin bir ¢ogunda yaptigimiz degerlendirmelerde de bu olgulara rastliyoruz.

Interviewer: Pek tabi siz degerlendirmisinizdir su saate kadar ama belki 6zellikle
yaraticilik odakli ¢alisilan baska sektorlere is ve degerlendirme metodlar1 {ireten,
uygulayan firmalar size bu arayislarinizda yardimci olabilir.

Mr. Yilmaz Yilmaz: Aslinda yaraticilik bir tarafi da, yaraticilik nedir diye sordugumuzda
yaraticilik aslinda analitik olarak yeni olanin tekrarlanma sikligini hissedebilen insanlarin

bir niteligi olarak da tanimlaniyor.
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Interviewer: Haklisiniz tabi yaraticligin farkli bakis acilarinda ihtiyaca mukabil tanimlari
var. Peki, Tirkiye'de sizin sektdriiniiz ne kadar gegmise dayaniyor, siz hangi tarihte
sektore dahil oldunuz?

Mr. Yilmaz Yilmaz: Bizim sektor ¢ok geng bir sektér. Koton agisindan da bu boyle. Biz
2000 yilinda sadece 10 magazasi olan bir sirketti. Bu 10 magazanin da en biiyligli sanirim
300 metrekare kadardi. O giinkii perakende ciromuz 10 milyon dolarlar seviyesinde idi.
Simdi 500 magazamiz var, 30 iilkedeyiz ve dolar bizden kagsa da milyar dolar seviyesine
dogru kosuyoruz. Dolayisiyla ¢cok geng bir firma ve gercekten hizli biiyiidii. Tabi hepsi
Koton kadar hizli biiyiimedi ama sektor de hizli biiyiidii. Bilhassa 2000 1i yillardan

sonradir hizli biiyiime donemi.

Interviewer: Sirketiniz yeniliklere 6nem veriyor siz de ifade ettiniz ve sektdre de bu
manada yon veren firmalardan bir tanesiniz. Sizce sirketin departmanlar1 ya da gorevleri
itibariyle siniflandirdiginizda pazarlama ne kadar bu 6zellikleri barindiriyor?

Mr. Yilmaz Yilmaz: Pazarlama bizim sektorde farkli tanimlanir. Koton'dan 6rnek
vereyim. Biz yillik 26-27 bin degisik "option" yapiyoruz. Bunu modele dondiigiinde,
option dedigimizde rengini de igeriyor, 17-18 bin model her yil pazara sunuluyor.
Bunlarin bir kismu1 basic yanin tekrar eden modeller. Ama minimum 12-13 bin her yil yeni
model Uretiyorsunuz. tabi bu 12-13 bini iiretmek i¢in 6nce 47 bin tane yapiyorsunuz
arasindan seg¢iyorsunuz. Dolayisiyla o pazarlamanin klasik yontemiyle fiyatlandirmanin
yapilmasi, konumlandirilmasi ayr1 ya da baska bir departman tarafindan yapilabilecek bir
15 degil. O yiizden erkek markasi1 diyelim ki bir Business Unit yani Head Buyer dan asag1
dogru indikge, biz "Class" deriz, pantolonun buyerina gidene kadar class buyer ma kadar
herkes aslinda bizde pazarlamada gorevlidir. Tiim arkadaslar miisterinin taleplerini
anlamaya caligir, iriiniin fiyatlamasini yapar, talebi tahminlemeye g¢alisir yani klasik
pazarlama faaliyetlerini yapmak durumundadirlar. Pazarlama ve Customer Insight
departmani bunlar bu buying ekibinin ihtiya¢c duydugu arastirmalar1 ve altyapiy1 onlara
saglar ve iletisim faaliyetlerini, point of sales malzemelerini koordine eder. Yani biz
esasinda bir marketing firmas1 gibiyiz. Ben de ¢ok ciddi bir sekilde kendimi o yonde

gelistirmeye ¢alistyorum. Diistiiniin ki her sene 12-13 bin model koyuyorsunuz ve her sene
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degistiriyorsunuz. Biz devaml tiiketiciyle, taleple, onun ne hissettigi ile yasamak

zorundayiz.

Interviewer: O zaman yanlis anlamadiysam kisa bir 6zetle tekrar edeyim miisade
edersiniz. Head buyerlar ile baglayan ve class buyerlara kadar uzanan tiim ekip bir sekilde
consumer insight toplamada, dizaynda, iirlinii yerlestirmede, fiyatlamada yani hazir giyim
sektorinde faaliyet gosteren bir firmada klasik pazarlama aktiviteleri adlandirabilecegim
tim unsurlarda hepsinin bir tuzu olmak mecburiyetinde ve kendilerini bu eksende
gelistirmek zorundalar.

Mr. Yilmaz Yilmaz: Devamli focus grup toplantilarina izleyici olarak katilirlar,
yaptigimiz arastirmalar1 hepsi alir, inceler, kendilerine yonelik sonuglar ¢ikartilar. Bunlar

calisanlarimizin ¢ok major nitelikleridir.

Interviewer: Sirketinizin hedefledigi misterinin profilini tasvir edebilir misiniz?

Mr. Yilmaz Yilmaz: Kadin ve erkekte biraz farkli. ( Kadinda 30 yas civarinda, sehirli,
yenilige agik, biraz kendini de goriiniir kilmay1 seven bir kitleden bahsediyoruz. Erkege
geldigimizde biraz daha geng, 68renci ya da caligma hayatinin basinda, casual giyinen,

yine sehirli diyebilecegimiz bir kitle. Gelir grubu olarak her ikisi de orta gelir grubunda )

Interviewer: Tesekiir ederim. Daha Once bahsettigimiz gibi bazi sorular birbirini
tamamlayici nitelikte. Az 6nce bahsettiginiz profillere ulasmak i¢in ne tarz pazarlama
metodlar1 kullaniyorsunuz?

Mr. Yimaz Yilmaz: Oncelikle tabi magazalarimizda her sen iki tane exit survey
yapiyoruz. Marka algis1 aragtirmasi yapiyoruz. Bir¢ok focus grup yapiyoruz farkli farkl
ihtiyaclara yonelik olarak. Bunlar customer insight anlaminda yapilan faaliyetler. Bir de
bu miisterilere Koton u anlatma faaliyetleri var marketing anlaminda. Yilda 6 tane TV
iceren kampanya ile iletisim faaliyeti yapiyoruz. Ayrica Internet sitesi hayli emek

sarfediyoruz. Pazarlama butcemiz blyuk diyelim.

Interviewer: Neuromarketing sizce nedir? Sizin tecriibeleriniz nedir neuromarketing e

dair?
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Mr. Yimaz Yilmaz: Neuromarketing miisterinin bilmedigini ondan &grenmektir.
Miisterinin adlandiramadigi ama onun davraniglarini yonlendiren unsurlari objektif

temelli olarak ondan 6grenmek diyebiliriz.

Interviewer: Sizin tecrubeniz nedir bu manada? Hi¢ neuromarketing ile bir etkilesiminiz
oldu mu?

Mr. Yilmaz Yilmaz: Benim c¢ok etkilesimim olmadi ama reklam filmlerimizi
neuromarketing yontemleri kullanarak izleyici tepkileri 6lgen bir yontemle basladik. Son
reklam filmimizi miisteriye gosterdik. Calistigimiz firmanin geri bildirimine istinaden
ogrendik ki reklamda rol alan iinlii kisi ekrana bakinca izleyicinin ilgisi artiyor oysa biz
filmlerimizi hep ekrana baktirmadan baglatmisiz. Bu anlamda hem giizel genel i¢cgoriler
ortaya c¢ikti daha sonraki reklam filmlerinde kullanabilecegimiz hem de artik her 1
dakikalik reklam filminden bizim versiyonumuz olan 30-35 saniyelik miisterinin ilgisini
daha ¢ok ¢eken reklam filmleri {iretebilecegiz. Ben sahsen konuya ¢ok ilgiliyim ama bu
bilgim is diizeyinde ¢ok somut bir sekilde sahaya pek yansimiyor. Yine de bu teori
kismina hakim olarak fiyat: etiketin lizerine nasil yazariz ki miisterinin satin alma tepkisi

daha olumlu oluyor gibi arastirmalar1 kullanmaya ¢alisiyoruz.

Interviewer: Cevaplarmizdan etkilenmemek miimkiin degil. Zira sizin gibi yonetici
seviyesindeki birinin bu kadar hem giincel hem derinine gelismeleri takip etmesi, ayni
zamanda kademeli olarak uygulamaya gegirmesi hayli etkileyici.

Mr. Yilmaz Yilmaz: Yani olabildigi kadar1 ile. Mesela sunu deneyelim, sarap satan
firmalarin uyguladig: bir ¢aligma, en pahali olan1 en yukariya koyuyorlar ki onu kimse
almasin ama esasinda burda amag¢ onun bir altindaki satmak.Burdan bir sey cikarabilir
miyiz diye ben de arkadaslara sdyle bir deneme yapma talimatini verdim: Bizim diyelim
ki 39 TL lik TShirt'in fiyat1 fena degildir. Ucuz degildir, pahali da degildir ama fena
degildir. Acaba yanina 59 TL lik olan1 koysak 39 TL lik olanin satisini arttirabilir miyiz

diye bir deneme yapiyoruz.

Interviewer: Saydiklariniz neuromarketing uygulanabilir 6rneklere giris anlaminda carpici

vakalar. Konsept olarak neuromarketing hakkinda ne diisiiniiyorsunuz?
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Mr. Yilmaz Yilmaz: Biliyorsunuz Buy-ology kitabinda bir 6rnek var. Amerika'da bir
programa sponsor oluyor 3 firma. Biri Coke Cola, diger ikisini hatirlayamiyorum. Bu
firmalar ayn1 miktarda para harciyorlar. Coke Cola kirmiziy1 stiidyoda ¢ok kullaniyor,
galiba masanin iizerine de bardaklarini koyuyor. izleyiciler bu sponsor olan firmalardan
diger ikisini hatirlamiyorlar fakat coke colay1 hatirliyorlar. Dolayisiyla madem akilda
kalinmak isteniyor ve pazarlamanin amaci bu, aslinda neuromarketing in sagladig
imkanlar1 firmalar dogru sekilde kullanirsa bundan fayda saglanir, bu agik. Yalniz bizim
Temel Aksoy var siz de bilirsiniz, kendisi ile goriismenizi de isterim; Temel Bey'in bir
aragturma sirketi vardi, yabancilara satti, ald1 sonra tekrar satt1 ve ayrildi. Tiirkiye'nin en
onemli firmalarinin aralarinda oldugu bir ¢ok firmaya danigmanlik yapiyor pazarlama
hususlarinda ve arastirmacilar dernegi baskanligi da yapti, hali hazirda bizim de
danismanimiz. O size benden ¢ok daha faydali ufuklar agabilir. Piyasadaki uygulamalari
da ¢ok iyi bildigi i¢in, benim bilmedigim bir ¢ok drnege hakim. Temel Bey der ki Buy-
ologyde ifade edilen bir ¢ok 6rnek esasinda sonraki safhalarda kanitlandi ki o kadar da
dogru degil. Ben tabi derinine bilemiyorum konuyu.

Interviewer: Dogrudur. Neuromarketing akademik ve wuygulamalar agisindan
bakildiginda daha kendini tarithini yazmanin baslangic safthalarinda bir alan. Bir yandan
da size bilgi veriyorum gibi mazur gorin litfen

Mr. Yilmaz Yilmaz: Hayir, aksine ben de sizin konusmanizi isterim bu konuda

Interviewer: Neuromarketing esasinda bilhassa neuro bilim uygulamalarinin teknolojik
seviyesinin artmasi, uygulama ve geri bildirimlerin pazarlama ekseninde
incelenebilmesini saglayabilmesi ile bugiin geldigi noktay:r 20001i yillarin baginda yola
cikarak sagliyor fakat esasinda sinir bilimi uygulamalarinin hem davranis dl¢iimleri hem
de politik konularda kullanilmaya baglanmasi 1970'lere dayaniyor. Fakat zamanla iilkelere
ya da mesleki kuruluslarin etik yonetmelikler ve yonergeler ekseninde c¢aligmalari
uyarinca daha sinirlar ortaya konan, bir davranisi degistirme temelli degil, onu 6lgme,
onun ardinda ne var ve davranis1 gerceklestiren kisiye nasil objektif bir fayda saglarim
istikametine yoneliyor. Metodlar elbette zamanla ¢ok gelisiyor. Zamaninda sadece beyin
dalgalar1 6lcen EEG yorumlari ile ilerlenirken bugiin yapay zeka unsurlar1 dahi miidahil

olmus durumda. Elbette metodlar gelisirken gittik¢e akademik ve pratik olarak daha ehil
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bireylerin multidisipliner yaklasimlarin1 gerektiren sonuglar ortaya ¢ikiyor. Tiim bunlar
hem neuromarketing uygulayan firmalarin hem de hizmet alan kesimin birlikte
caligmasini ve birbirini geri beslemesini gerektiriyor. Burda ihtiyag olan bir diger kilit
eylem de elbette sizin gibi vizyoner yoneticilerin yaklasimlari.

Mr. Yilmaz Yilmaz: Biraz da pazarlama agisindan siz de sdylediniz yapay zeka ve
makinelerin 6grenmesi ( Machine Learning ) bence ¢ok daha hizli ve onemli hale
gelecek.Neuromarketing nihayetinde bir tahminleme metodu i¢in size anlamli data ve
altyap1 saglhiyor. Bana kalirsa yavas yavas diinya soyle bir noktaya gidecek: Goriintii
tanima ve machine learning teknoloijisi dyle bir hale geldi ki goriintiiyii tanidig1 gibi
nedeni ne olursa olsun miisteri davranig sablonunu bir noktadan sonra makine d6greniyor.
Izleyici davramslarini da 6grenecek. Dolayisiyla tahminlemeden ziyade modelleme ile

dogrular1 bulmaya gidilecek seklinde diisiiniiyorum.

Interviewer: Siz fazlaca ilgili oldugunuz i¢in bu soruyu rahat¢a soruyorum:
Neuromarketing hakkinda ve neuromarketing ile yapilan arastirmalar konusunda ne
diisiiniiyorsunuz?

Mr. Yilmaz Yilmaz: Yapilan arastirmalarin sonuglarimi okudugum kitaplardan zaman
zaman takip etme imkani buluyorum. Az once ifade ettigim gibi biz de reklam
filmelerinde benzer tekniklerden faydalanarak sonuclara ulasmaya ¢alisiyoruz. Bu arada
focus gruplardan da faydalaniyoruz.

Interviewer:  Sirketinizin  gelecekteki  pazarlama  stratejisini  olustururken
neuromarketingden nasil faydalanmay1 diigtintirstiiniiz?

Mr. Yilmaz Yilmaz: Biraz ihmalkar oldugumu diisiiniiyorum bu konuda ama sorunun
karsil1g1 magaza i¢i uygulamalarini satisa yonelik olarak nasil daha iyi hale getirebiliriz
sorusunu neuromarketing ile dogru karsiliklarin1 bulabilirsek satigi arttirabiliriz. bence
burada bir firsat alan1 var. Miisteri magazaya girdi, saga doner. Bunu herkes biliyor. Ama
miisteri hissiyatin1 etkileyebilecek magaza icerisinde daha ne yapilabilir sorusunu
sordugunuz zaman bence bayagi bir sey cikar. Hatta elinizde boyle bir ¢alisma varsa,

paylasirsaniz ¢ok sevinirim.
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Interviewer: Tabi zevkle paylasirim. Kotonun 30 iilkede 500 magazasi var dediniz. Bu
500 magazada sizce 5 duyuya hitap edebilecek ne gibi unsurlar akliniza geliyor ? 5
duyunun hepsi ayn1 anda olmasi gerekmez, sadece birini etkileyebilecek bir unsur da
olabilir.

Mr. Yilmaz Yilmaz: Oncelikle gorsel tabiki. Koku daha kimlik olusturan bir sey. Diinyada
bir ¢ok uygulamasi var. Biraz gegmiste inceledik ve fiyat/performans agisindan ilgimizi

cekmedi.

Interviewer: Sizce neuromarketing hangi sektorleri bir araya ¢alismaya yonlendirebilir?
Mr. Yilmaz Yilmaz: Misterinin davraniglarini etkileyen duygularini ondan Once
farketmek ekseninde bakalim. Hemen hemen her sektor i¢in farkli farkli agilimlar getiren

bir bakis agis1 bu. O yiizden su sektor olmaz diyebilecegim bir sektor yok acikgasi.

Interviewer: Neuromarketing uygulamalarinin etik yonii konusunda ne diisiiniiyorsunuz?
Mr.Yilmaz Yilmaz: Bu konu tartismali bence. Sonugta miisterinin izni olmadan
miisterinin 6zelini anliyorsunuz ve 6zeline miidehale ediyorsunuz. Orada bir gri alan var.
O gri alan dogru bir sekilde degerlendirmeli kanaatindeyim. Misal bir dondurma reklami
var ve nereye atif yapildigi belli. Bunu izleyen insanlar buna izin verdi mi acaba? Orada
bir soru var. Miisteriden bir meblag aliyorsunuz. Orada benim dondurmam iyi demek ile

farkli cagrisimla his uyandiran noktalara temas ederek etki etmek baska.

Interviewer: Sizi neuromarketing kullanarak ¢alismada zorlayacak unsurlar neler olabilir?
Mr. Yilmaz Yilmaz: Neuromarketing data toplama agisindan bakildiginda yeterince
uzmanlik, dogru 6rneklem grubu, teghizat gibi bir cok gereksinim ortaya koyuyor. Bunlar
sektorde dogru bir sekilde bir araya gelmis mi bilemiyorum. Fakat bence en biiyiik zorluk
yaratacak unsurlar bunlar.

Interviewer: Sizin bir neuromarketing metodunu kullanmak ya da bundan faydalanmak
icin degerlendireceginiz kriterler neler olur?

Mr. Yilmaz Yilmaz: Teyid edilebilir olmasi, bu isle ugrasan kisilerin uzmanligir ve

orneklem grubunun dogru olmasi.
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Interviewer: Neuromarketing in iriin ya da servis satisini manipiile etmesi konusunda
goriistintiz nedir?

Mr. Yilmaz Yilmaz: Pazarlama genel olarak zaten algiy1 yonetmek ve ismini bu sekilde
koyarsaniz manipiile etmek i¢in yapiliyor. Saklanacak bir sey yok o ylizden zaten etik
olarak dogru bir durus sergilemek gerekiyor. Sevgili Armagan Kirim bizim danigmanlik
kurulumuzun bagkaniydi ve onun ¢ok dnemli bir yaklagimi vardi. Miisterinin farketmedigi
ihtiyacim1 kesfederek ¢oziim liretmek. Bizim de yapmaya calistigimiz bu. Temel bir is

metodolojisidir bu zaten.

