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Bu ¢aligmanin amaci, yiyecek ve igecek isletmelerinin duyusal pazarlama farkindaliklarimni
belirlemek ve isletmelerin bilerek ya da bilmeyerek kullandiklari duyusal pazarlama
uygulamalarini kesfetmektir. Bu sebeple aragtirma nitel desende yiiriitiilmiis olup, veri
toplama teknigi olarak yari-yapilandirilmig goriisme ve gozlem kullanilmistir.
Goriligsmecileri belirlemek i¢in ise, kartopu ve kolay ulasilabilir durum 6rneklemesi tercih
edilmistir. Bu amacla, Mugla ilindeki Mentese, Gocek ve Akyaka bolgelerinde bulunan 10
yiyecek ve icecek isletmesinin sahibi veya yoneticileriyle yari-yapilandirilmis goriismeler
gergeklestirilmis ve isletmelerde gozlem yapilmistir. Goriisme sorulari, literatiir referans
aliarak olusturulmus ve uzman goriistiyle son halini almistir. Gorligmelerden elde edilen
veriler NVivo 11 for Windows nitel veri analiz programinda igerik analizine tabii
tutulmustur. Arasgtirmanin  sonucunda, isletme sahibi veya yoneticilerinin duyusal
pazarlama kavramini terim olarak bilmedikleri, bilmemelerine ragmen duyusal pazarlama
uygulamalarina bagvurduklart goériilmistiir. Duyusal pazarlama uygulamalan ile ilgili
bulgular degerlendirildiginde ise, yiyecek ve igecek isletmelerinin en c¢ok gorsel ve
dokunsal pazarlamay1 kullandiklari, kismen tat pazarlamasindan yararlandiklar1 ve diisikk
diizeyde de olsa isitsel ve koku pazarlamasina bagvurduklari tespit edilmistir.

Abstract

The aim of this study is to determine awareness levels of managers of food and beverage
enterprises towards sensory marketing and to explore sensory marketing applications they
use strategically or unintentionally. For this aim, this study was conducted through a
qualitative design and as data collection tools, semi-structured interviews and observation
methods were applied. In order to specify the sample, snowball and convenience
sampling were preferred. In accordance with this purpose, semi-structured interviews
were carried out with the owners and managers of 10 food and beverage companies in
Mentese, Gocek and Akyaka regions in Mugla Province. Interview questions were
prepared under the guidance of sensory marketing literature and given their final form
with an expert opinion. Obtained data were analyzed with the qualitative data analysis
program called NVivo 11 for Windows. As a result of the study, it was deduced that
company owners and managers had not known the term “sensory marketing” and
although they had not known the term, they had been using some sensory marketing
practices. As for sensory marketing practices, it was detected that food and beverage
enterprises mostly used visual and tactile marketing, partly took advantage of gustative
marketing and rarely used auditory and olfactory marketing.
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