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ABSTRACT

Purpose - In the last two decades neuromarketing is considered to be an evolutionary concept within marketing that makes use of
neuroscientific tools in order to measure human related factors such as attributes, emotions, memory and perceptions which influence the
consumer decision making. The application of neuromarketing to various industries brings up new opportunities as well as new challenges.
This purpose of this exploratory study is to shed light upon neuromarketing literature and to investigate the perception of neuromarketing
and fashion executives towards applied neuromarketing in global and Turkish fashion industry.

Methodology - Following the up to date literature review about theoretical and applied neuromarketing, in-depth interviews with Turkish
neuromarketing executives and fashion leaders are executed.

Findings - The findings show that there are discrepancies and similarities between the usage of applied neuromarketing in the globe and
Turkey. In-depth interview findings show that the perceptions of Turkish fashion executives about neuromarketing differ from previous
literature and different priorities exist to apply neuromarketing in fashion.

Conclusion - The findings are expected to help developing the collaboration of applied neuromarketing in fashion industry and support
managerial decisions in marketing related resource allocations.

Keywords: neuromarketing, fashion, perception, Turkey, in-depth interview
JEL Codes: D89, M39, 053, L67, C83

UYGULANABILIR NOROPAZARLAMANIN MODA ENDUSTRISi VE NOROPAZARLAMA LiDERLERI
UZERINDEKi ALGISI UZERINE KESFEDICi BiR ARASTIRMA

OZET

Amag- Son yirmiyilda ortaya ¢ikan néropazarlama, tiketicinin karar vermesini etkileyen nitelikler, duygular, hafiza ve algilar gibiinsanla ilgili
faktorleri 6lgmek igin noro bilimsel araglardan yararlanan evrimsel bir kavram olarak kabul edilmektedir. Néropazarlamanin gesitli sektorlere
uygulanmasi, yeni firsatlar ve yeni zorluklar getiriyor. Bu arastirma calismasinin amaci, néropazarlama literatiirtine sk tutmak ve
néropazarlama ve moda yoneticilerinin kiresel ve Tirk moda endustrisinde uygulamali néropazarlamaya yonelik algisiniincelemektir.
Yontem- Teorik ve uygulamali néropazarlama ile ilgili glincel literatiir taramasinin ardindan, Tiirk néropazarlama yoneticileri ve moda liderleri
ile derinlemesine gorismeler yapilmaktadir.

Bulgular- Bulgular, diinya ve Tirkiye'de uygulanan néropazarlamanin kullanimi arasinda farkliliklar ve benzerlikler oldugunu gostermekte dir.
Derinlemesine goriisme bulgulari, Tlirk moda yoneticilerinin néropazarlama hakkindaki algilarinin énceki literatirden farkh oldugunu ve
noropazarlamayi modada uygulamak igin farkh énceliklerin oldugunu gostermektedir.

Sonug- Bulgularin, uygulamali néropazarlamanin moda endstrisi ile ishirliginin gelistiriimesine yardimci olmasi ve pazarlama ile ilgili kaynak
tahsisinde yonetimsel kararlari desteklemesi beklenmektedir.

Anahtar Kelimeler: néropazarlama, moda, algi, Turkiye, derinlemesine roportaj
JEL Kodlari: D89, M39, 053, L67, C83
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