Interviewer: Sizce bir neuromarketing ¢alismasinin i¢inde olmak denekler i¢in nasil bir
tecriibe olusturuyor?
Mr. Yilmaz Yilmaz: Sonunda deneklere kendi tepkilerine istinaden elde edilen igcgoriler

anlatilirsa onlar i¢in bilyiik bir farkindalilik deneyimi olur.

Interviewer: Yilmaz Bey degerli goriisleriniz ve bana vakit ayirdiginiz i¢in ¢ok tesekkiir
ederim.

Mr. Yilmaz Yilmaz: Ben de tesekkiir ederim.

C.3 LC WAIKIKI - Mr. Vahap Beyaz

Interviewer: Oncelikle degerli vaktinizi ayirarak beni kabul ettiginiz icin tekrar tesekkiir
ederim. Az once okudugunuz ve onayladiginiz aydinlatma ( consent form ) bildirimi
ekseninde sizinle yapacagimiz sohbette kullanacagimiz sorularin bir kopyasini siz de
elinizdeki drnekten takip edebilirsiniz. Ik sorumuzla baslayalim sizin igin de uygunsa.
Sirketinizi nasil tanimlarsiniz ? Nasil nitelendirirsiniz?

Mr. Vahap Beyaz: Disaridan biri olarak m1?

Interviewer: Disaridan bir gozle

Mr. Vahap Beyaz: Burada sirketimi 6n plana ¢ikarayim yoksa markay1 mi1?

Interviewer: Siz nasil uygun goriiyorsaniz

Mr. Vahap Beyaz: Disaridan gozle bakayim. LCW, moda perakendesinde faaliyet

gosteren genis kitlelere hitap eden, miisteri segmenti orta ve bolgesel olarak ortanin alti
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ve ortanin lizerine ¢ikan, genis bir iiriin yelpazesine sahip, beden 7’ye kadar iiriini
bulunan, fiyat algis1 kaliteye gore uygun olan, fiyat performans orani yiiksek, ozellikle
cocuklarin 6zel giinlerinde yogun ilgisini ¢eken, drnegin bir dogum giiniinde paketler
geldiginde hediyelerin %80'nin LCW oldugu bilinen, bayramlarda ¢ocuklarin 6zel ilgisini
¢eken, 23 Nisan milli bayramlarda ¢ocuklarin bir ¢cogunun kiyafetlerinin LCW oldugu,
yaygin bir magaza zinciri olan, sosyal medyada sik haberler ve yorumlar okudugum,
yurtdigina ¢iktigimda artik farkl iilkelerde magazalarini gordiigiim, bildigim kadariyla
perakende sektoriintin Tiirkiye’deki en yaygin ve en biiyiik firmalarinin basinda gelen,

ciddi bir istihdam saglayan bir marka diyebilirim.

Interviewer: : LC Waikiki'nin 6zellikle son yillarda hizli biiylidiiglinii gdriiyoruz. Yani
yurtdisinda da dyle, iiriin portfolyosunda da dyle, magaza aginda da Oyle. Sizce bu
blylmede ¢alisanlarinizin niteliksel ve niceliksel roli sizce nedir?

Mr. Vahap Beyaz: Tabii ki sirketlerin en biiyiik sermayesi insan kaynagidir. LCW’ nin de
yine en blyuk sermayesi bakildiginda insan kaynagidir. Ciinkii markanin bakildiginda bir
fiziksel magazalarin1 goriirsiin ama bir fabrikasini makinasini géremezsin dolayisiyla
insan yogunluklu, beyin iireten, akil terleten, alin terleten bir yap1 mevcut. Bu ekip isidir,
takim isidir. Eger calisanlar bu vizyona inanmasaydi, kurulmus olan LCW vizyonuna
inanmasaydi, degerlere inanmasaydi sadece sermayederin ya da sadece yOnetim
Kurulunun bu basarityr saglamast mimkiin degildi. Belki yonetim kurulu ilham
vermistir. Sermaye koymustur, yol goOstermistir ama yolda yiirliyen neticede

calisanlarimizdir.

Interviewer: Genel olarak ilk perakende ilk tekstil fabrikalarinin kurulmasi 1930’lara denk
geliyor yani Turkiye Cumhuriyeti tarihinde. LCW ne zamandan beri var?

Mr. Vahap Beyaz: Dediginiz gibi Tiirkiye’de tekstil fabrikalar1 Stimerbank fabrikalari ile
baslamistir. LCW 1988’de kurulmus, kii¢iik bir numune atolyesi ile hayatina baslamis,
Zeytinburnu’nda. 1990’I1 yillarda LCW ile tanismis, Fransiz markasi biliyorsunuz.
Fransa’ya iiretim yaparak bagliyor. Yine ayn1 yillarda Tiirkiye’nin lisansini aliyor. Lisans
alarak bir taraftan LCW Uretim yaparken bir taraftan da Tiirkiye’ye LCW markasini bayii
kanaliyla pazarlamaya bagliyor. 1997°de LCW’ nin tiim tam haklarin1 aliyor diinyadaki.
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2001 yilinda da bir karar veriyor, radikal bir karar, makas degisikligi diyelim ona.
Bayilikten perakande zincirine geciyor ve magazalar agmaya bashyor, kendi
magazalarini. 2001 yilinda, Tirkiye’ deki o krizden sonra.

2010 yilinda da yurtdis1 agilimina basliyor, yurtdisi magazalar1 agmaya basliyor. Bugiin
itibari ile 41 tlkede faaliyet gosteren ve 1000°e yakin magazasi olan bir yapi.

Interviewer: Pazarlama departmaniniz sizce bu sektére yon veren nitelikleri olusturmada

nasil bir rol oynuyor?

VB: Pazarlama nerede basliyor? Bir, 6zellikle yurtdisi, hangi iilke? se¢iminde miisteri
arastirmasiyla basgliyor. Gidecegimiz tilkenin; miisteri gelir diizeyi, rakip markalar, profili,
giyim tarzi, AVM’ de mi aligveris yapar, addede mi? Iklimi, fiyata ayarlili§1? Gelirinin ne
kadarin1 giyime ne kadar harcayabiliyor? Dogum orani, bunlarin hepsi pazarlamanin isi.

Bu benzer iilkeler benchmark yapilabiliyor. Bir MENA f{ilkesinde filan tilkesinden filan
ulkeye gitmissin. Bu ilkedeki tecriibelerini  diger iilkeye aktarabilirsin,
kaydirabilirsin. Ama yeni gidecegin bir {ilkede bambaska, yeniden arastirma basliyor.
Daha sonra da -magazadan sonra- ne devreye giriyor? Uriinler devreye giriyor. Uriinle
ilgili arastirma basliyor. Uriiniin, markanm bilinirliligi, nereden esinlendigin, markay1
bilerek mi aldin? Yoksa iirlinden mi etkilenerek yoksa fiyattan etkilenerek mi aldin? Alan
miisteri bayan mi erkek mi? Kendine mi ald1? Cocuguna m1 aldi1? Fiyat-Kalite algisini

nasil buldun? Tarzina uygun muydu?

Interviewer: Departmanlar arasinda pazarlamay1 bir yere koysaniz, pazarlamaya nem
acisindan nasil bir yiizde verirsiniz?

Mr. Vahap Beyaz: Bu tabii sektor olarak degisebilir. Bir magaza kanaliyla tiiketiciye
ulasiyorsan farkli bir pazarlama uygularim, sosyal medya-internet iizerinden ulasiyorsam
fakli bir pazarlama uygularim. Bir magaza ve senin iirlinlin satilacaksa korunurda
satilacaksa pazarlama metodu uygularim. Bir magazada senin {irliniin satilacaksa farkli bir
pazarlama uygularim. Bunun i¢in bu tamamen senin dagitim kanallarinla 6nemi
degisebilir diye diisiinliyorum. Mesela bizim bayii kanali ile yaptigimiz pazarlama farkl

idi. Bayide satarken su anda kendi magazalarimizi agtiktan sonra pazarlama kanali farkli
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oldu. Bunu ayirt edebilirim. Oranin1 6rnek verecek olabilirsem mesela bizim sektorde
pazarlama yapmayan buyuk firmalar var. Fakat pazarlamasini neyle yapar? Magaza
gorseli ile yapar, magazasmin avm’ sinin biiyiik cephesiyle, glzel vitriniyle, guzel
mankenleri ve sik dekorasyonuyla yapar. Daha ¢ok fisilt1 haberi ile yapar. Bu grubun
iletisimini kolay kolay goremezsin. Tabii gazetelerde, televizyonlarda reklamini
goremesin. Bu mesela bir iletisim kanalin1 saglar. Bunun adina ne dersiniz bilimde
bilemem ama gdrsele hitap eder. Goze hitap eder. Biz ise bunun karmasini yapariz LCW
olarak. Onu da yapmaya calisiriz. Diger Pazar arastirmasini da yapmaya ¢alisiriz. Oran

vermek burada ¢ok dogru olmaz.

Interviewer: Hi¢ Neuromarketing -sinirbilimi pazarlamasi size ne ifade ediyor, benim
anlattigimin disinda var mu bir tecriibeniz? Yeni tanigmis da olabilirsiniz

Mr. Vahap Beyaz: Bu sdylediginiz sinirbilimi pazarlamay1 yapiyoruz ama
adlandirmayabiliyorduk. Pazarlama ekibi iletisim ekibi gerek miisteriler ile grup
toplantilart yapiyor. Eslik ederek ziyaret ediyorlar, ev ziyaretlerinde bulunuyorlar. Hatta
gardirobuna kadar girebiliyorlar. Bu tiir pazarlamalar1 yapiyorlar ve hatta markanin

tizerini kapatiyor, kendinin o markadan oldugunu séylemiyor.

Interviewer: Tam o esnada, anketler yapilirken, marka kapatilmigken, bir de marka
acikken, ben bir sekilde onun viicudundaki nabiz, ter, beyninin mutlu olma tarafi mi
heyecan tarafi mionlarin yanip yanmadigin1 gorebiliyorsam neuromarketing oluyor.
Biitiin pazarlama metodlarini uyguluyorsunuz ama.

Peki, neuromarketing / néro pazarlama size ne hissettiriyor ne diistindiirityor?

Mr. Vahap Beyaz: Bunun soyle bir faydasini goriiyoruz, bir kere seni teyit ettiriyor, dogru
ve yanlhisini. Check up’ tan geciriyor, teyit ettiriyor. Bir karar veriyorsun ama senin
verdigin karar miisteri nezdinde sokak nezdinde ne derece kabul goriiyor. Bu teyit cok
onemli diye diisiiniiyorum ben. Bazen bir tv filminde ¢ok begendimiz bir film ya da tam
tersi ¢cok begenmedigimiz bir film 6ne ¢ikabiliyor. Bu sefer ne yapiyorsun sen begendigini
degil begeni alan1 yayina sokuyorsun. Yani senin hosuna gideni degil de dogrusunu

yapiyorsun.
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Bundan dolay1 bu bir check listesi diye diisiiniyorum. Ayni zamanda dediginiz bazal
misteri, i¢ giidii dedigimiz , aslinda oradaki uzman, onun sdyledigi degil de sdylemedigini
anlayabiliyor. Mimikleriyle belki dogru terminolojiyi kullanamayabiliyor. Ama i¢giidii
dedigimiz miisteri i¢ giidiisiinii disariya ¢ikartabiliyor. Bu tiir faydalarii yapacak ciddi
zaman ve biitce ayiriyoruz- bir ekip de, bildigim kadartyla 20 kisilik- bir ekip de var saha

arastirmasi yapan.

Interviewer: Sirketin gelecekteki pazarlama stratejisini olustururken neuromarketingden
nasil faydalanmay1 diisiiniirsiiniiz? Esasinda sizden alinti yaparak soylilyorum, siz bazi
noktalarda faydalaniyorsunuz bundan ama belki neuromarketing demiyorsunuz. Bir
miktar daha belki detay bu konuda bilgilenirseniz yani ekipleriniz bilgilenirse siz de
bunlar1 deneme yolunu segebilirsiniz, yanlis anlamadiysam.

Mr. Vahap Beyaz: Dogru.

Interviewer: Neuromarketingin bir 06zelligi- simdi sadece tekstilden, giyimden
konusuyoruz- bes tane duyunun insanda pazarlamaya doniik sekilde geri bildirimini
alabilmek.

Bu bes tane duyuya etki eden sektorlerden biri de misal seyahattir. Seyahat bir tecriibedir.
Kokusundan duymasindan, tekstil hakeza dyledir. Insaattir. Duvara dokunursunuz. Isig
goriirsiiniiz, sicakligini hissedersiniz.

Sizce, i¢inde bulundugunuz sektorii diisiinerek hangi sektdrler neuromarketing etrafinda
bir arada ¢aligmaya uygun olabilir. ?

Mr. Vahap Beyaz: Tabii bu hazir perakende isine hangi sektorler yakin? Mesela gida
diyebiliriz, kozmetik, ev tekstili diyebiliriz. Mobilya sektor diyebiliriz.

Bu perakende elektronik sektort, yeme igme sektord, fast food diyebiliriz. Bu sektorlerde

daha yakin neuromarketing tecriibesini kullanarak basaril1 olabiliriz diye diisiinmekteyim.

Interviewer : Etik yonii hakkinda ne diisiiniirsiiniiz?

Mr. Vahap Beyaz: Bu tartisilan bir konu, sizde basinda dediniz siyasi partilerin
konusunda.

Bunun dozajini 1yi ayarlarsaniz, kismen etik olmayan alanlara girebiliyor bu, ama dozajini

1yi ayarlarsaniz ben o kadar da problem olmayacagini diisliniiyorum. Yeter ki seffaf,
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niyetini 1yi anlatip, aldatmaya yonelik olmayan, sorularin dogru secilmesi olursa kabul

goriir diye diisliniiyorum.

Interviewer: Sayet ndro pazarlamadan faydalanmay:1 diisiinlirseniz sizi zorlayacak
unsurlar eneler olacaktir?

Mr. Vahap Beyaz: Etiklige dair , eger iyi iletisim kurulmamissa sosyal medyadaki bir
olumsuzluk, bir iletisim de fayda yerine zarar getirebilir. Ters de tepebilir bu. Pirince
giderken evdeki bulgurdan olabiliriz. Maaliyet demin de dediginiz gibi, fayda- maliyete
bakariz. Bu dogru yapilmazsa yanls yonlendirebilir. yi analiz edilmezse sorular iyi
secilmezse, dogru kisiler tarafindan yapilmazsa, dogru deneklere sorulmazsa bu yanlis
yonlendirebilir. Buna dikkat etmek gerekiyor. Bazen bu yapilanla bir takim kendine
dogrular var, aligkanliklar var, ¢atisabiliyor. Fakat o dogru diinde kalmistir sana bugiin
sana yeni biseyler soyliiyor. Bu karar vericiler ile gelen bilgi arasinda bir ¢atisma s6z
konusu vardir. Yani degisimde zorlanabilirsin. Simdiye bildiklerinin tam tersi bir veri

geliyor sana bunu yonetmekte zorlanabilirsin. Aklima gelen bunlar.

Interviewer: Neuromarketingin {iriin ya da servis satisini manipiile etmesi konusunda ne
diistiniiyorsunuz?
Mr. Vahap Beyaz: Bu konuda etik, seffaf, transparan olmak lazim ve dozajini iyi

ayarlamak lazim.

Interviewer: Vahap Bey bir LCW miisterisi olarak bir néro pazarlama deneyine katilsa
sizce nasil hisseder? Nasil bir tecriibe olur bu?

Mr. Vahap Beyaz : Soyle olabilir, bu bir gorsel sunum olacaksa ya da ekrana degil canl
bir koleksiyon gosterilecekse bu nereye goturebilir? Baharsa dediginiz gibi ben renklere
takilirim. Bu sicak renkleri, bahari..

Interviewer: Bu sirada sunu diisiiniin, goziinlizde bir cihaz var , o cihaz sizin
reaksiyonlariniz dl¢liyor. Derinizde bir band var, sizin nabziniz1 ne kadar terlediginizi,
kalp atisinizin ne kadar hizlandigini 6l¢iiyor. Bu tarz lizerinizde bir takim ekipmanlar ve
siz hala bahar kreasyonu, renkler bunlara bakiyorsunuz. Biitiin bunlar varken nasil bir

tecriibe?
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Mr. Vahap Beyaz: Kolay bir tecriibe degil bu. Yani benim i¢in zor bir tecriibe olur diye

dustintiyorum.

Interviewer: Vaktinizi ayirarak degerli goriislerinizi paylastiginiz i¢in ¢ok tesekkiir
ederim. Sizin herhangi baska bir sorunuz varsa dilerseniz simdi dilerseniz daha sonra

dilediginiz zaman yardimeci olabilirim.

C.4 MAVI - Mrs. Elif Akarhlar and Mrs. Serpil Berkan

Mavi has refused the details of in-depth interview to be disclosed. If the reader is
interested to investigate deeper, please get into communication with the writer of this
thesis. Your inquiry will be shared with company and if there will be a positive consent,

you will be provided with the text.

C.5 VAKKO - Mr. Rifat Elhadef

Interviewer: Sorular isterseniz gorsel olarak isizin de Oniinlizde olsun ve sorularin
tizerinden hep birlikte bir gecelim ardindan tek tek cevaplayalim. Hatirlatmak amaciyla
bir sorunun igerigi farkli bir soruda farkli kelimelerle tekrar formiile edilerek bir parca
haline getirilmis ve tekrar soruluyor olabilir. Pek tabi burada tahmin edebileceginiz lizere
amag bir ya da daha fazla sayida size gore olan dogru bilgileri duymak ve analiz etmek
olacaktir.

4. Sirketinizi nasil nitelendirirsiniz/ tanimlarsiniz?

5. Sirketinizin biiylimesinde ¢alisanlarinizin niteliksel ve niceliksel rolii sizce nedir

Mr. Rifat Elhadef :Neuromarketing tam olarak ne anlama geliyor?

Interviewer: Neuromarketing, etkili pazarlama stratejileri yaratmak amaciyla tiiketicilerin
iirlin, servis ve markalara verdikleri fizyolojik ve biligsel tepkileri belirlemek i¢in ¢esitli
sinir bilimi teknolojilerinden faydalanan bilim dali seklinde yola ¢ikmis. Esasen politika

gibi farkli ¢ikis noktalar: tarihte var fakat bugiin sadece hazir {iriiniin tepkisini 6lgmekte
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degil, tiiketicinin farkinda olmadig1 korku ve 6diil giidiilerini de ortaya koyarak iiriin,
servis ve marka nin designninda iletisim, seyhahat, tasarim, otomotiv, gastronomi,
endustri gibi pek ¢ok farkli alanda kullanim imkani buluyor. Pazarlama literatiiriinde
neuromarketingi 6n plana ¢ikaran en ses getiren deney 2004 senesinde iki kola markasi
arasindaki gozli kapali ve gozleri agik deneylerin tada ve gorsele olan biligsel tepkisinin
Ol¢iilmesi ve aralarinda farkin yorumu ile olmus.

