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Makale Ge¢cmisi Oz

Génderim Tarihi:08.07.2021 Teknolojik yenilikler insanlar1 tilketim konusunda bilinglendirirken, diger yandan da
tiiketimi hizlandirmaktadir. Tiiketim hizint artiran en biiyiik etkenlerden birisi, siiphesiz

Kabul Tarihi:16.09.2021 pazarlama yontemleridir. Gliniimiizde pazarlamanin boyutu bir hayli degisiklige ugramis ve

her gegen giin pazarlamaya yon kazandiracak yeni yontemler ortaya ¢ikmistir. Giintimiizde
biliylik bir potansiyele sahip olan ve bir¢ok farkli markanmn kullanmis oldugu yeni
yontemlerden biri olan néropazarlama; etkili bir yontem olarak kullanilmakta ve tiiketici
Pazarlama davranislarint anlama ve yorumlamada pazarlamacilara 1sik tutmaktadir. Bu baglamda,
calismanin amaci, ndropazarlama yaklagimimin turizm sektoriiniin tiiketicileri olan
turistlerin davranislar1 iizerindeki etkisini incelemek ve tiiketicilerin noéropazarlama
Tiiketici hakkinda diisiincelerini belirlemektir. Calismanin analizinde, SPSS 22. ve AMOS 22.
. istatiksel ~ programlarindan  faydalamilmigtir.  Calismanin  sonucunda, pazarlama
Turist yaklagimlarinin turist davraniglar1 iizerinde dogrudan bir etki biraktigi goriilmiistiir.
Turizm Noropazarlama heniiz ¢ok yeni bir arastirma alani olmasindan dolayr mevcut ¢alismada
kapsamli ve detayli inceleneceginden, ileride yapilacak olan akademik ¢aligmalara drnek
olmasi ve 151k tutmasi yoniinden katki sunacag diisiiniilmektedir.

Anahtar Kelimeler

Noropazarlama

Keywords Abstract
Marketing
Neuromarketing While technological innovations make people gain awareness about consumption, they also

accelerate consumption. One of the biggest factors that increase the consumption rate is
undoubtedly the marketing methods. Nowadays, the size of marketing has changed
Tourist considerably and new methods are emerging that will give direction to marketing day by
day. Today, neuromarketing, which holds a great potential today and is one of the new
methods used by many different brands, is used as an effective method and sheds light on
marketers in understanding and interpreting consumer behavior. Thus, the aim of the study
is to investigate the effect of neuromarketing approach on the behavior of tourists who are
consumers of tourism sector and to determine consumers' beliefs on neuromarketing. SPSS
o 22.and AMOS 22. statistical programs have been utilized in the analysis of the study. Since
Makalenin Tiirit neuromarketing is a very new field of research area, it is thought that it will contribute to
the future academic studies as an example and shedding light thanks to comprehensive and
detail analysis in the current study.
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