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Oz

Son 20 yilda pazarlama iiretim, pazar ve satis odakli olmaktan ¢ikip norobilim odakli olmaya
dogru yol almaktadir. Teknolojinin gelismesi ile tip alaninda yapilan yenilikler pazarlama bili-
minin farkli bir yone kaymasina neden olmustur. Beynin insan kararlarindaki isleyis sisteminin
¢oziilmesi, bir¢ok bilim dalmnin ilgisini ¢ekmistir. Noropazarlama sayesinde, tiiketicilerin man-
tiklar1 ile degil, duygular ile satin alma kararlar1 verdikleri anlasilmistir. Noropazarlamanin
asil amact insan1 anlamak ve tamimaktir. NOoropazarlama, tiiketicilerin zihinsel ve duygusal
tepkilerinin ndrolojik olarak incelenmesi olayidir. Noropazarlama kavrami insanlarin zihinleri-
nin gozlemlenecegi, robotlagtiracag veya istemsiz olarak satin almaya zorlanacag: diisiinceleri
insanlar tedirgin etmektedir. Ancak noropazarlama dejenere olmus insanlarin veya sirketlerin
ellerinde, etik olmaktan ¢ok uzaktir. Bu arastirmada néropazarlama hakkinda detayl bir tani-
mina yer verilmistir. Ilk olarak noropazarlama’nin tarihsel gelisimi irdelenmis ve
noropazarlama ile beyin arasindaki iligki agiklanmustir. Tkinci olarak néropazarlama’da kullani-
lan yontemlere deginilmis ve tiiketicilerin nasil karar verdigi agiklanmaya g¢alisilmistir. Son
olarak néropazarlamanin etik yonii hakkinda bilgiler verilmistir.
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Abstract

In the last 20 years, marketing has moved from being focused on production, market and sales to being
focused on neuroscience. With the development of technology, innovations in medicine have caused mar-
keting science to shift in a different direction. The resolution of the brain's system of functioning in human
decisions attracted the attention of many disciplines. Thanks to neuromarketing, it is understood that
consumers make purchasing decisions with their emotions rather than their logic. The main aim of
neuromarketing is to understand and to recognize human. Neuromarketing is a neurological examination
of the mental and emotional responses of consumers. The concept of neuromarketing makes people
anxious that the minds of people will be observed, robotized, or forced to buy involuntarily. However,
neuromarketing is far from being ethical in the hands of degenerated people or companies. In this
research, a detailed definition of neuromarketing is given. First, the historical development of
neuromarketing is explored and the relationship between neuromarketing and brain is explained.
Secondly, the methods used in neuromarketing are discussed and how consumers decide. Finally,
information about the ethical aspect of neuromarketing is given.
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