Mr. Rifat Elhadef : Kimler uyguluyor mesela?

Interviewer: Biiyiik siipermarket zincirleri basariylla uyguluyorlar. Koku, raflardaki
dizilim, se¢ili lirtinleri igeren raflarin alanin secili noktalarina konumlanidirilmasi, kendi
triinlerinin  paket designlarin1 iizerinde yaptiklar1 c¢alismalar ile tiiketicinin
onceliklendirebilecegi unsurlar1 6n plana c¢ikariyor ve bu esnada diger pazaralama
metodlarinin yaninda neuromarketingden de ciddi sekilde faydalaniyor. Retail sektdriinde
bu nasil oluyor: Potansiyel tiiketicinin maruz kaldig1 bir koku, deneyimledigi bir
dekorasyon, 1siklandirma, dokundugu bir oturma grubu kaplamasi gibi 6geler farkli duygu
ve bilissel eslesmeler uyarinca tiiketicide var olan bir motifi ortaya ¢ikarabiliyor,
giiclendirebiliyor ya da negatif etkileyerek sogutabiliyor. Iste neuromarketinfg tiim bu
¢emberin design, uygulama, ol¢clim ve geri bildirim alma asamalarinda yer alabilecek
nosyonlara sahip.

Mr. Rifat Elhadef: Bizde su var, soyle bir sey yapiyoruz:Her Vakko'da koku aynmidir. Air
condition 1n i¢ine yillardir koymay1 segtigimiz belirli bir koku var. O kokuya girer girmez
- ki baz1 bagka markalarda da var bu sanirim - miisterimiz Vakko'da oldugunu anlar. Tabi

bu mindr bir uygulama sizin saydiklarinizin yaninda.

Interviewer: Sizin uygulamanizin eslenikleri marka sadakati yaratma konusunda
pazarlamada kullanilan bir teknik. Neuromarketing ile elbette dogru noktalardan
yaklasildig1 vakit birbiri ile illigkilendirilebilir.

Mr. Rifat Elhadef: Siz ne okumustunuz?

Interviewer: Doktora programim contemporary marketing management bagligi altinda bir
cok farkli disipline dokunabilen bir icerik sagliyor. Tabi esasen 6ziinde lisansta elektrik

ve ylksek lisansta biyomedikal miihendisligi okumus olmam ayrica 15 yildir saglik
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sektorlinde bilhassa goriintiileme dalinda ¢alismis olmamin neuromarketinge olan ilgi ve
altyapisimm  daha net anlayarak ifade edebilmeme miisade ediyor olusunun

farkindayim.Sorularin {izerinden gegmeye devam edelim sizin i¢in de uygunsa:

6.Tirkiye’de sektoriiniiz ne kadar gegmise dayaniyor ve sirketiniz hangi tarihte sektorde
aktif hale oldu?
7.Sirketiniz yeniliklere 6nem veren ve sektore yon veren niteliklere sahip. Sizce

pazarlama bu nitelikler arasinda nicelik ve nitelik olarak nasil bir yer aliyor?

Mr. Rifat Elhadef: Vakkonun asli liikks ve servis tizerine kurulu. Bu iki ana unsur bizim
yapitasimiz. En yiiksek seviyede miisteri memnuniyeti, herkesin kendisini evde
hissedecegi, dzel hissedecegi bir servisten gegiyor. Uriin olarak da her zaman en iyi
kaliteli Girtinleri kullanmak hep birinci 6nceligimiz oldu. Vakko bundan dolay: yillarca,
herhangi bir meslek grubu is yaparken kendisini liikse referans noktast olarak teskil
ederken buldu. Bir adam en iyi boyaci olmak istiyorum derken boyaciligin Vakkosu
olmak istiyorum diyor. Niye ciinkii biliniyor ki biz higbir sekilde kaliteden 6diin
vermiyoruz, servisten 6diin vermiyoruz, her zaman iirliniimiiziin arkadasinda duruyoruz,
bu da markay1 marka yapan unsur oluyor. Marka 1930larda dogdu. Yaklagik 80 yil oldu
simdiden. Tabi Vakko nun altinda subbrandler de var. Vakko var, Vakkorama var, W
Collection var,Vakkomare var, Vakko Wedding var, Vakko Chocolate var, Vakko Parfum
var, Ozel dikim var.Bunlar ayr1 ayr1 dogmus olan farkli markalar. Sister brandler. Tabi
bunlarim ulastigi miisteri kitleleri farkli olabiliyor. Cilinkii Vakko dediginiz zaman
Tiirkiye'nin en creme de la creme, en gelir seviyesi yliksek, zira fiyatlar ucuz fiyatlar degil
baktiginiz zaman bir liiks tiiketim tirtinii. Takim elbise satryorsunuz en iyi kalitede, en 0zel
is¢ilikte, el is¢iligini en mitkemmel sekilde kullanarak, en giizel magazalarda bu {iriinleri
satiga sunuyoruz. Bizim postining olarak yaptigimiz en dogru hamle en giizel yerlerde
magazalar agiyoruz. Pek cok rakibimiz ¢ok gilizel magazalar agar ama magazalarin
kendisine c¢ok fazla para harcamaz. Biz Vakko olarak magazalarda kullandigimiz
mermerden tutun, 1s1gmna icerde kullandigimiz kokudan, giriste miisteriyi karsilayacak
olan calisanimizin kilik kiyafetine kadar bu tip detaylara cok fazla deger veriyoruz.

Vakko'ya girdigi zaman o kisi kendisini 6zel hissediyor. Bu birinci boliimii tabi isin. ikinci
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boliimii de kolksiyonun da trendy olmasi lazim. Eskiden beri var olan bir yaklasim " Bu
da Vakko'dur". Ttiketici her zaman biliyor ki, o giiniin moda anlayisini en yiiksek seviyede
yansitan iiriinlere sahip olabilecek. Bir diger ayagi da statii tabiki. O kiyafeti giydigi
zaman tiiketici statiisiinii Vakko ile 6zdeslestiriyor ve miikemmellestiriyor ve elbette
bundan fayda sagliyor. Bundan dolay1 bugiin 170den fazla noktada satis yapiyoruz. Biiyiik
Vakkolarimiz, Vakko butiklerimiz var. Biiyilkk Vakko lar 2500-3000 metrekarelik
magazalardir. Vakko'yu diger markalarla mukayese etigim zaman, biz hi¢bir zaman bagka
bir markanin altina siginmadik. Hep Vakko olarak biiyiik butik olmaya calistik. Vakko
markasini 6n plana sunduk. Tabi baska markalar da i¢inde satiliyor ama Vakko'nun biiytik
bir bolimiinii kapsamiyor bu markalar, sadece igerideki belirli bir ¢esitliligi saglamak ve
arttirmak i¢in kullanilmis markalar bunlar. Bizim isimiz detay isi. Zaten bir laf vardir
meshur: " Retail is detail ". En ufak detayina kadar: Icerideki satis elemaninin egitimi,
sacinin sekli, tirnaklarinin bakimi, konugma sekli. Bunun i¢in bagka bir yatirrmimiz daha
Vakko ESMOD adinda. Vakko ESMOD bir okul, Fransizlarla birlikte agmis oldugumuz.
Bu okulda Vakko'da ¢alisacak bir kisinin, ve ayrica disarida egitim veren bir okul bu,
genel anlamiyla perakende sektoriinde calisacak bir kisinin hem perakende matematigi,
hem magazacilik bilgileri ve kisisel gelisimi iizerine kurgulanmis bir miifredatta egitim
veriyoruz. Tiim saydiklarim tizerinden bir marka ortaya ¢ikiyor. Marka tiretim yapayim,
tiriinlerim olsun, magaza agayim satayim seklinde olmuyor. Vakko'da yaptigimiz adetler
digerlerine gore daha az oluyor tabiki ve bu eksende daha exclusive ve ulasilabilirligi
kolay olmayan sonuclar ortaya cikiyor. W'ya geldigimiz zaman, W markasi daha
affordable, liiksiin daha demokratiklestigi, daha fazla adette {iretilen, daha fazla
profesyonel is yasami bireylerine ulasan nitelikte. Yine kaliteden 6diin vermeyen iki cesit
altindan bahsediyoruz burda. Sadece ayar olarak baktigimizda birbirinden farklar1 mevcut.
Pek cok diinya ¢apinda markanin da benzer yaklasimlart vardir. Armaniye bakarsaniz
Giorgio Armani vardir bir de Emporio Armani vardir. Ac¢ikcas1 neuromarketingden
fazlaca faydalandigimizi diisiinmiiyorum. Tabi bu {izerinde ¢aliglimas1 gereken bir mecra,
bir kanal. Bu kanal ile marka durusunu giiclendirmek miimkiin olabilir.

Interviewer: Sirket calisanlarinizin niteliksel ve niceliksel rolii nedir?

Mr. Rifat Elhadef: Cok onemlidir.Bizim ¢alisanlarimizin egitimi, durusu, yaklagimi, bir

Vakko'cu olarak tutumu ¢ok ¢ok miithimdir. Magazaya gelen misafirlerimize olan servis
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anlayisi, onlar1 bir magazaya girer gibi degil de evlerine misafir etmek istermisgesine
saglanan yaklagim aslinda markay1 marka yapar. Ve tabiki bunu saglayabilmek icin bu
kisilerin egitimi ¢ok Onemlidir. Sunacaklar1 {iriinler hakkinda dogru bilgi, moda
hakkindaki dogru bilgi, miisteriyi taniyip, miisterinin istedigi sekilde igsel ¢oziimler
sunabilme becerisi, miisteriyi okuma kabiliyeti onem verdigimiz, gelisimine destek ve yon
verdigimiz niteliklerdir. Ekip Vakko'nun Beyoglu'ndaki magazasindan bu yana bugiinkii

agina ullagirkenki dayandigi en temel unsurlardandir.

Interviewer: Sektorliniiz ne kadar gegmise dayaniyor?
Mr. Rifat Elhadef: 1930larda sapka ve esarpla baglamis bir sirket. O tarihten bu yana farkl

segmentlere de girerek bugiin "Total Look™ bir servis vermektedir.

Mr. Rifat Elhadef: Bizim reklam mecralarimiz su sekilde esasinda. Placement agisindan
magazalarimizin lokasyon sec¢imi, nitelikli i¢ ve dis tasarim 6zellikleri, product 6zelinde
en liiks kaliteden demokratik kalitenin farkli kademelerine uzanan {iriin ve servis
yaklagimi, promotion anlaminda ¢alisanlarimizin hem Moda ekseninde okulumuzdaki
akademik formasyonu hem de sahadaki durus, yaklasim ve ileitisim becerileribizler igin
olmazsa olmazlar. Vakkorama bizim i¢in biiyiik bir yenilikti. (0'lerin basinda Cem
Hakko'nun liderliginde baslamis olan marka genglerin kendilerini bulduklar1 bir markadir.
Bunun tamamlayacak pazarlama unsurlari olarak Tirkiye'deki ilk gym, kayak
yarislarindaki aktif sponsorluk ve organizasyon, yelken yarislari, i¢inde ilk radyo olan
magaza bu konsepti destekler nitelikte idi. Pazarlama bashiginda her markada mutlaka
yenilik¢i bir yaklasimimmz oluyor. Ornegin kendi ¢ikolatasi olan bir perakende
magazasiy1z. Cikolata ¢ikartirken Bay Vitali'nin bir hedefi vardi. En giizel en kaliteli
cikolata eger Isvicre ¢ikolatasi ise Isvigre cikolatasina rakip olabilecek bir cikolata ortaya
cikartmaktti. Her zaman bu manada yeniliklere ¢ok deger verdik. Yapmis oldugumuz

yenilikleri de en list diizeyde ortaya ¢ikarip sunmak tlizere ¢oziimlerimizi kurguladik.

Interviewer: Mecralardan nasil faydalaniyorsunuz? Uriiniiniiziin ¢ok fazla tanitima

ithtiyaci yok zira.

152



Mr. Rifat Elhadef: Biz genelde {iriin tanitimi1 yapmiyoruz. Marka zaten Tirkiye'nin en

bilinir markalarindan bir tanesi.

Interviewer: Nasil 6l¢liyorsunuz markanin en bilinilir olusunu?

Mr. Rifat Elhadef: Bunu cevaplamak ne kisa ne kolay. Farkli zamanlarda yapilmig olan
birgok pazar arastirmasinda ve resmi sonuca istinaden Vakko Turkiye'nin en bilinir
markalarindan birden ¢ok kez ortaya ¢ikti. Biz reklam olarak bir esarp, bir pantolon ya da
bir kravat reklami yapmiyoruz. Biz Vakko'nun total imajim1 hatirlatan, sunan ve
koleksiyonlarimizin modernitesini 6n plana ¢ikaran reklamlar yapiyoruz. En fazla
kullandigimiz reklam alanlarindan bazilar1 outdoor medyasi, online mecralar ( instagram
ve social media ), Vakko internet sitesi bir omni channel olarak kullanilabiliyor zira
insanlar internet sitesinden sadece aligveris yapmiyorlar. Tiiketici iiriinii web sitemizde
goruyor, mukayese ediyor ama yine gelip bir Vakko servisinden faydalanarak bu Grin(
almay1 tercih ediyor. Radyo da bizim i¢in 6nemli bir reklam mecraasi zira bu grupta Power
FM, Power XL, Radyo Fenomen gibi frekanslar da var. Bunlardan da faydalaniyoruz.
Fakat bizim kullandigimiz en miihim reklam asseti vermis oldugumuz servis. Servisten
dolay1 misafirlerimizin mutlulugu ve burdan ortaya ¢ikan word of mouth ( kulaktan kulaga

pazarlama ).

Interviewer: Bu demek oluyor ki siz miisterinizle o fiziksel iletisimi sagladiiniz vakit
yani misariniz o kaliteyi duydugunda, hissettiginde, kokladiginda, dokundugunda siz
Vakko'yu hissettirmis oldugunuzu diisiiniiyorsunuz.

Mr. Rifat Elhadef: Evet dogru. Biz bir hayat tarzi sunuyoruz. Misafirlerimiz sundugumuz
bu hayat tarzinin bir parcast olmak icin bize geliyor, bizi segiyor. Misafirlerimiz
magazamizdan adim attiklar1 zaman icerideki diger misafirlerimizin kalitesi, almig oldugu
Uriiniin kalitesi, almis oldugu servisin kalitesi, igtigi kahvenin kalitesi - italya'dan kahve
uzmani getiriyoruz - yedigi ¢ikolatinin kalitesi sundugumuz hizmetin hep en iist seviyede

olmasini saglamak i¢in. Cafetarialarimizda 6diillii Fransiz ag¢ilarimiz bizim igin ¢alisiyor.

Interviewer: Yaridan ¢ogunu gegtik sorularimizin. Biraz Neuromarketing ile ilgili sorular

yoneltecegim size.
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Mr. Rifat Elhadef: Her ne kadar cevap veremeyecek olsam da.

Interviewer: Aksine siz neuromarketinge konu olabilecek bir ¢cok pazarlama aktivitesi
yapiyorsunuz. Designdan sunuma, servise kadar fakat bunlar1i ne kadar bilingli
yapiyorsunuz, ne kadar detayli 6l¢iilebilir oldugunun farkinda misiniz ve bu 6lgtimlerden
yola ¢ikarak {irlin, servis, sunum, design gibi Ozelliklerde neleri iyilestirebilirsiniz,
bunlarin marka bilinirligi, miisteri sadakati gibi olgulara ne gibi katkilar1 olabilir, bu gibi
geng bir pazarlama alaninda nasil faydalanabilirsiniz bunlardan yeterince haberdar

olmayabilirsiniz ki ¢ok dogal.

Interviewer: Konsept olarak neuromarketing size ne diisiindiiriiyor ne hissettiriyor.
Mr. Rifat Elhadef: Dediginiz gibi kimi yaptigimiz uygulamalari igeren bir pazarlama alani
gibi duruyor. Fakat daha biitlinsel bakabilmke i¢in dahafazla bilgiye ihtiyacimiz var. Belki

sizinle bir ¢caligma yapabiliriz.

Interviewer: Neuromarketing ile yapilmis caligsmalar artryor. Misal bir ¢alismanin basligi
" I have put myself into an fMRI Machine and found out that I love Louis Vitton ". Her
ne kadar neuromarketing'e dair detayli bir bilginiz olmasa da yapilan bu ve bunun gibi
caligmalara istinaden bir degerlendirmeniz olur mu?

Mr. Rifat Elhadef: Vakif olmadigim i¢in yorum yapmam c¢ok dogru olmaz ama soyle
yapabiliriz. Konunun uzmani ben olmayabilirim. Bu sorular1 burada simdi goriiyorum.

Hem Executive boardumuzla hem de marketing ile bu sorulari paylasabilirim.

Interviewer: Burda executive seviyede olan bir fikir dnderi oldugunuz i¢in soruya dair
detayli bilgi sahibi olmaniz ya da cevap verebiliyor olmaniz miihim degil. Elbette
pazarlamada gorevli arkadaslar daha bu konseptleri duymus ya da hakimlerdir. Belki
bilerek belki farkinda olmadan uyguluyor ya da 6l¢timleri degerlendirerek size i¢goriiler
ve strateji Onerileri sunuyorlardir. Fakat bu goriismemizin en miithim kisimlarindan biri
Tiirkiye'nin en taninmis markalarindan karar verici ve yon verici sizin konuya dair icgten
goriisleriniz.

Mr. Rifat Elhadef: Bence biz neuromarketing fazlasiyla yapiyoruz. Ama bunu ¢ok bilingli

ve taniml1 olarak yapmiyoruz. Zaten markamizin DNA sinda belirlemis oldugumuz bazi
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unsurlarin  Neuromarketing ile c¢ok gilicli bir sekilde iligkilendirilebilecegini

diisiiniiyorum.

Interviewer: Tiiketici davramisim1  6ngérmede, kesfetmede ne gibi metodlar
kullantyorsunuz? Yani bir sonraki designiniz, bir sonraki kumas se¢iminiz, bir sonraki
magazanizi agacaginiz yer bunlarin hepsi esasen tiiketici davranisini 6ngoren sonuglar.

Mr. Rifat Elhadef: Bunlar tabi iki ki daha dort eder seklind degil.Yeni bir AVM agciliyor.
O AVM nin i¢inde olalim m1 olmayalim m1? Ka¢ metrekare olalim? Rakiplerimiz kimi?
Komsularimiz kim? AVM nin etrafinda bizim miisterimizin vakit gegirebilecegi, aligveris
yapabilecegi yerler var mi1? Sartlart nedir? Biz " Anchor " ( Yonlendirici / Capa )
pozisyonundayiz. Oncelikli se¢cim sanslarimiz oluyor. Tabi bir taraftan biiyiimeniz lazim.
Diger taraftan liks tiriin ne kadar biiylimeniz lazim? Cok fazla biiylirseniz farkli sikinitilar
ortaya ¢ikabiliyor ve bu ¢ok ince bir ¢izgi. O ¢izgiyi miimkiin oldugu kadar makul bir
dengede tutup hem karli hem kaliteden 6diin vermeden yaygin ve miisterilerimizi
agirlayacabilecegimiz sekilde ilerliyoruz. Bunun i¢in planlama, pazar arastirmasi, miisteri
deneyimini olgen, aligveris nicelik ve niteligi lizerinden miisteri profilini sayisal olarak
analiz eden kendi miisteri yonetim sistemimiz gibi kaynaklardan yararlanarak misafirimizi
gerekli noktalarda nasil uyarabiliriz gibi ¢aligmalar yapiyoruz. Elbete bunlarin hepsi

designlarimiza, kumas se¢imlerimize, dekorlarimiza ve iletisimlerimize yansiyor.

Interviewer:Peki sizce neuromarketingden bu eksende bir sekilde faydalanabilir misiniz?

Mr. Rifat Elhadef: Heralde faydalanabiliriz. Sizden sonra bir miktar daha arastiracagim.

Interviewer: Neuromarketing/ sinir bilim pazarlamasi sizce hangi sektorleri bir arada
calisabilmeye yonlendirir?

Mr. Rifat Elhadef: Daha once belirttigim gibi biz burada Vakko olarak bir yasam tarzi
sunuyoruz. Bunu giyim kusamla sinirlamiyoruz. Bunun igin gorsel, duyusal, dokunsal,
isitsel en iyiler, yeme-igme, spor, seyahat gibi kendi basina sektor olarak adledilebilecek
basliklarin en iyilerini bir araya getirerek bu yasam tarzina katkida bulunuyor. Bu manada

biz kesinlikle sadece bir perakende markasi1 degiliz.
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Interviewer: Neuromarketing/ Sinir Bilim pazarlamasi uygulamalarinin etik yoni
konusunda ne diistiniiyorsunuz?
Mr. Rifat Elhadef: Etik olmadigini diisiinmiiyorum. Her ne kadar biraz arastiracagim

ondan sonra bunun size net cevabini vereyim ama etik olmadigini diisiinmUyorum.

Interviewer: Neuromarketing/ Sinir Bilimi Pazarlamasinin uygulanabilirligi icin
sirketinizin degerlendirecegi kriterler neler olacaktir?
Mr. Rifat Elhadef: Marka Sadakati, Servis ve Uriin Kalitesi yoniinde Vakko'yu

gelistirebilecek unsurlardan neuromarketing ¢atisi altinda faydalanilabilir tabi.

Interviewer: Bir neuromarketing/ Sinir Bilim Pazarlamasi ¢alismasinda sizi zorlayacak
unsurlar neler olacaktir?

Mr. Rifat Elhadef: Yonetim kademesinde oldugumuz i¢in neuromarketing bir miktar
soyut geliyor olabilir. Tabi bu konuda derine bilgi sahibi olmamamiz da bunda
belirleyicidir. Orneklerle ve arastirarak bir miktar daha bilgi sahibi olmaliyiz,
tanigikliligimizi arttirmaliyiz. Bir de acaba Vakko neuromarketing ile bir insanin diisiinme
seklini degistirerek burdan kendine kazang sagliyor mu algis1 olusabilir mi sorusu bizi
zorlayabilir. Neuromarketing bu noktada bir doping etkisi yaratiyor mu sorusunun
cevabini netlestirmek gerek. Sayet bir doping etkisi yaratmiyor olsa bile bir doping algis1
yaratiyor ise bunu yonetmek bizi ¢ok zorlayabilir ve faydalanmamay1 dahi segebiliriz.
Ama dedigim gibi bu konuda biraz biz dersimize ¢aligsmaliy1z ki, ne bildigimizi bilelim,

ne sormak istedigimiz 6grenelim.

Interviewer: Neuromarketing arastirmalarinda goniillii olanlar sizce nasil bir tecriibe
yastyorlar?

Mr. Rifat Elhadef: Bence Vakko'daki miisteriye magazamizda gezerken ona dokunarak
Olclim yapabileceginiz bir senaryo uygun olmaz. Ama Vakkoramadaki miisterimiz buna
olumlu yaklagabilir. Hatta ilging bir tecriibe olarak pazarlanabilir.

Glinlimiizde magaza ya da aligveris merkezi trafik analizi yapan, telefonunuzda
kullandiginiz uygulamalarda data noktalar1 alarak size 6zel pazarlamalar sunan bir ¢ok

sirket var. Fakat oOrnegin miisteri higbir sekilde bu datalardan veya bu datalarin

156



kullanildigindan haberdar degil. Neuromarketing bu anlamda bir miktar daha farkl ve ilgi

cekici.

Interviewer: Degerli vaktiniz i¢in ¢ok tesekkiir ederim.

Mr. Rifat Elhadef: Biz tesekkiir ederiz, hayli keyifli bir sohbetti. Tekrar goriigmek tizere.

C.6 NEUROLEDGE - Mr. Emre Acar

Interviewer: Sirketinizi nasil nitelendirirsiniz/tanimlarsiniz?

Mr. Emre Acar: Biz esasinda arastirma firmasiyiz. Miisteri deneyimi konusunda néro
araglardan da yararlanarak hizmet verdigimiz konulari, miisteri deneyimi tasarimlarini
arastirmak, incelemek onlara danmismanlik noktasinda hizmet verecek veriler

saglamak. Bizim ana hedefimiz, ¢ikis noktamiz bir arastirma firmasi olmak.

Interviewer:Verilerin kendisini mi temin etmek yoksa verileri onlar icin yorumlamak mi?
Mr. Emre Acar: Yorumlamak. Hem veri hem o tasarimdan olusan miisteri deneyimini
yasatmak. Topladigimiz veriyi anlamlandirip kendilerine sunmak. Hatta sektorel

analizlerle.

Interviewer: Sirketinizin biliylimesinde ¢alisanlarinizin niteliksel ve niceliksel rolii sizce
nedir?

Mr. Emre Acar: Niteliksel 6zellikler gergcekten ¢ok kritik ¢ilinkii burada sektorel isler
yaptiginiz i¢in sektorel deneyimler gerekiyor bize. Calisan sayisin biiyiitmek sizin dogru
oranda islerinizin biiyiiyecegi anlamima gelmiyor maalesef. Sektdr cok genis degil. Ulke
sartlar1 cok ortada yani ¢ok dinamikler her sene degisebiliyor. Ama burada tabiki nitelikli
calisanlar oldugu takdirde bu isin daha ¢ok duyurulmasi, duyurulduk¢a satis
potansiyelinin artmasi , sonuglar goriildiikge ( bu c¢alisan kalitesiyle iyi sonuclar

verebildik¢e miisteriye) pazarin biiyiimesi anlamli hale gelir diye diislinliyorum.

Interviewer: Tiirkiye’de sizin sektoriinliz ( Noro arastirma ve anlamdirilmasi) ne kadar

gecmise dayaniyor? Sirketiniz hangi tarihte aktif hale geldi?
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Mr. Emre Acar: 2014. Ama Neuroledge gecen sene Agustos’ta ticari olarak

resmilestirdigimiz ayr1 bir sirket kurdugumuz markamiz.

Interviewer: Tiirkiye’de sektér 2000lerin ilk yarisindan itibaren mi ben buradayim
demeye basladi?

Mr. Emre Acar: Esasinda ben burdayim demeye basladi ama fiilen yapilan bir is var miydi
yoksa kisisel deneyimler danismanlik miydi o ¢ok tartisilan bir konu. Bana gore surada
son 3 yildir Tiirkiye’de bir biling ve pazar olusturulmasi var. Burada tabiiki sektére emek
veren diger firmalar/ arkadaslar olsun, Uskiidar Universitesi gibi 6zel béliim kuran

neuromarketing konusunda yerler olsun bunlar tabii ki katki sagladi.

Interviewer: Sirketizin hedefledigi miisterinin/sektérun profilini tasvir eder misiniz? Mr.
Emre Acar: Esasinda biraz sektor bagimsiz gidiyoruz. Bizim hedefimiz miisteri deneyimi
olusturabilecek her sektorde hizmet verebilmek. Benim sahsi gegmisim finans ve telekom
sektorline dayandigi i¢in 6zellikle bankacilik alaninda kendimi daha rahat hissediyorum.
O yduzden ilk hedefledigimiz sektorler bankacilik, sigorta ve telekom sektorleri. Zaten
agirlikli miisterilermiz de o alandalar. Ama onun haricinde 1lgi duydugum degisik miisteri
deneyimi tasarimi arastirmasi yapabilecigim otomotiv sektorii var. Otomotiv sektoriine
ilgi duyuyorum. Kriz bitince bakilabilecek sektorlerden biri. Onun haricinde biz
restaurantlarla ilgili bir arastirma yaptik. Belki okumusunuzdur medyada Milliyet
Gazetesi’nde de ¢ikmist1. O tarafta hizmet sektériinuin otel, restaurant bu tip alanlarda da

hedeflerimiz, yapmak istediklerimiz var. Sektorel bazda iik etapta bunlari diisiinebiliriz.

Interviewer: Neuromarketing /sinir bilimi pazarlamasi sizce nedir? Sizin bu manada
tecrlibeleriniz nedir?

Mr. Emre Acar: Esasinda benim tecriibem miisterinin sOyleyemedikleri ya da
sOylemedikleri yani noroaragtirmanin igindeki olan kismi anlatiyorum size kendi
uzmanligima dayanarak. SOyleyemedigi ya da sdylemediklerini anlamaya calisacak
datalar elde etmek gibi gorebiliriz. Ben en ¢ok bizim yaptigimiz ise focus group gibi
caligmalarla karsilastinyorum. O tip calismalarla karsilastirdiginizda sizin aldiginiz

biyolojik veriler ¢cok anlamli hale geliyor. Ciinkii miisteri bazen anlatamiyor da gercekten
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gordiigiinii yani eye trackingde nereye baktin diyorsun sdyledigi yerle gercekten ¢ikan
sonuglar arasinda daglar kadar fark olabiliyor. Ne hissettin begendin mi diyorsun?
Begendim diyor ama ¢ikan sonuglar esasinda ¢ok farkli olabiliyor, gibi.Biz bir de bu néro
arastirmada sektore gore farkli datalarda kullaniyoruz. Mesela bankacilik finansal
alaninda GSR kullaniyoruz. (Galvanic skin response) Bilgisayar zorlanma datasini oradan
aliyoruz mesela. Bilgisayar zorlanma datast bizim i¢in ¢ok kritiktir finansal
uygulamalarda. Ya da EEG’den like/dislike durumunu belirten bu engagement tarafini

aliyoruz, task engagement var. (Gorerek aldigimiz)

Interviewer: Siz bunlar cross check ediyorsunuz tabii GSR datasiyla EEG’deki verileri
ayn1 anda gerceklesen.
Mr. Emre Acar: Tabii tabii bunlar igin bizim yazilimimiz da var zaten. Bizim avantajimiz

yazilima sahibiz. Datay1 kendimiz isleyebiliyoruz.

Interviewer: Neuromarketing’e dair yapilan aragtirmalar hakkinda ne diisiiniyorsunuz?
Bu global ya da Turk olabilir. Sizin tecriibenize istinaden?

Mr. Emre Acar: Bu ¢ok fazla gelisiyor esasen. Global anlamda ¢ok ciddi gelisiyor. Ciddi
ilgi duyulan ve buyuyen bir alan. Biz de 6zellikle bu alanda kendimiz de sonucta ticari
bir alan ve yatirnm olarak da goriiyoruz bu isi. Yatirim yapilmast ve ileri de ¢ok
biiyliyecegine inandigimiz bir sektor gercekten. Tiirkiye’de evet zaman alir ama
Tirkiye’nin ekonomik sartlar1 diizeldigi anda bu islerin ¢ok farkli boyutlara gelecegini
diisiiniiyorum.Ciinkii biz miisterilerimize sunu sdyliiyoruz yaptiginiz is para harcadiginiz
bir is. Yani call center’da {irlin satmak da olabilir bir web sayfas1 hazirlamak da olabilir.
Reklam filmi ¢ekmek de olabilir. Bunlarin hepsi maliyeti olan ya da datasi olan isler.
Bunlarin hepsinde bulmak yani reklam ¢ekmek i¢in kaynak ayirmak da bir zaman ve
maddi kaynak, call center da bir data bulup miisteriyi aramak da ¢ok ciddi bir efor. Bunlari
ziyan etmeden once bir arastirma yapmak size ¢ok biiyiik katma deger saglar diyoruz. Biz
bu tarafina odaklaniyoruz isin. Yani firmanin o misteri deneyimi tarafinda aksiyona
gecmeden , baslamadan once bu arastirmayr yapmasimi sagliyoruz. Esas katma

degerimizin burada oldugunu diisliniiyoruz. Bununla ilgili ¢cok da vakamiz var. Birkag
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Ornek de verebilirim basimna da yansiyan seyler oldugu igin. Mesela Gardner’dan
aldigimiz 6dil gibi.

Interviewer: Tiiketici davranisini 6n gormede ya da kesfetmede siz ne gibi metodlar
kullaniyorsunuz?

Mr. Emre Acar: Bizim i¢in esasinda dnce firmanin nasil bir miisteri kitlesine hitap ettigi
veya hedefledigi. Bu hedefi de olabilir mevcut miisteri kitlesi de olabilir. Ona uygun
orneklem, gercek miisteri kitlesi yaratmaya ¢alisiyoruz.

Ornegin; bir bankada mobil uygulama lansmani yapilacak, diyelim.

Bu bankanin mobil uygulamayi kullanmasini bekledigi ya da kullanan profilde
deneyimler (bu 30 ya da 60 kisi olabilir. 30 kisi bizim i¢in case’lerde yeterli datay1 veriyor
aslinda.) 30 kisilik sample olusturuyoruz. Diyelim ki firma, s0yle bir sey istedi. %30 beyaz
yakali, % 20 mavi yakali, su kadar oOgrenci bu kadar1 emekli gibi.
Akabinde sosyoekonomik statiiye gore de kirabiliyorlar mesleklere gore de kirabiliyorlar.
Yani sizin CRM tarafinda miisterinizi nasil anlamlandirdiginiz kritik. Ben de size o
miisteriyi buluyorum.

Giivenilir arastirma merkezine sahip arastirma firmalariyla ¢esitli anketlerle
vs ¢ikiyoruz. O miisteri kitlesini bu tip- bir ¢cok yerde ofisimiz var- bdyle miisterilerize
getiriyoruz. Bu bir web sayfasi tasarimisiysa biz 3 tane cihaz kullaniyoruz.

1.si eye tracking eger miisteri ile yaptiginiz isin iginde siiregte gorsel bir sey varsa ( zaten
gorsel olmayan bir tek call center var hatirladigim kadariyla, call centerla iligkili seylerde
eye tracking kullanmiyoruz EEG ve GSR da kaliyoruz)

Ama normal gorselin de isin i¢ine girdigi yerlerde eye tracking, EEG,GSR kullaniyoruz.
Simdi eye tracking ile neye bakiyoruz? Bir, Miisteri ne gordii, neyi ne kadar siire ve ne
oncelikle gordii datasina odaklaniyoruz. Yani burada bir sis haritasi ¢ikartiyoruz
baktiginizda. Ve bu bakma Onceligi nereye odaklandigi nereyi hi¢ gérmedigi, mobil
uygulama ve web sayfasi gibi noktalarda ¢ok ise yariyor. Yani videolart dogru yere
koydunuz mu? Bu yaziniz burada ilgi ¢ekiyor mu? Hatta, yazi ve metin de okutturuyoruz
misterilere. Bu deneyim sirasindaki kizaran noktalar neler? Hangi kelimeyi okumada
zorlaniyor. Yani Yapi Kredi mobil uygulamasinda bir siirii kelime degistirdik bu ylzden.
Onun haricinde EEG tarafinda ne yapiyoruz? EEG tarafinda da bir ¢ok veri

alabiliryosunuz ama 6zellikle engagement, task engagement , hafizada kalma. Bu biraz
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satig tarafinda krtik. Ve farkindalik tarafi. Siz de ne kadar farkindalik yaratti datasina
bakmaya calisiyoruz. GSR’la da bilissel zorlanmayi aliyoruz esasinda. Bunlari da
yazilimimmizda 1-10 arasinda scale yapiyoruz. 5°’i de baz nokta olarak aliyoruz. Bir
de burada soyle disiinmeyin. Burasi herkeste ayni degil. Sizin bu bardaga
baktiginizdaki diyelim ki engagement dataniz 7 ¢ikt1 benim baktigim da 5 ¢ikti. Ama
siz sonra su telefona baktiginizda 8 ‘e ¢iktiniz ben 10 ‘a ¢iktim. O yiizden herkesin kendi
icinde bu yazilimlarin bir baseline’ni aliyoruz. Yani burada baseline ¢ok kritik bir
sey. Yoksa sizin anlamli bir sonug iiretebilmeniz miimkiin degil. Herkesin baseline’ 1
begeni diizeyi vs. Ciinkii bunun altinda yatan binlerce sebep var. Birseyleri begenmek ya
da begenmemek, kosullarla degisiyor. O nedenle baselinelarini alip kisinin normalde o
baselineler iizerinden bir data ¢ikartip sonra da bu kitle {izerinde bu ortalama datay1

kullaniyoruz.

Interviewer: Kendi yaziliminiz olmasi burada ¢ok biiyiik bir avanta;.

Mr. Emre Acar: Tabiiki zaten bagka tiirlii miimkiin degil.

Dedigim gibi arastirmay1 bu sekilde yaptiktan sonra deneklere o senaryolar1 verip-
senaryolar hazirliyoruz 6nceden- bu senaryolar {izerinden deneyimi yasatiyoruz. Ve
saniye saniye kaydediyoruz bunu. Daha sonra da arkadaslarimiz bu datay1 anlamlandirip

bir rapor haline getiriyorlar.

Interviewer: Neuromarketing sizce hangi sektorleri birarada ¢alisabilmeye yonlendirir?

Mr. Emre Acar: Ben yazilim tarafina ¢ok odaklaniyorum. Yapilacak yazilimlar 6ncesi
neuromarketing’in kullanilmasinin ¢ok etkili oldugunu diistiniiyorum. Biz bu konuda bir
cok Tiirkiye’de de iyi olan firmalarla da goriisiiyoruz. Bu da bizim ilgi alanlarimizdan
biri. Bir yazilimiz1 live etmeden once o test tarafinda neorumarketingi kullanmak bizim
icin krtik bir nokta, iyi bir nokta oldugunu diisiiniiyoruz. Yazilim sektoriinde ¢ok ise
yarayabilecegini diisiiniiyorum. Aymi sekilde reklam diinyasinda da, zaten bu yapiliyor.

Reklam diinyasinda yatirimlar ¢ok biiyiik ¢linkii reklam dedigimiz sey ¢ok pahali bir sey

161



Orada bu Oncesinde, neuromarketing de lizerinde galisip daha gorsel bir ve ¢izgi istu olan
seylerden bahsediyorum. Onun haricinde yazilim ve reklamciligin yaninda ben daha gok
isin mutfak tarafindan bakiyorum. Ama 6n yiiz de her zaman her yerde kullanilabilir.
Ornegin Unilever miisterimiz. Firmayla ilgili olarak mesela reklam filmi ¢ekilmesini
goriistiik.

Migros da miisterimiz. Burada da ¢ok bagka stand deneyiminden tutun da insansiz yazar
kasa deneyimi gibi ¢ok farkli deneyimleri galistyoruz. iki firmanin birbiriyle ortak bir is
yaptigim1 gérmedim simdiye kadarki deneyimlerimde.

Daha ¢ok kendileri i¢in bunu yapiyorlar.Belki de biz yonlendiriyoruz bdyle, bilemiyorum.

Interviewer: Neuromarketing pazarlama uygulamalarinin etik yo6nii i¢in ne
diisiiniiyorsunuz?

Mr. Emre Acar: Cok tartismali bir konu tabii ki. Burada ben etik olmayan ¢ok bir sey
gormilyorum.Kimseden habersiz  birsey yapmiyorsunuz. Insanlarla konusarak
yaptyorsunuz. Miisteri veri gizliligi vs her tiirli hukuk ve kanunsal seylere zaten
uyuyorsunuz. Anonim bir datada calisiliyor ve miisteri kisisel verilerinin muhafaza
edilmesi konusunda kanuni yiikiimliiklere bagh kaliniyor. Yapmaya ¢alistigimiz sey de
insanlara sihirbazlik gostergesi ya da olmayan bir seyi oldugundan farkl: algilatmak degil.
Yaptigimiz sey bu deneyim yolculugunda nelerin hangi kitle tarafindan begenildigi, tasvip
edildigi, iyi duygular uyandirdigini bulmak. Nelerin rahatsizlik verdigini ortaya
cikartabilmek.

Bu ylizden ben etik tarafinin tarsilmasini...hmmm... en azindan kendi yaptigim iste etik
tarafta ¢ok rahatsizlik verici ya da insanlari huzursuz edici bir sey oldugunu
diisinmiiyorum. Benim yaptigim is,etiklik kismi, veriyi toplama. O alanda ¢ok blyuk bir

sikint1 oldugunu diisiinmiiyorum agikgasi.

Interviewer: Diyelim ki elinize bir case geldi. Bir firma size bagvurdu, sizinle ¢alismak

istiyoruz dedi. Sirketinizin degerlendirecegi kriterler nelerdir?
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Mr. Emre Acar: Isi almadan &nce zaten bir firmanin yapmak istedigi yani bir prototip bir
seyin olmasi gerekiyor. Clinkii ben dokunan, ses vs hani bir veri alabilmem i¢in ortada bir
sey olmasi gerekiyor. o bir seyi gérmek bizim igin Kritik.

Yani isin ana hatlarinda baktigimiz seyler gercekten yapilmak istenen seyin, hani hukuki,
insani vs bagka sikint1 yapabilecek bir konusu var mi? Bizim i¢in 6nemlidir. Etik olmayan
bir sey var mu tarafi, Kritik. Onun haricinde elle tutulur bir seyler olmasi, test

edebileceginiz o senaryolari gergeklestirebilecegimiz bir noktanin olmasi, bunlar.

Interviewer: Biitlin bu data toplama, anlamlandirma, bir pazarlama stratejisi olusturma ya
da bir yonetim stratejisi olusturma asamasinda bundan, sizi en ¢ok zorlayan unsurlar
nelerdir?

Mr. Emre Acar: En ¢ok zorlayan taraflardan biri miisterilerimizin gerceklik siirecini
bilmiyor olmalari. Neyi test edecegiz tarafinda baktiginizda, bu iilkenin eksikligi zaten.
Interviewer: Miisterinin konuya hakim olmamast mi1?

Miisterinin yaptig1 isin tiim detaylarina hakim olmamasi.Esasinda o gozle bakmiyor
insanlar. Kendi yaptiklari isten bahsediyorum. Yani diyelim ki bir sey satiyorlar, iste
kanalda satiyorlar, internette satiyorlar, bayide satiyorlar vs. Ama bunun A’dan Z'ye biitiin
siirecinin yazili oldugu firma, ben simdiye kadar ¢ok az gordiim ki ben biiyiik firmalarla
da ¢alistyoruz. Global bir firma degilse hele hi¢ yok. Globallerde bile o datay1 alabilmek
cok zor bu yiizden ben, neyi test edecegiz, ugtan uca biitiin senaryoyu, siireci ortaya
cikartayim hadi bunu bende deneyimini tasarlayabilecek arka tarafta bir senaryo yazip
onlar1 ben miisterilere yasatacagim, hani bunu yapabilmekte c¢ok zorlaniyorum
Tiirkiye’de. Firma diyor ki benim su konuda bu {irliniimii satisa ¢ikartacagim. Bu {iriiniimii
satiyorum da. Buradaki deneyimime iligkin benim aragtirmami yap, diyor. Ben de
diyorum ki deneyimini haydi bana goster. Ne denetiyorsun ya da ne denettigini
diisliniiyorsun?

Interviewer: Once siz 6gretiyorsunuz onlara?

Mr. Emre Acar: Evet

Interviewer: Ogretmek zorunda kalryorsunuz.

Mr. Emre Acar : Daha dogrusu focus ekibinden birilerinin focus olmasini sagliyorum

zaten bu bile hayat1 degistiriyor , arastirma yapmadan bu bile bir firma icin ¢ok buytk bir
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avantaj baktiginizda . Zaten onu denetebilecek hale geldigi bilgi diizeyine. Bu yasadigim
en 6nemli dert. iki, arastirmada bu denekleri getirmek, bu veriyi almak, senaryo, onlarmn
zaman ayarlamasi vs ¢ok uzun zaman aliyor. Bu bizi yoruyor. Sonugta bu isi fiziken
yaptiginiz igin ya siz bir yere gideceksiniz ya denekler buraya gelecekler. Bu ¢ok kolay
bir is degil. Bu zor, bu isin en zor tarafi. Ger¢i bizim bu isle ilgili "Emolize" bir
yazilimimiz var. Bu isi paste/copy machine vs kullanip biraz daha ytiz mimiklerinden vs
de belli seyleri ¢ikartip uzak noktalardan bunu mobil zerinden yapabilir miyiz diye
bakiyoruz ama higcbir zaman tabi bize bir EEG’nin verdigi veriyi vermiyor. Facial coding
ile..

Interviewer: Acaba ortam kosullarini, oradaki disaridan gelecek olan stimiilasyonlari
falan izole edebilecek misiniz?

Mr. Emre Acar: Daha ¢ok anket ya da birseyi 30 kisilik biyolojik data aldiniz ama 1000
kisi daha ekleyeyim buna bagka sonuclar da alayim dedigimiz noktada ise yarayabilecek
bir nokta. Emolize bizim Amerika’da kurdugumuz bir sirket zaten. Amazon’dan filan da
destek aldi. Yaptigimiz sey de su ben size bir link génderiyorum benim yazilimimin i¢ine
giriyorsunuz verdigim link ile beraber. Ben size bir reklam filmi izletiyorum.
Kamerasindan da sizi, hem eye tracking gibi haritay1 ¢ikartiyorum. Hem de 8 tane facial
codingdeki duyguyu anlamlandiriyorum. Esasinda bu reklam filmi kimlerde, yani 1000
kisilik datada. Bunu bolgesel bir seyde yapabiliyorum. Yani biiyiik bolgelerde. Bu datay1
bir de neuroversionun arkasina taktigimiz zaman ¢ok daha keskin g¢izgiler elde
edebiliyorsunuz.

Interviewer:Outlierlari, standart sapmalar1 filan biraz net bir sekilde gorebiliyor
oluyorsunuzdur.

Mr. Emre Acar: Aynen dyle.

Interviewer: Iki tane saydik. Onun haricinde?

Mr. Emre Acar: Onun haricindekiler Glkenin finansal sikintilari diyelim.

Interviewer: Sizce neuromarketing iirlin ya da servis satisini manipiile eder niteliklere
sahip mi?
Mr. Emre Acar : Hayir siz miisteriye manipiile ettirmiyorsunuz. Diinya alg1 diinyasi. Algi

satiyor. Bu bir ger¢ek. Bunu kimse yadirgayamaz. Siz Uriininuziin eksiklerini gidererek
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en iyi sekilde sunmaya calisiyorsunuz esasinda yaptiginiz sey bu. Yani kotii bir {iriinii ne
kadar manipule edebilirsiniz? Ya da ne kadar stire manipule edebilirsiniz? Yani siirekliligi
olmayan seylerde kullanalabilinecek bir noktasi oldugunu diisinmiiyorum. Ama siz bir
insana bir iirlinii mesela cep telefonunundan 6rnek vereyim, Apple. Niye aliyorlar? Tek
olay iiriiniin kalitesi vs degil ki. Hizmeti var. Arka plan1 var. Destegi var, yazilimi var.
Yani biitiinsel bir miisteri deneyimini satin aliyorlar. Yani bir algiy1 satin altyorsunuz. Bu
ylizden ben seye ¢cok inanmiyorum. Kotii olan bir iirlinii ¢ok kisa vadeli satabilirsiniz. Cok
uzun siireli, stirdiiriilebilir bir sey olacagini1 inanmiyorum. Bu yiizden bu tip arastirmanin
etikliginden ziyade bu tip arastirmalar biraz esasinda sey olarak gérmek lazim dizayn ya
da siirecteki eksiklikleri ortaya ¢ikartmak tizere planlanmis /kurgulanmis olmali.Biz de o
tarafa odaklaniyoruz. Yani ben sunu yapmiyorum. Ben bunun {izerine ne yazarsam ya da
nasil bir ambalaj yaparsam daha ¢ok satar ¢ok ilgi alanimiz degil bizim. Bizim ilgi
alanimiz daha ¢ok bu burada m1 olmali, deneyim agisindan bunun en rahat tutus sekli bu
mudur? Daha iyi olabilir miydi? Kullanilan malzeme s0yle miydi? Bulundugu raf
neresiydi gibi daha ¢ok isin deneyim, miisterinin kullanacagi veya uygulayacag taraftaki

datalara odaklanmak.

Interviewer: Deneklerin se¢cimindeki degerlendirme kriterleriniz ve siirecleriniz nelerdir?
Mr. Emre Acar: Burada biraz kurum oluyor mesela diyelim ki bir banka ile ¢alisiyorsunuz.
Banka sunu sdylebiliyor. Benim en az 6 aydir mobil uygulamami kullanan bende su kadar
lira hesab1 olan gibi ¢ok detay kriterler de alabiliyorsunuz. Veya sadece beyaz yaka,
sosyoekonomik statiisi B, C gibi de alabiliyorsunuz. Ama ¢ok detay ki bankalarla
calisirken gok detaya girdigimiz oluyor. Istanbul’da surada yasayan, bu gelir seviyesine
sahip, iphone telefon kullanan gibi ¢ok detay yapiyor ki, biz bunlar i¢in anketler
cikartiyoruz. Yaptiginiz o anketlerle esasinda bu datalar1 almaya calistyorsunuz kurum

ismi vermeden. Nerede yasiyorsunuz vs gibi onun iizerine denekler buluyoruz esasinda.

Interviewer: Bahsettiginiz cihazlar (neuro arastirmada kullanilan, bilgiyi toplamaya
yarayan cihazlar) primer olarak denege herhangi bir zarar verecek cihazlar degil ama her
ne kadar bir consent formu imzalatiyor olsaniz dahi olas1 6ngoriilemeyen yan etkilere dair

her hangi bir yazili bildirim imzalatiyor musunuz ayrica?
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Mr. Emre Acar: Cok yaptigimizi sOyleyemem. Esasinda burada riza gostererek gelmesi
kritik. Boyle bir sey var m1 yok mu diye sorular da soruluyor. Tabii bilinmeyebilir de/

kendi de bilmeyebilir. O yiizden buna iliskin 6zel bir diizenlememiz yok agikgasi.

Interviewer: Neuromarketing data toplamasinda kullanilan tibbi cihazlarin deneklere zarar
verebilecek potansiyele sahip olmasi hakkinda ne diisiiniiyorsunuz?

Buna da bir 6nceki sorularda yer yer cevap verdik. Bizim yaptigimiz ¢aligmalarda MR
ve PET gibi cihazlar kullanilmiyor. Bizim kullandigimiz cihazlarin kullanim
klavuzlarinda sagliga zararsizligina iligkili testler de var. Test sonuglari da var. Bu
firmalar da tibbi bir iriin iiretiyor. Siz benden ¢ok daha iyi biliyorsunuz. Ona iliskin de
size bir siirli veri veriyorlar. Temizliginden tutun da ¢iinkii bu sadece sey olarak gérmeyin
cihazi, temizlik de orada bir dert, onun nasil yapilacagi, nasil korunacagi, hijyen
kurallarma kadar hepsi uygulamaya calistigimiz seyler. Sonucta insanla ¢alistyorsunuz.

Ama dedigim gibi bizim cihazlar ¢ok problem edilecek degil.

Interviewer: Siz hi¢ eye tracking’e ya da EEG’ye ya da GSR’a tabii tuttunuz mu
kendinizi?

Mr. Emre Acar: Evet

Interviewer : Sizce denekler i¢in nasil bir tecriibe olusturuyor bu?

Mr. Emre Acar: Denekler once bir stres duyuyor. Once stres seviyesi yikseliyor. O
nedenle biz aragtirmalarimizda o miisterinin ilk basta deneyime siirece baslamadan stresini
gidermek igin 4-5 dakikalik kiiglik kafa dagitma oyunlar1 yapiyoruz. Yani veriyi daha
temiz almak adma. ilk taktigmniz anda birseye baslarsaniz o stres seviyesi sizde bazi
datalarda farkliliklar yaratabiliyor gordiigiimiiz kadariyla, o yiizden dncesinde miisteriyi
/denegi hazirlamak gerekiyor gergekten. Eye tracking biraz rahatsizlik verici bir sey
aslinda. Gergi ben gozliik takiyorum ama ne kadar gozliikk taksanizda rahatsizlik verici
birsey. Zaten gozliiklii kisileri de almamaya ¢alisiyoruz. Ben girdim ama, hem gozliikle
beraber olmuyor. EEG’de, bizdeki EEG’de biraz kasket gibi bir de mobil oldugu igin ¢ok
rahatsizlik vermiyor. GSR zaten saat gibi anlamiyorsunuz. O yilizden ¢ok rahatsizlik
verici birgsey yok ama biz suna dikkat ediyoruz. Hazirlik siireci de dahil olmak tizere 30

dk.dan fazla bir deneyim tasarlamiyoruz. 30 dk’y1 ge¢miyoruz. Yani bunu miisteriyi
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sikbogaz etmemek ve isi sikicilik boyutuna tasimamak adina maksimum 30 dk minimum
15 dklik deneyimler hazirliyoruz. Kisi sayisini da ona gore ayarliyoruz. Saatlerce cihaza
baglh kimsenin kalabilmesi gibi birsey miimkiin degil. Cok uzun siire sikilirsiniz

gergcekten. Kendim de bildigim i¢in. Rahatsiz.

Interviewer: Sundugunuz bu deneyimlerde denekler iizerinde yaptiginiz ¢aligmalarda
1’den-10’a kadar size scale versem, bir denek i¢in yasadigi tecriibe 1°’den 10°a kadar nasil
bir numaralandirma?

Mr. Emre Acar: Esasen ¢ok farkli. Tiirkiye’de bizim yaptigimiz arastirmalarda bir ¢ok
insan hi¢ boyle bir sey yasamadigini sdyliiyor. Goniillii olarak gelmek isteyen ¢ok fazla
insan var. O ylizden yukarilarda bir puan verebiliriz.

Interviewer: 7 ve Uzeri diyebilir miyiz?

Mr. Emre Acar: Evet. Ama bankacilik uygulamalarinda yasattiginiz deneyim bilissel
olarak ¢ok zorladig1 zaman ¢ok sikildigini gérebiliyoruz. Iste mobil uygulamayi verdiniz,
senaryo veriyorsunuz hisse senedi al, kredi kart1 borcuna bak git suraya havale yap vs
yanabiliyor miisteri. Her segmentte yapiyorsunuz bir de diisiiniin bunu. 65 yasinda emekli

bir insan i¢in hayli zorlayici olabiliyor.

Interviewer: Neuromarketing’in akademik gelisimi i¢in denek ¢aligmalart yapilmasi, buna
sizin destek vermeniz, katiliminiz hakkinda ne diistliniirsiiniiz?

Mr. Emre Acar: Olumlu bakariz ama burada tek siz olmuyorsunuz karsinizdaki firma da
oluyor.Ticari sirlar oluyor vs. Genelde ¢ok sicak bakilmiyor buna agik¢asi. Ama daha
kamuya agik herkesi ilgilendirebilecek veya buna 6zel dizayn yapilmis bir seye katilmak
daha anlamli olur. Yani bir firmanin bir is siireci i¢in degil de bu ¢aligmanin akademik
oldugu dnceden herkesge bilinip ona gore uygun bir dizayn yapilmas: daha anlamli olur
gibi daha ¢ok katilim gdsterilebilir gibi geliyor. Obiir tiirlii genelde amacimiz firmanin
kendi miisteri deneyimine iliskin bir ¢alisma oldugu i¢in firmalar bu konularda c¢ok
paylasim yapmak istemiyorlar. Hele bankalar hi¢ yapmak istemiyor.

Ama bu tasarlanabilir. Bir bankayla goriisiiliip, biz de destek olup akademik konuda gelip
bir senaryo bir denek iizerinde caligilabilinir. Bu bankalarin sosyal sorumluluk projesi

olarak da gorebilecekleri bir sey bu nasil anlattiginiz ve nereden basladiginizla bagls.
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Interviewer: Tamam, Cok tesekkiir ederim Emre Bey.

C.7 NEUROMAR - Ms. Seda Geng

Interviewer: Oncelikle degerli vaktinizi ayirarak beni kabul ettiginiz icin tekrar tesekkiir
ederim. Az 6nce okudugunuz ve onayladiginiz aydinlatma ( consent form ) bildirimi
ekseninde sizinle yapacagimiz sohbette kullanacagimiz sorularin bir kopyasini siz de
elinizdeki 6rnekten takip edebilirsiniz. Bir aragtirmaci oldugunuz igin takdir edersinizki
bazi1 sorularin farkli kelimelerle birbirini tekrarlayabildigini goreceksiniz. Sizin de
bildiginiz gibi her soru farkli bir cevabin pesinde olsa da iginde barindirdigi 6geler degisik
sorularin birbirini ¢capraz kontrol etmesine hizmet ediyor.

[k sorumuzla baslayalim. Neuromar' nasil nitelendirirsiniz? Nasil tanimlarsiniz?

Ms. Seda Geng: Neuromar bir danismanlik sirketi. Tiirkiye'de galisan néro pazarlama
sirketleri birer arastirma sirketi olarak caligirlar. Bahsedilen EEG, eye tracking gibi
cihazlar ile aragtirma yiiriitiirler. Ama ben olayin daha stratejik tarafindayim. Tabiki bu
arastirmalar1 ylirtitmek miithim, ama bu arastirmalarin sonucunu strateji dokmek dnemli
olan ya da var olan ndro bilimsel ¢alismalarin sonug¢larindan yola ¢ikarak bir icgdrii (
insight ) tiretmek. Dolayisiyla benim yaptigim is kurumsal ve bireysel egitimleri de
kapsayan bir danigmanlik hizmeti. Neuromar'in diger sirketlerden farki da bu. Arastirma

tarafinda Tiirkiye ve Ortadogu temsilcisi oldugum Neurons Inc ile birlikte ¢alistyoruz.

Interviewer: Sizin de ifade ettiginiz lizere burada bir "one man show ( tek kisilik bir gosteri
)" yapiyorsunuz ve global bir sirketin de Tirkiye temsilcisi olarak gérev yapiyorsunuz.
Gortsiilen diger sirketlerin Tiirkiye'de kurulu oldugu diisiiniildiigiinde daha genis bir
calisan yapisina sahip ve bahsettiginiz gibi 6l¢lim de yapan sirketler oldugu icin bir
sonraki sorumuzu siz global ve Turkiye ekseninde cevaplayabilirsiniz. Sirketinizin
bliylimesinde ¢alisan sayisinin ve bu ¢alisanlarin niteliksel ve niceliksel rolii nedir?

Ms. Seda Geng: Tabi ifade ettigim gibi ben tek kisi, bir partner hiiviyetinde ¢alistyorum
fakat benim niteliksel 6zelliklerin goziyle baktigim zaman, insanlar beni Seda Geng
olarak taniyorlar. Sonugta bir danigsmadan beklenen o kisinin ¢alistigi alanda yeterli

niteliklere sahip olmasi ve arka plandaki vasiflarimin buna uygun olmasi. Mesela 6zellikle
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UX/UI optimizasyon konularinda fazlasiyla talep aliyorum ¢iinkii gecmis tecriibelerimde
web ve grafik tasarim da bulunuyor. Bir ¢ok NLP egitimi, davranigsal iktisat, psikoloji,
sosyoloji gibi bir ¢ok sertifika egitimine katildim. Bu yiizden néro pazarlama alaninda
kuvvetli bir gegmisim var. Beni Seda Geng olarak tanidiklari i¢in de danismanlig1 aslinda
Seda Geng’ten aliyorlar. Bir danismandan beklenti aslinda alaninda fazlaca donaniml
olmasidir ve bu ihtiyaci karsiladigim icin de sonu¢ bu sekilde. Diger sirketlerde
calisanlarin tecriibe ve gegmis egitimleri de cok mihimdir elbette ama ben bu manada

kisisel olarak bir miktar daha sahnede ve 6n planda kaliyorum.

Interviewer: Tiirkiye'de neuromarketing sektorii ne kadar gegmise dayantyor ve Neuromar
ne zaman sektore dahil oldu?

Ms. Seda Geng: Neuromar Tirkiye'de 2015 senesinde kuruldu. Ben neuromarketing ile
ilgilenmeye bagladigimda sene 2007 idi. O zaman Tirkiye'de noro pazarlama
konusulmuyordu. Benim neuromarketing'e ilgim de global makalelere ulagarak ve
bunlardan beslenerek ortaya ¢ikti. Hatta ilk aldigim egitimler Thomas'in egitimleriydi ve
guzel bir partnerlik oldu sonrasinda. NOro pazarlama alaninda kaydadeger ¢alismalar
Thinkneuro'nun kurulusuyla Sonrasinda daha yaygin hale gelmeye basladi. Hala ¢ok fazla
bilinirlik yok. Hala bir takim seyleri anlatarak farkindalilik olusturmaya ¢alisiyoruz. Ama

daha fazla gelisicek, bunu gériiyoruz.

Interviewer: Neuromar'in hedefledigi sektoriin ya da miisterinin profilini tarif edebilir
misiniz?

Ms. Seda Geng: Spesifik bir sektor ya da profil yok. Konumuz pazarlama oldugundan her
sirket i¢in bir gereklilik aslinda. Bizim igin 6nemli olan pazarlamadaki ihtiyact anlamak
Ihtiyaga yonelik biz ne sunabiliyoruz esas konu bu. Farkli farkli sektdrler olabiliyor.
Bunlara bir ka¢ 6rnek bankacilik, teknoloji firmalari, bilgi teknolojisi firmalari, mobil
telefon operatorleri, FMCG firmalar1 gibi ¢ok farkli alanlarda faaliyet gosterenler
olabiliyor. Ama genel olarak ilginin nerede oldugunu soracak olursaniz, teknoloji

firmalari,bankacilik ve FMCG firmalar1 gergekten ¢ok ilgi gosteriyor.
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Interviewer: Siz az Once bahsettiginiz sektdrlerdeki profillere ulasmak icin ne gibi
pazarlama metodlar1 kullantyorsunuz?

Ms. Seda Geng: Tabi bazen kendimiz miisteriye gidiyoruz bazen miisteriler bize
geliyorlar. Benim i¢in en biiyiik kanallardan biri sosyal medya ¢iinkii insanlar beni kisisel
olarak taniyor ve ben de kendimi kisisel olarak ifade etmek durumundayim. Bu da en iyi
sosyal medya iizerinden ilerliyor. Tabi google optimizasyonlar1 ve benzer kanallar {izerine
de ¢ok calistyorum. Ciinkii miisteriler aradig1 bilgi ve ¢oziimlere ulagsmak igin bu ve

benzeri dijital yollardan faydalaniyor.

Interviewer: Bir miktar degindiginiz dnceki cevaplarinizda bu sorumuza. Neuromarketing
sizce nedir ve sizin tecrlbeleriniz nedir?

Ms. Seda Geng: Noro pazarlama esasinda tiiketicinin zihinsel siireglerini anlayarak ve
elinizdeki verileri kullanarak bunu daha iyi nasil anlamlandirabiliriz ve pazarlama
stratejilerine nasil dokebiliriz seklinde 6zetlenebilir. Esasinda neuromarketing diyince
Tiirkiye'de su anlasiliyor: Insanlarin bir uyarana karsi verdigi tepkileri evet
Olglimleyebiliyoruz ama ondan sonrasi yok. Asil bence 6nemli olan kismi ise bundan
sonraki sure¢. Cunki bir marka icin o veriler tek basmma ¢ok anlamli degil.
Ornegin insanlar bir reklami izlerken su saniyeye olumsuz tepki verdi. Evet olumsuz bir
tepki var ama o zaman o sahne yerine nasil sahne koyulmali nasil bir kurgu olmali? Olayin

asil i¢gorii tarafi bu bence.

Interviewer: Peki sizin bu bahsettiginiz iggoriileri olusturmadaki tecriibeniz nedir?

Ms. Seda Geng: lyi i¢goriiler olusturmak pazarlama deneyimiyle oldukga iliskili. Farkli
onlarca sirketle calismak, tiiketiciyi ve tiiketici diinyasini anlamak, bunu igsellestirmek
zamanla gelisen seyler. Bir danigman olarak bir konuda bir bilimsel ¢alisma yapilmamis
olsa bile ge¢mis tecriibelerinize ve daha Once yapilmis norobilimsel g¢aligmalara
dayanarak tavsiye verebiliyorsunuz. Ornegin bir web sitesinde bir satin al butonu var.
Sikint1 nedir, orada bir satin al butonu var ama insanlar o butonu gérmiiyorlar. Insanlar
bunu gormedikleri i¢in de satin almiyorlar. Bu butonun daha dikkat g¢ekici bir hale
getirilmesi ise bu probleme yonelik bir ¢6ziim oluyor. Bu konuda tahmin edebileceginiz

gibi eye tracking gibi yapay zeka ¢oziimleri de var. Ozellikle gorsel dikkat dedigimiz
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unsurlari 6l¢iimleyen yapay zeka araglari var. Bunlar eye tracking e gore daha az maliyetli
acikcasi ve kobiler tarafindan daha siklikla kullaniliyor. Bu araglardan da yola ¢ikarak
dikkati 6l¢iimleyebiliyoruz. Boylelikle ufak ipuglarindan hareketlerle sirketler dahi derin

iggoriilere ve kazanimlara ulasabiliyorlar.

Interviewer: Neuromarketing'e dair yapilan g¢alismalar hakkinda global ve Turkiye
ekseninde goriisleriniz nelerdir?

Ms. Seda Geng: Tiirkiye'deki arastirmalarin heniiz ¢ok yeterli oldugunu diisiinmiiyorum.
Hala cok biiyiik bir acik var. Ozellikle verinin dogru anlasiimasi ve anlamlandirilmasi
kisminda. Globalde baktiginizda ornegin, benim partnerlik yaptigim firmanin igeride
sadece istatistik alaninda uzman ayri bir ekibi var. Noro istatistik¢i, biyo istatistik¢i gibi
pozisyonlar arantyor. Ama Tiirkiye'de heniiz arastirma sirketlerinde bu yap1 oturmus
degil, yeterince olgunlasmadi. Ama tabi farkindalilik arttik¢a istatistik de hak ettigi Gnemi
kazanacaktir. Yaptigimiz arastirmalarda istatistigin ¢ok Onemli bir unsur oldugunu
diigiiniiyorum. Globalde neuromarketing alaninda firmalar daha ciddi ve bilimsel
aragtirmalar yiiritiiyorlar. Fakat bizde konunun popiilerliginden biraz suistimal
edilebiliyor. Belli arastirma sirketlerini tenzih ediyorum ama bazilar kalitesiz, diisiik
maliyetli eye tracking cihazlar ile arastirma yiiriitebiliyor mesela. Tabi misteri bunu

sorgulamadig i¢in genelde bilinmiyor.

Interviewer: Siz tiiketici davranisint 6ngormede, incelemede ne gibi metodlar
kullaniyorsunuz? Sizce neuromarketing'den bu eksende nasil faydalanabilirsiniz?

Ms. Seda Geng: Neuromarketing araglarindan faydalaniyoruz tabi. Kullandigimiz bu
araclar tlketici icgorisiinii ortaya ¢ikarmada faydali oluyor. Ama bununla sinirhi degil
tabi. Ornegin daha 6nce duydunuz mu bimiyorum netnografiyi? Netnografik yontemler
kullanarak da sosyal medyada tiiketici davraniglarin1 ortaya ¢ikarabiliyoruz. Netnografi
Rober Kozinets'in orta attig1 bir kavram. 2010-2011 yillarinda ortaya koyulmus, benim de
ayn1 yillarda tanistigim bir yontem bu. Sosyal aglarda etnografik arastirmalar yiiriitme
anlamina geliyor aslinda. Sosyal medyadaki kullaniciy1 dinleyerek, gerek katilimer olarak
forumlarda yorumlar yapiyorsunuz gerekse cevabina ihtiya¢ duydugunuz sorulari

yonelterek dinleyici olabiliyorsunuz. Bu tarz arastirmalar da kullaniyoruz. Tabi Ki klasik
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yontemler olan anket, birebir goriismeler gibi ¢aligmalarin sonu gelmedi ama biz bunlari
saglama olarak kullaniyoruz. Clnk, bu yontemlerde insanlarin verdigi cevaplar bilingli
cevaplar1 oldugundan tam olarak dogrular1 yansitmayabiliyor. Kisi bir ¢ok dis etmeden

etkilenebiliyor o ylizden saglama gozliigiiyle bakiyorum buradan edindigimiz veriye.

Interviewer: Sizce neuromarketing hangi sektorleri bir arada calismaya yonlendirebilir?

Ms. Seda Geng: Bence teknoloiji sektori ve perakende sektorlerinin gelecekte bir araya
gelmesi 6nemli ¢igirlar agabilir. Ciinkii artik deneyim dedigimiz sey, sanal gercgeklik
aslinda bizim yeni gercegimiz diye diisiiniilebilir. Bunun tizerine Tiirkiye'de fazla
gormiiyoruz ama globalde ¢ok calisma var. Bir perakende firmasinda alacagin iirlinii
almadan Once orada bir "holo" odada deneyimleyerek farkli ¢oziimler sunulabiliyor.
Burda bir autocad ¢izimi {lizerinde yerlestirmeden bahsetmiyorum. Kendi evinin
ortaminda alacagin {irlinii satin almadan evvel konumlandirabilmekten bahsediyorum.
Boylece kisi bu deneyimi yasayarak satin almaya karar verebiliyor. Dolayisiyla teknoloji
ve FMCG sektorlerinin bir araya gelecegini diigiiniiyorum. Alt sektorler olarak
baktiginizdan mimari ve koku firmalarmin igbirligi ile de ¢ok giizel seyler ortaya ¢ikabilir
zira bizim i¢in bes duyu ¢ok 6nemli biliyorsunuz. Sadece sektor bazinda diistinmemek,

sirketler bazinda diisiinmek gerekiyor diye diisiiniiyorum.

Interviewer: Neuromarketing’in etik yanina dair ne diisiinityorsunuz?

Ms. Seda Geng: Bu bana 6zellikle etkinliklerde ¢ok sik gelen bir soru. Etik tarafi cok fazla
sorgulaniyor. Hatta sunu ¢ok siklikla goriiyorum sadece etik tarafindan 6tiirii bu ise fazla
el atmak istemeyen sirketler var. Genelde etik olarak algilanmayan husus bilingalt1 (
subliminal ) mesajlarla karigtirilarak diigiiniilmesinden ileri geliyor. Zannediliyor ki bizim
afisin bir kosesine yerlestirdigimiz kiigiik bir gorsel bir bilingcaltt mesaj barindiriyor ve
etkiliyor. Ya da 25. kare teknigini biliyorsunuz, Saniyenin 1/3000'i hizda verdiginiz farkli
mesaj insanlarda farkli bir etki yaratir diisiincesi var. Bu tamamen bir efsane. Ispatlanmis
bir gergekligi de yok. Su an da subliminal reklamcilik iizerine ispatlanmis bir gerceklik
yok, bu bir efsane ve varligina inaniliyor. Ama bizim yaptigimiz subliminal bir mesaj
vermek mi, degil. Bizim yaptigimiz insanlarin belli uyaranlara verdigi tepkileri anlayarak

bunu pazarlama iletisim stratejilerinde kullanmak. Bu zaten pazarlamanin dogasinda olan
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bir sey. Pazarlamadan farkli bir sey yapmiyoruz. Sadece kullanilan yontemler farkli.
Klasik metodlar kullanarak, anketlerle, birebir goriismelerle biz bunu zaten ortaya
cikarmaya calistyorduk. Ama noro pazarlamada kullanilan farkli yontemler var.
Katilimcilar tamamen goniillii olarak katiliyorlar. Kimseye goniil rizas1 olmadigi bir sey
yapilmriyor. Katilimcilara 6nden verdigimiz riza bildirimi ve katilimci1 formunda imza
atsaniz dahi bundan geri ¢ekilme hakkiniz ve verileri kullandirtmama hakkiniz var. Etik
olmayan bir sey varsa, kapitalizmin kendisi, pazarlamanin kendisi diyelim. Sorgulanabilir
tabi. Sayet pazarlama etik bulunmuyorsa néro pazarlama da bu sekilde degerlendirilebilir.
Bir ikna s6z konusu tabi. Ama bu konuda ¢ok 6nemli bir s6z var: Bilingalti bilincin altinda
kalabilir ama biling her zaman bilingaltindan iistiindiir. Insanlara goniil rizas1 olmadan
higbir sey satamazsiniz. Insanlara istedigin kadar Ferrari reklamu ver, istek yaratirsin belki
ama cebinde parast yoksa o Ferrari'yi satin alamaz. Biraz daha rasyonel bir bakis agis1
belki. Burda sektorlere ¢ok dikkat etmek lazim. Ben de buna dzen gosteriyorum. Ornegin
teklif almama ragmen ben siyaset ve saglik alaninda hi¢bir miisteri ile g¢alismiyorum.
Ciinkii bunlar insanin genel olarak hayatini toplumu etkileyecek seyler. Kisinin sagligini
etkileyebilecek konular bazinda bakildiginda ben sicak bakmiyorum. Eczacilikta néro
pazarlama adi altinda bir ¢ok seminerler veriliyor, ¢ok dogru bir yaklasim nm1? Bence
degil. Bu eksende de etiklik degerlendirilmeli. Bence pazarlamacilar da bu konuda segici
olmali. Zaten saglik alaninda pazarlamaya getirilen kisitlar da bu agidan anlasilabilir.
Hastay1 rahat ettirerek daha konforlu hissetmesini saglamak igin  noropazarlama
caligmalar yiirtitiilebilir ancak ihtiyaci olmayan bir ilac1 sattirmak 6rnegin etik olmayan

tarafi. Niyetler, amaglar etikligi etkileyen 6nemli faktorler.

NMSBA diye bir kurulus da var ve burda bir takim belirlenmeye ¢aligilan etik kurallar da
var. Ama yine de gri kalan bir ¢ok nokta var. Bence burda bir kamu otoritesinin de mudabhil
olmasi lazim niyetin tanimini ve uygulanis bi¢cimini belirlemek agisindan. Yurtdisinda bu
konuda daha detayli ¢alismalar var ama Tiirkiye'de fazla denetlenmiyor. Sadece reklam
yasaklar1 konusunda bir takim caligmalar var ama neuromarketing kapsaminda bunu ne
amagla kullanacaksin, aragtirma nereye gidecek, neyi yansitacak gibi konular

denetlenmiyor Turkiye'de.

173



Interviewer: Sizin igin potansiyel bir miisterinizle bir neuromarketing c¢alismasi
yapabilmek i¢in degerlendireceginiz kriterler nelerdir?

Ms. Seda Geng: Belli bir kriterim yok agikcasi. Karsimdaki miisterinin ne istedigini biliyor
olmasi lazim. Cogu sirket neuromarketing'in ne oldugunu anlamadan gelebiliyor. Mesela
zannedilen beden dilini kullanarak tiiketiciyi satigsa nasil ikna edebilirsin? Gibi bir sey
olabiliyor. Elbette bu da ilgi alanim ama neuromarketing dedigimiz sey tam olarak bu
degil. Temelde satisa giden siireg, dolayisiyla arka plandaki reklam ve pazarlama
aktiviteleriyle ilgileniyoruz. Benim ic¢in énemli olan miisterinin ne istedigini anladiktan
sonra, benim ona ne sunabilecegimi ortaya ¢ikarmak. Bunu da sorularla agiga ¢ikarmaya
calisiyoruz. Bu konuda hazir kullandigim bir sablon ya da siire¢ yok. Miisterinin tarzina

gore dogal sekilleniyor.

Interviewer: Sizce neuromarketing'e dair ¢alisirken sizi zorlayan unsurlar nedir?

Ms. Seda Geng: Miisterinin neuromarketing'in ne oldugunu bilmemesi, 6nceden olusmus
neuromarketing'e dair yanlis bir algi, etik ¢ekinceler, gonilli aday bulma gibi konularda
sikintilar olabiliyor. Diger yandan tabi insanlara anlatmak zorundayiz. Sosyal medya
uzmani olsak ¢ok talep goren bir is olabilir ya da insanlarin ¢ok farkinda oldugu bir is
olabilir ama biz insanlara anlatmak durumunday1z ki bu alana farkindalig1 artirabilelim.
Tiirkiye'de noro pazarlama algis1 ¢ok farkli oldugu i¢in kimi goriismenin sonunda "Siz
noro pazarlamacilar yok musunuz, insanlarin beynini yikiyorsunuz" gibi yaklagimlar
olabiliyor. Globalde calistigimiz miisteriler de var, onlarla bu tarz problemler yasamiyoruz
zira ayni dili konusuyoruz. Tabi bunda hali hazirda anlatilanlarin da yarattig bir alg: var.
Bugun noro pazarlama anlatan bazi kisilerin anlattiklar1 gergekten ndropazarlamadan

alakasiz. Bakiyoruz ki, onlar da konuyu yanlis anlamislar.

Interviewer: Goniillii adaylarin segimindeki kriterleriniz ve siiregler nelerdir?

Ms. Seda Geng: Her vaka 6zelinde degisen kriterlerimiz var. Nihayetinde ulasmak sonug
nedir? Hipoteziniz nedir? Buna gore bulacaginiz katilimcilar degisiyor. Ben maliyetleri
diisirmek adina yoldan birini ¢evirerek de arastirmay1 gerceklestirebilirim ama bu dogru

olmaz. Arastirmanin kritik noktalarindan biri gergekten hedef kitleyi yansitan kisilerle
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calismak. Burda geleneksel pazarlama metodlarindan da faydalaniyoruz ama genel olarak
demografik ve yasamlarina dair 6zelliklere bakiyoruz. Bir yas grubu aralig1 ya da gelir

seviyesi aralig1 olabilir. Bu kriterleri miisteri ile birlikte belirleyebiliyoruz.

Interviewer: Neuromarketing veri toplamasinda kullanilan tibbi cihazlarin katilimeilara
potansiyel zarar verebilecek nitelikte olabilmesi konusunda ne diistiniiyorsunuz?

Ms. Seda Geng: Aslinda cihazlarin zarar verebilecek bir tarafi yok. Ornegin biz EEG ve
Eye tracking bazl calistyoruz genelde. Ikisinin de hicbir zarar1 yok. Katilimcinin kafasia
elektrotlar yerlestiriliyor ve beyne herhangi bir zarar1 yok sadece sinyal topluyor. Ama
tabi Tiirkiye'de yaygin olarak kullanilmasa da PET ( Pozitron Emisyon Tomografisi ) gibi
cihazlar var. Katilimeciya insan sagligini etkilemeyecek dozda belli bir radyoaktif madde
verilebiliyor, ama kisa siirede insan viicudunu terkettigi i¢in bir zarar neden olmuyor. Tabi
sorgulanabilir. EEG ve Eye tracking gibi cihazlarda bu tarz olasi1 bir problem s6z konusu

degil.

Interviewer: Sizce Ol¢limlere katilan goniil aday acisindan nasil bir tecriibe olusuyor?

Ms. Seda Geng: Aslinda ¢ok heyecan verici bence. Goniillii tarafindan baktigimda nasil
bir deneyim yasacagini gérmek dahi bir heyecan. Ben katilimci olsam sadece merakimdan
otiirii istirak edebilecegim bir deneyim olurdu diye diisiiniiyorum. Elbette verilerin kisisel
olarak benim ismimle kullanilacagin1 bilsem bende de bir ¢ekince olusturur ama bu
calismalar1  gizli  tutuyoruz.  Arastirmalarda  katihimcilar  isimleriyle  degil

numaralandirmayla yer alirlar. Dolayisiyla ben essiz bir deneyim olarak nitelendiririm.

Interviewer: Neuromarketing'in akademik gelisimi i¢in denek c¢alismasi yapilmasi ve
Neuromar'in bu konudaki tutumu hakkindaki diistinceleriniz nedir?

Ms. Seda Geng: Bence zaten neuromarketing sektorii ve akademi birbirine es giidiimli
olarak destek olmali. Tek basina sektor ya da tek basina akademisyenler yeterli olmuyor.
Akademik tarafta da yapilmis ¢ok giizel caligmalar var ama sektdre hakim degiller.
Akademinin bilimsel bilgisi ve kabiliyeti ve bizim sektorel tecribelerimiz bir araya
getirildiginde ¢ok giizel isler cikabiliyor. Tiirkiye'de ¢ok fazla olan bir durum degil bu.

Bazen akademik c¢evre sektoriin bulgular suistimal ettigini ve yanlis yonde kullandigini
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diisiiniiyor. Keza sektdrde akademik ¢evreyi ¢ok bilimsel buluyor ve sektore fazla fayda
saglamadigini diistiniiyor. Dolayisiyla esasinda iki tarafi bir araya anlamli bir sekilde bir
araya getirebildigimizde en gilizel sonuca ulasiyoruz. Bizim a¢gimizdan bakilinca elbette
akademik caligmalar daha bilimsel ¢evre uhdesinde gidiyor ama tezlere ve akademik
camiaya bilhassa sektorel bilgimizle destek veriyoruz. Yani akademisyenlerin
sektordekilere, sektordekilerin de akademisyenlere ihtiyaci var. Global olarak Neurons'un
arka planinda akademik bir tarafi var zaten ve bilimsel olarak ¢ok gucli. Turkiye'de de bu

sinerjinin artmasini isteriz.

C.8 THINKNEURO - Ms. Eda Ocak

Interviewer: Oncelikle degerli vaktinizi ayirarak beni kabul ettiginiz i¢in tekrar tesekkiir
ederim. Az once okudugunuz ve onayladiginiz aydinlatma ( consent form ) bildirimi
ekseninde sizinle yapacagimiz sohbette kullanacagimiz sorularin bir kopyasini siz de
elinizdeki ornekten takip edebilirsiniz. Bir arastirmaci oldugunuz i¢in takdir edersinizki
bazi sorularin farkli kelimelerle birbirini tekrarlayabildigini goéreceksiniz. Sizin de
bildiginiz gibi her soru farkli bir cevabin pesinde olsa da i¢cinde barindirdig1 6geler degisik

sorularin birbirini ¢apraz kontrol etmesine hizmet ediyor.
[k sorumuzla baslayalim. Sirketinizi nasil tanimlarsiniz/nitelendirirsiniz?

Ms. Eda Ocak: Gelenekselin biraz daha disinda, bilimin pesinde ve karar vermede
tiikketicinin duygusunun 6nemini anlamis ve bu yonde de ¢alismalar yapan, kurallar1 yikan,

dogru degil gercege ulasmaya g¢alisan bir sirket olarak tanimlarim.

Interviewer: Thinkneuro ne zaman kuruldu?
Ms. Eda Ocak: Thinkneuro 2011 yilinda kuruldu.

Interviewer: Pazarlama aragtirma sirketleri arasinda demeyecegim zira neuromarketing bu
manada bir miktar daha nis bir oynama alani1 sunuyor. Fakat 6n arastirmalarimda ortaya

cikan sonuglardan biri Thinkneuro'nun hem yatirimlar1 agisindan hem de uygulamalari
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acisindan Tiirkiye pazarinda liderlik ettigi ve ayni eksende biliyiidiigii yoOniinde.
Dolayisiyla bu biiyiime esnasinda sirketinizin ¢alisanlarinin niteliksel ve niceliksel olarak

konumu nedir?

Ms. Eda Ocak: Elbette caliganlarimiz en biiyiik 6zsermayemiz. Her ne kadar biz bir
teknoloji sirketi olsak da elde ettigimiz datanin ¢ok dikkatle islenmesi ve herhangi bir
hataya mahal verilmemesi konusunda ¢ok titiziz. O yiizden ¢alisanlarin niteligi ¢ok
onemli. Biz Thinkneuro olarak hizli ve dogru sonucu hatasiz vermek iizerine c¢alisiyoruz.
Bu noktada powerpointte bir resmin 1 mm dahi kaymasi bizim i¢in bir hata demek.
Mikemmeliyetgiyiz bu anlamda. Bu yiizden hataya yol agmayacak, dikkatli, igini bilen ve
titiz kisilerle ¢alismak bizim i¢in ¢ok kritik. Yine bu noktada daha verimli ¢alistigimiz
aktarabilirim. Verimlilige ¢ok 6nem veriyoruz. Bunu saglayabilmek i¢in ¢esitli otomatize
sistemler de kullaniyoruz. Sirketimize herhangi bir proje geldiginde herkes ne yapacagini
cok iyi biliyor. Sirekli iletisim halindeyiz birbirimizle. Miisterilerle toplantilarda
olmamizdan dolay1 Ben ve Yener siklikla ofiste olamasak da operasyonun basindaki Ali
ve tiim calisanlarimiz siirekli iletisim halinde. Ayrica sirket kiiltiiriine ve buna uyum
saglanabilmesine ¢ok 6nem veriyoruz. Genelde bir sirkete yeni gelen ya da stajyer
arkadaslar katildiklar1 o sirketten aile olarak bahsederler fakat bize gelen arkadaslar siz
gercekten bir aile gibisiniz diyorlar. Bu verimlilik ¢alisan sayis1 konusunda da verimli
kalmamizi sagliyor agikcasi. Elbette aramiza yeni katilacak arkadasin teknik kabiliyeti ve
yapabilirligini siniyoruz ama bizim i¢in sirket kiiltlirline uyumlu olabilmesi, uyum
saglayabilmesi ¢ok Onemli bir kriter oluyor. Ciinkii noéro pazarlama okulda
Ogrenilebilinecek bir sey degil. Hele bize calismaya gelen kisilerin yasini diisiliniirseniz
Oyle bir lisans programi da olmadigini da hesaba katarsaniz ¢ok 6grenilebilecek bir sey
degil. Dolayisiyla bu konuda bilgi sahibi olarak gelmelerini beklemiyoruz. Biz hizli
Ogrenen kisiler olmalarmi ve sirket kiiltiirline uyum saglayabilmeleri beklentisi
icerisindeyiz. Sirket kiiltiirlimiiz de bir aile ortami i¢inde yaptigin isten keyif almaya,
sakaciliga eglenerek ¢alisma lizerine kurulu. Ciinkii keskin kurallar var hakikaten az 6nce
degindigim isini yapmak ve hata yapmamak gibi. Burda bunu keyifle yapabildigi siirece

calisanlarimiz ¢ok uzak mesafelerden istek ve arzuyla sirkete ¢alismaya gelebilirler.
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Interviewer: Bilginiz dahilinde Tiirkiye'de neuromarketing sektorii ne kadar ge¢cmise

dayaniyor?

Ms. Eda Ocak: Turkiye'de kurulan ilk ndéro pazarlama sirketi biziz. Dolayisiyla noro
pazarlama sektorii bizim kurulusumuza dayanir demek dogru olur. Bu eksende 2010-2011
ler diyebiliriz. Elbette bu konuda akademik anlamda Brain Computer interface gibi
alanlarda bir takim c¢aligmalar vardi ama bunu ticari bir ¢at1 altina sokup sirketlestirmek

ve bunu bir hizmet haline doniistiirme bizimle oldu diyebilirim.

Interviewer: Thinkneuro'nun hedefledigi sektoriin, sektdrlerin ya da miisterinin bir profili

var midir? varsa tasvir edebilir misiniz?

Ms. Eda Ocak: Bizim odagimiz aslinda pazarlama. Odakli olmaya da ¢ok inaniyoruz.
Ciinkii ben ndro pazarlama dersi veriyorum. Ortagim pazarlama alaninda dogent bir
akademisyen. Genel olarak pazarlama departmanlari ile iletisim kuruyoruz. Burda spesifik
bir sektorden bahsetmek ¢ok giic Levent Bey. Ciinkii pazarlamanin oldugu her yerde,
insan duygusunun oldugu her yerde yapilabilir bir isten bahsediyoruz. Bunlar ugak
firmalar1 da olabilir, otomotiv firmalar1 da olabilir. Farkli tipte metodolojiler oldugu i¢in
farkl: tipte 6lglimler yapmak da miimkiin. Biz bir hava yolu sirketinde ucus aninda first
class ucus deneyimini de dl¢limledik, araba kullanma deneyimini de 6l¢iimledik. Aslinda

uyarinin oldugu her yerde, insanin oldugu her yerde uygulanabilir denilebilir.

Interviewer: Bu sektér profillerine ulagmak igin ne gibi pazarlama metodlari

kullantyorsunuz?

Ms. Eda Ocak: Bizim aslinda pazarlama metodumuz pazarlama yapmamak. Reklam gibi
mecralardan faydalanmiyoruz. Temel olarak word of mouth ile ilerliyoruz. Ciinkii
gercekten bunu deneyimleyip bundan fayda goren miisterilerle ilerlemek ¢ok daha etkili
ve verimli oluyor. Tabi hizla da yayiliyor ¢linkii enteresan bir is yapiyorsunuz. Daha
Oonemlisi metodolojinin enteresan olmasi bence bizi ilgilendirir asil 6nemli olan ortaya
cikan sonucun onu bir yere getirip getirmedigi. Dolayisiyla miisterim de sonucun pazarda
fark yarattigini gorebildigi i¢in burdan ortaya ¢ikan word of mouth hizla yayiliyor. Bunun

disinda ise 6zellikle sirketin ilk yillarinda daha az yogunken ama halen de {iniversitelerde
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konuya ilgisi olan genglere ticretsiz gidiyoruz. Sirketlere iicretli gidiyoruz ama genglere
bunlar1 duyurmak adina Corum, Kars, Eskisehir aklima ilk gelenler olmakla birlikte
Tirkiye'nin dort bir yanma gittik. Genglere bunu anlatabilmenin ¢ok kritik oldugunu
diisiiniiyoruz. Konferanslarda yer aliyoruz. En biiylik pazarlama metodlarimizdan bir
tanesi bu konferanslarda yaptigimiz konusmalar diyebilirim. Segici davraniyoruz,
yurti¢inde ve yurtdisinda konferanslara konusmaci olarak katiliyoruz. Ozellikle sektdrde
onemli olan konferanslarda, 6rnegin NMSBA konferanslarinda ¢oguna sponsoruz.
Tiirkiye'deki TUAD konferanslarina sponsoruz. Dolayisiyla arastirmayr ve noro

aragtimay1 destekliyoruz.

Interviewer: Sizce neuromarketing nedir? Sizin bu eksende tecribeleriniz nelerdir?

Ms. Eda Ocak: Bence neuromarketing, néro pazarlama aragtirmasi tiiketicinin kararinin
asil tetikleyicisi olan duyguyu stratejik karar an1 masasina getirme yoludur. Bu kadar basit
aciklayabilirim. Aslinda kararlar duygular ile tetikleniyorsa ve biz sadece rasyonel
kisimdan veri aliyorsak, bu veri ag1 yanlisa gotiirebilir ve eksik kalabilir. Dolayisiyla
pazarlamanin temel amacina bakmak gerek diye diisiiniiyorum. Elbette EBITDA, marka
bilinci, marka bilinirligi, marka sadakati gibi konulardan bahsedebiliriz ama pazarlamanin
asil amaglarindan bir tanesi anlamaktir. Insan1 bir tiiketici sapkasi altinda anlamaktir.
Dolayistyla duygulart masaya getirerek bu anlama stirecini etkin kilma durumudur néro

pazarlama.

Interviewer: Burda sizi yonlendirmek ic¢in degil elbette ama literatlire ve Orneklere
baktigimizda néro pazarlamanin veri toplama, bunu anlamlandirma ve bu vesileyle
davranis1 anlama siirecinin bir adim Gtesinde de tiim bu ¢ikarimlarin biitiinsel pazarlama
ve ticari stratejiye uyumlu hale getirilebilmesi ve uygulanabilir olmasi oldugunu

goruyoruz.

Ms. Eda Ocak: Estagfurullah, ¢ok dogru bir bilgi ve tespit. Tiiketici duygusunu karar alma
masasina getirme dememin amaci buydu. Bizim i¢in Thinkneuro'nun en biiylik farki

aksiyon odakli olmamiz. Noro sahane ve ben de ndroya asigim, bulgular sahane ama
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Thinkneuro olarak biz bulgularin aksiyona gegtigini ve aksiyonlarin da miisterinin istedigi
sonuclara ulagtirdigini gormeden rahat etmiyoruz. Daha yeni bir ¢alismamizda miisterinin
aklina bir sey takildi tekrar 6l¢timledik. Miisteri ile dirsek temasinda, yan yana ¢alismak
cok 6nemli. Giiniin sonunda ben de 6l¢imledigim o beyin dalgasinin ya da her neyse bu
Ol¢iimiin pazarda sonucunu gérmek istiyorum. O yiizden aksiyon odaklilik bizim temel

farkimizdir diyebilirim.

Interviewer: Neuromarketing'e dair yapilan arastirmalar konusunda ne diisiiniiyorsunuz?

Ms. Eda Ocak: Bir kere sunun ayrimmi yapmaya ¢alisiyoruz. NMSBA'de de
konustugumuz konulardan bir tanesi. Noro dlgiimler ve biyometrki dlglimler diye aslinda
ikiye ayirtyoruz. Beyinden 6l¢lim almadiginiz her ¢aligmay1 biz NMSBA'de biyometrik
Olciim olarak tanimliyoruz. Galvanic skin response, heart rate, pupil diameter, eye
tracking gibi Olglimler biyometrik Ol¢limlerdir. Noro isminde de ifade edildigi gibi
noronlarin Olgimiinii tanimladig1 i¢in ndromarketing dendigi zaman biz gergekten
beyinden alinan 6l¢iimlerden bahsediyoruz. EEG, fMRI, fNIR lar gibi dl¢timler bunlarin
arasinda sayilabilir. Diinyada ¢ok giizel aragtirmalar yapiliyor tabi. Sektdr yeni gelisiyor
ve normlar belirleniyor. Biz bu a¢idan ¢ok sansliyiz. Tiirkiye'de biz ilk kurulan sirketiz
ama yanlig hatirlamiyorsam biz diinyada bu amag ve misyonla kurulan 35. sirketiz. Burda
sunu da ifade etmeliyim bu varolan kurulmus 35 sirketin tamami 6l¢im almiyordu.
cogunlugu literatiir {izerinden danigmanlik veren sirketler. Dolayisiyla biz
kuruldugumuzda 6lgiim alan sirket sayis1 daha da azdi. Beraber biiylidiik, beraber
ilerledik. Gururla soyleyebilirim ki NMSBA'de bazi metodolojilerin standartini koymakta
ya da 6nerisini sunmakta onci olabildik. Bu nedenle bilgi ihrag ediyoruz. Biliyorsunuz bu
tip teknolojik dalgalar genelde Amerika Birlesik Devleri'nden gelir ve Tiirkiye iyi bir
takipgi olabilir veya takipg¢i olabilir. Biz hakikaten bilgiyi ihra¢ eden bir sirket olma
gururuna eirsiyoruz ve o anlamda ¢ok mutluyuz. Sektoriin ilerlemesini de ¢ok pozitif
goriiyoruz. NoOroblog, norosinema, nodrofotograflama, noéroergonomi, ndro insan
kaynaklar1 konusulmaya baslanan basliklardan sadece birkag1. Ciinkii biitiin bu konusulan
alanlar esasinda insana temas eden platformlar ve ekonomi kitaplarmin basinda yazdigi

gibi rasyonel verilerin, rasyonel kararlarin dogru olmadigini bildigimiz noktada insani
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diger yonleriyle arastirabilmek kritik. O yiizden ben sektdriin daha ilerleyecegini ve

genisleyecegini diisiiniiyorum.

Interviewer: Tiiketici davranisini analiz etme ve éngoérmede ne gibi metodlar/teknikler

kullaniyorsunuz?

Ms. Eda Ocak: Aletleri kastetmediginizi biliyorum elbette farkl tipte aletler kullaniyoruz.
Farkli tipte EEG ve eye tracking cihazlarimiz var. Tiirkiye'de degil i¢inde bulundugumuz
daha genis cografi bolgede farklilagsan fNIR kullanimimiz var. Bu cihazlar elimizde olsun
diye bu cihazlara sahip degiliz elbette. Bu cihazlar ¢ok farkli tipte metodolojilerimize
hizmet vermek icin varlar. Bunlar tabiki reklam, ambalaj, konsept testleri, strateji, marka
konumlandirma, motivasyon bariyer arastirmalari, deneyim ol¢limleri, egitimlerin daha
etkinlestirilmesine yonelik, fiyatlandirma gibi bir ¢ok metodolojide bize hizmet ediyor.
Klasik pazarlama metodlarindan da faydalaniyoruz. Biitiin bu bahsettigim testlerin
sonunda muhakkak derinlemesine goriismeler yapiyoruz. Hepsine geleneksel pazar
aragtirmasini etkisi var. Fakat biz bunu kendi gelistirdigimiz bir metodoloji ile farkli
olarak yapiyoruz. Neuro score based in depth interview adini verdigimiz bu ydntem
esnasinda goriismelerimiz noroverilerin néro skorlarin 1s18inda gergeklesiyor. Bunu
begenmisiniz demiyoruz, bunu begenmisiniz neden diyoruz. Farkli bir yonlendirme igeren
bir yontem ama yonlendirmeyi noro verilerden aliyoruz. Bunun disinda mesela marka
konumlandirma ya da motivasyon bariyer arastirmalarinin 6ncesinde kriter belirleme seti
var. Burda geleneksel yontemlere basvuruyoruz. Gegmise yonelik hatirlanma
durumlarinda geleneksel yontemlere bagvuruyoruz. Ciinkii algiy1 ¢ok net 6l¢ebilirim ama
diin ne yediginizi size sormadan bilemem, dlgemem. Geleneksel arastirmanin ¢ok giiglii
yanlar1 var ndro arastirmanin giiclii yanlar var. Biz ikisinin de bilincindeyiz ve bu guglu
yanlar1 birlestirerek sonuca ulagmay1 uyguluyoruz. Beyanin bir miktar yanlis yonlendirici
oldugunu biliyoruz ama geleneksel metodlart reddetmiyoruz. Neyi nerede

kullanacagimizi dikkatle seciyoruz.
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Interviewer: Neuromarketing sizce hangi sektorleri bir arada calisabilmeye

yonlendirebilir?

Ms. Eda Ocak: Neuromarketing zaten varligi itibariyle pazarlama ve tip sektorlerini bir
araya getirmis bir platform. Esasinda n6ro pazarlama multi disipliner ¢alismaya ¢ok imkan
veren konu. Tasarim, insan kaynaklar1 gibi disiplinler néro pazarlama ile birlikte
calisabilir. Burda aslinda " Sky is the limit" demek miimkin clinkii son zamanlarda ¢ok
konustugumuz konulardan bir tanesi deneyim tasarimi. Sirketler artitk deneyim
tasarlryorlar. Ornegin bir magaza igerisindeki bir deneyim de olabilir, satin alma
sonrasindaki {iriinle ilgili bir deneyim de olabilir. Uriinle ilgili bir deneyim yaratmak ayri
bir mevzu, magazanin icerisinde bir deneyim yaratmak apayri1 bir mevzu. Bir satig
temsilcisinin nasil konusacagi, lirinleri, konumlandirmayi, 1siklandirmasini, miizigini bir
magaza konseptinde noro pazarlama bir arada degerlendirebilir. Bu bir standartlagtirma
olabilir. Ama neyi standartlastirdiginiz ¢ok dnemli. Starbuck kahvesi 6rneginde oldugu
gibi ¢ok iyi kahvelerin fazlaca kavrulmasi ile tadin standardize edilmesi ile esasinda daha
ac1 bir tad sunuluyor. Demiyoruz ki standart olmasin elbette ama bu gibi 6rneklerde ufak
bir dokunusla biitiinsel standart ¢ok daha yukarilara g¢ekilebilir. Satis temsilcisinin
miistericiye dokunabilecegi bir yakinlikta iken miisterinin omzuna mi1 dokunacak, koluna

mi1 dokunacak, dirsegine mi dokunacak biiyiik bir fark yaratiyor.

Interviewer: Neuromarketing uygulamalarinin etik yonii konusunda ne diisliniiyorsunuz?

Ms: Eda Ocak: Noro pazarlama arastirmalari bir pazar arastirma yontemidir. Pazar
arastirmalarinda bizim amacimiz miisterinin i¢gdriisiine ulagmaktir, onu anlamaktir. Tiim
aragtirmacilar olarak bizler topragin altindaki petrolii artyoruz. Kimisi kazma kiirekle
kaziyor, kimisi dijital yontemlere basvuruyor. Kazma kiirekle kazmak ne kadar etikse,
dijital yontemlerle kazmak da o kadar etikdir. Bunun yani sira tabiki SOMAR etik
kurallarini takip ediyoruz. NMSBA deki etik kurulda s6z sahibiyiz ve sekillendirici olarak
da katihm gosteriyoruz. Biitiin katilimcilar elbette goniilliilikklerine dair formlari
imzaliyorlar. Tiirkiye Aragtirmalar Dernegi'nde ¢alisanlarimizdan gorevli arkadaslarimiz

var haklarin muhafaza edilmesi hususunda katki veren. Elbette 6zellik iizerine titredigimiz
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konular bunlar. Ama felsefik agidan soracak olursaniz biri ne kadar etikse digeri de o

kadar etik.

Interviewer: Uyguladiginiz pazarlama metodlarinda sirketinizin degerlendirecegi kriterler

neler olacaktir?

Ms. Eda Ocak: Bizim calisacagimiz firmalarda olmasini arzu ettigimiz 6zellikler agik
fikirlilik, pazarlamaya daha genis bakis acisiyla bakabilme kabiliyeti ve bunu uygulama
cesareti diyebilirim. Clinkii geriye doniip baktigimda simdiye kadar ¢alistigimiz tim
sirketlerin ortak 6zellikleri buydu. Ama bunlar disinda firma mutlaka su kadar biiyiikliikte
olmalidir mutlaka dedike departmanlari olmalidir gibi kriterlerimiz yok. Bilakis mutlaka
biiylik sirketlerle ¢alisiyoruz ama ufak sirketler olarak nitelendirilebilecek olanlarla
birlikte olmaktan, onlar1 gelistirebiliyor olmaktan ¢ok biiyiik keyif aliyoruz. Pazarlamanin
zor yapildig1 sektorlerden ¢ok biiyiik keyif alryoruz. Ornegin karanlik pazarda ¢alismaktan
cok biiyiik keyif alryoruz ¢iinkii oyun alam daraldikca fark biiyiiyor. imkansizlik insan1
yaraticiliga itiyor. Herhangi bir sinirimiz yok, miisterinin diisiince yapisinin agik olmasi

bizim icgin gerek ve yeterli.

Interviewer: Neuromarketing ¢aligmalarinda sizi zorlayan unsurlar nelerdir?

Ms. Eda Ocak: Genelde miisterilerimizden de gelen bir soru ekseninde ornek vererek
anlatayim. Katilimci1 bulmak, zor bir katilimer setini bularak dl¢timlemek bizim i¢in bir
sorun teskil etmiyor. Elbette ddiillendirmelerimiz oluyor katilimcilar i¢in. Diisiik sayida
bir katilimct kitlesinin standart sapmasi bizi istedigimiz giivenilirlik baremlerinde
tutabildigi i¢in ¢ok fazla kisiye ulagma ihtiyacimiz da olmuyor geleneksel metodlarda
yasanan istenen kriterlere gore katilime1 bulmanin zorlugu baglaminda diisiiniildiigiinde.
En ¢ok su soru geliyor lilks pazarlarda ya da A plus pazarlara gidilecegi zaman o
katilimeilar1 herhangi bir 6diil ile getirmeniz zor. Ornegin kanserin belli bir alaninda
uzmanlasmis doktorlardan bahsediyoruz. Bu kisilerin sayis1 zaten belli ve ulasmak kolay
degil. Fakat onlara da ulasmak, onlarla ¢aligmak da miimkiin oluyor. Ciinkii onlar i¢in de

kiymetli bir sonug ortaya ¢ikiyor olmasi onlari da motive ediyor ve istekle geliyorlar.
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Belki bir miktar takvimsel sorunlara sebep oluyor zira yogun ajandasi olan bu kisilerin
zamanlamasina tabi oluyorsunuz ama plan program buna gore yapilarak asilabiliyor.
Bottleneckler yasadigimiz konular oluyor. Mevsimsellik durumlar1 s6z konusu oluyor.
Sirketlerin biitge acilis, yapilandirma, kapanislart bu mevsimselliklere sebep oluyor. Ama
bunlar1 6ngorebiliyoruz. Ona gore ¢alisan nitelik ve niceliklerimizi degistirebiliyoruz. Bir
de verimlilik konusu bizim i¢in ¢ok mithim daha 6nce de bahsetmistim. Burda da basimiza
ne gelecegini bildigimiz i¢in ona goére konumlaniyoruz. Bu kimi zaman 9-18 degil, gece
giindiiz calismamizi gerektirebiliyor ama burda da yine bahsetmis oldugum aile olabilme

yetenegimiz devreye giriyor.

Interviewer: Neuromarketing in bir Griini ya da servisi manipile etmesi konusunda ne

distinlyorsunuz?

Ms. Eda Ocak: Manipiilasyonun yanlis kelime oldugunu diislinliyorum. Manipiilasyon
cok yanlis anlagilmaya miisait bir kelime. Beyinde satin alma butonunu bulduk gibi bir
yaklasim bizim elestirdigimiz ve hakli bulmadigimiz bir goriis. Gergek bir néro
pazarlamacinin kullanmamasi gereken bir climle ve hiikiim. Aksi idda beyinde boyle bir
mekanizma olmadigini bilmediginiz, yersiz ve haddini asan bir sdylem olur. Biz néro
pazarlamacilarin isi duygu silsilesini net bir sekilde gorebiliyor olmamizdir. Asla bir satin
alma butonunu kesfettik ya da bir zombi etkisi yaratmak, bilicalt1 mesaj olusturma gibi
durumlar s6z konusu olamaz. Bunun yasakliligini ve etik olmayisini ge¢iyorum, buna dair
bir de akademik makalemiz var. Geleneksel pazarlama, antropolojik yontemler, projektif
caligmalar hepimiz ayn1 amag¢ ugruna calisiyoruz. Noro pazarlamaci olarak bizler farkl
bir kaynaga soru sordugumuz farkl: bir kaynaktan bilgi aldigimiz i¢in farkli sonuclar elde
edebiliyoruz. Pazarlama uyaranini arttirmaya namzet bir metodla ¢alisiyoruz. Bundan
dolay1 arzulanan ortak sonuglarin daha etkili oldugunu goriiyoruz. Ama bu bagka bir

geleneksel metodun da bu kadar etkileyici olmayacagi anlamina gelmez.

Interviewer: Deneklerin se¢imindeki degerlendirme kriterleriniz ve siiregleriniz nedir?
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Ms. Eda Ocak: Deneklerin tanimini ¢alistigimiz sirket bize kendi hedef kitlesine uygun
olarak verir. Ornegin doktorlar, dniimiizdeki alt1 ay ticari ara¢ almak isteyen insanlar, firm
bakan ev hanimlar1 olabilir. Kisilerin ila¢g kullanmiyor olmasi, zihinsel problemlerinin,
psikosomatik hastaliklarinin olmamasi vs. gibi 6n kosullar1 yerine getirebilenlerden
consent ( riza ) alarak c¢alistyoruz. Kalibrasyon temelli se¢imlerimiz oluyor ama bu proje

6zelinde degisiyor elbette.

Interviewer: Neuromarketing ile yapilan ¢alismalarda kullanilan tibbi cihazlarin deneklere

zarar verebilme potansiyeli hakkinda ne diistinliyorsunuz?
Ms. Eda Ocak: Nasil bir potansiyelden bahsediyorsunuz?

Interviewer: Tibb1 literatiirde noro dlgiimlerde white noise gibi unsurlardan etkilenme,
consent verilmig olmasina ragmen bilinmeyen bir epileptik durumun tetiklenmesi, eye
trackingde gozlerin uzun siire ve agik tutulmasi, daha once MRI tecriibesi yagamamis
birinin yine fMRI 6l¢limii esnasinda klostrofobiden, pozitron emisyon tomografisinden

kullanilan radyoaktif marker 6tiirii ortaya ¢ikabilecek potansiyel zararlardan bahsediliyor.

Ms. Eda Ocak: Biz fMRI cihazi kullanmiyoruz diyerek baglayalim zira bizim
kullandigimiz metodolojilere uygun degil. Ciinkii biliyorusunuz MRI cihazlar1 farkl
frekanslarda fotografik goriinti alir dolayisila bizim g¢aligmalarimizda kullandigimiz
stireklilik arzeden olglimlere uygun degil. Kullandigimiz EEG gibi cihazlar bir stimulan
gondermeye yonelik degil var olan veriyi toplamaya y6nelik. Nasil ki bir tansiyon cihazi
sizin Kalp ritminizi degistiremez sadece 6lgebilir, EEG cihazi da sizin beyin dalgalarimizi
Olgebilir, degistiremez. Dolayisiyla zarar verme potansiyeli acgisindan bir tansiyon
cthazindan farki yoktur. Eye tracking kullanirken diyelim ki denek bir reklam filmi
izleyecek, ayn1 zamanda kafasinda EEG cihazi takili oldugu i¢in sayet gézlerinin siirek
acik olmasindan ya da herhangi baska bir etkenden 6tiirli gerginse bunu beyin dalgalarini
gercek zamanl goriintiiledigimiz ve farkettigimiz i¢in miidehale sansimiz var. Buna dair
onlemler almak ve gerekli oldugu bir durumda araya girmek gayet miimkiin. Bizim
cithazlarimiz genel olarak veriyi toplamaya ve bir uyar1 gondermeye yonelik olmadig1 i¢in

potansiyel bir tehlike gérmiyoruz.
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Interviewer: Sizce denekler igin nasil bir tecriilbe bu? Siz daha 6nce denek oldunuz mu
hig?

Ms. Eda Ocak: Bence enteresan bir tecriibe. Ben hi¢ denek olmadim daha 6nce yani
kendime dair bir sey 6lgmedim ama ortagim Ol¢tii ve arabasinin rengine karar verdi.
Bilhassa az Once bahsettiZim neuro scrore based in depth interviewlarda
moderatoriimiiziin " Arkadaslar az 6nce sizin kafaniza elektrotlar bagladilar ve dlgiimler
aldilar. Nasil hissettiniz " eksenindeki sorulara deneklerin hepsinin olumlu bir heyecanla
cevap verdigini gériiyorum. Bu saate kadar hi¢ negatif bir cevapla karsilasmadik. Clinkii

biz zaten onlari rahatsiz eden bir durum olmamasina azami 6zen gosteriyoruz.

Interviewer: Neuromarketingin akademik gelisimi i¢in deneklerle calisilmasi ve buna

katiliminiz hakkinda ne diisiiniiyorsunuz?

Ms. Eda Ocak: Birgok makalemiz var, yapiyoruz, yapmaya da devam edecegiz. Ozellikle
prediction ( ongorme ) anlaminda calisiyoruz son zamanlarda. European Journal of
Marketing'de yayinladigimiz bir makale var. Gergek satin almay1 %82 ile tahminledigimiz
bir calismamiz var. Akademiye katki saglamaya devam ediyoruz ve bundan biiytik keyif
aliyoruz. Sunu vurgulamam gerek, biz metodoloji gelistiriyoruz. Bu metodolojiyi tabiki
defalarca test ediyoruz. Fakat mutlaka bunu pazara bir ticari trtin olarak sunmadan evvel
peer reviewed bir akademik makale yaymlamaya 6zen gosteriyoruz. Burdaki amacimiz
metodlojide olast bir hata varsa akademik ¢evrenin incelemesine sunarak, bu konuda
kritiklerini ve diizeltme oOnerilerini dinleyerek mutlak dogruya ulagsmak. Metodoloji
gelistirmek istedigimiz icin siirekli akademik yazi liretmek mecburiyetindeyiz ve bu
yiizden siirekli akademik literatiire katkida bulunuyoruz. Burda iiretilen metodolojilerin
patenti bizde ama taklit edilmesinden yana bir ¢ekincemiz yok. Zira metodoloji veri
toplama i¢in bir ara¢. Bu anlamli okunamaz, bir stratejiye ve aksiyona doniistiiriilmezse

anlamli degil.
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D. BRAND FINANCE RANKINGS FOR 2016, 2017, 2018 TURKEY
D.1 BRAND FINANCE RANKINGS TURKEY 2016

Turkey 100 Tablosu (USDm)

En Degerli 100 Tirk Markas: 1-50.
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En Degerli 100 Tiirk Markas: 51-100.
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D.2 BRAND FINANCE RANKINGS TURKEY 2017

Turkey 100 Tablosu (USDm)

En Degerli 100 Tark Markasi 1-50.
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Turkey 100 Tablosu (USDm)

En Degerli 100 Tirk Markas: 51-100.
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D.3 BRAND FINANCE RANKINGS TURKEY 2018

Brand Finance
Turkey 100 (milyon $).

En Degerli 100 Tirk Markas: 1-50

Marka

Derecesi

2017
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En Degerli 100 Tirk Markas: 51-100
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