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> Egitim Akisi

Pazarlama Psikolojisi Ve Noropazarlama Giris
» Noropazarlama ve Kullanim Alanlari

» Geleneksel Yontemler vs. NOropazarlama

» Subliminal Reklamcilik Efsanesi

Noropazarlama Arastirma Yontemleri ve Uygulamalari
» Arastirma Yontemleri

> Ornekler & Case Studyler

NoroStratejik ve Davranissal Yaklasimlar

» Tiketici Karar Alma Mekanizmasi
Marka iletisiminde Bilissel Siirecler
ilkel Beynin Dilinden Konusma
Fiyatlandirma Stratejileri
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Duyusal Pazarlama
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1. Noropazarlamaya Giris
ve Subliminal Reklamcihik
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Kotler’in 4P’si?
EMOTIONS

PROMOTION



WE ARE NOT THINKING MACHINES.

WE ARE WZ% MA.ES THAT THINK.

- ANTONIO DAMASIO -




Hangi alanlarda néropazarlamadan faydalaniyoruz?

Kurumsal Kimlik
Tasarimi

Ambalaj ve
Uriin Tasarimi

Reklam, Film
Calismalan
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Magaza igi Tiiketici
Deneyimini Ol¢iimleme

Ul / UX
Arastirmalan

Sosyal Medya
iletisimi




Coca- Cola vs. Pepsi
Blind Test

BLIND TASTING

HA-OPY
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adiklerimiz yaniltabilir, k aniltmaz.

fMRI test results 3
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Subjects Self Reported MPFC activity from Real world Results
(Survey Method) fMRI

Source: Falk et.al. (2012)

Resource: From Neural Responses to Population Behavior: Neural Focus'G

Population-Level Media Effects Psychological Science May 2012 23: 439-44

HA-OPY












out the : - DY YSNET
srosty bottle | e |

LI

_ Jodic faster / aatheny heglins / scatt giznn
.‘m» "“!?"‘.v ’i ‘l l“ ’|‘ " l'
=== [T

SILENCE OF THE LAMBS ONE-SHEET ORIGINAL DALI PORTRAIT

HA PY © 18 O



cAME,

FILTERS

b

TURKISH & DOMESTIC M arlh ﬂ l]ﬂ

BLEND
MINISTERSTVO ZDRAVOTNICTVI VARUJE:
ROZUM A GHTIC NEMONOU BYT ¥ OPOZIC! NATRVALO




2. Noropazarlama Arastirma
Yontemleri ve Uygulamalari




Noropazarlama Arastirma Yontemleri
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LAB SOLUTIONS

® EEG ° - 1

e PET Eye-tracking
e MEG . i

e MR Skin Conductance
e SST . i -

e EMRI Facial Coding

* TMS * Facial EMG




EEG

Electroencephalography

fMR]

Functional Magnetic
Resonance Imaging

Eye-Tracking

Your face tells everything

Extract emotional insights from facial expressions

FACS

Facial Action Coding
System

GSR

Galvanic Skin Response

Contempt.
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Series

MOBILE EEG

iIntegration with
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Logo & Amblem Arastirmalari

goGaranti 7. TURKCELL



ONLINE SOLUTIONS

Implicit Association Test (IAT) Neurovision Experience Survey Battery
Fast Response Test (FRT) Neuroyschology Memory Battery




Dikkat musterilerin igerikle etkilesime gec¢irmenin ilk asamasidir.
Dikkat cekmeyen sey aksiyon yaratmaz!

https://neurovision.io/
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https://neurovisionapp.com/

CHANEL
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Seda Hanim,

Websitem ¢ok trafik aliyor ama uriin satin alan yok!

Traffic

Conversion




l= M b A &, T X @
MICHELIN | TURGYE

® Siieriemenin en iyl yolu

LASTIKLER + YUKSEK PERFORMANS - NEDEN MICHELIN ~ SATIN ALMA - OGREN & PAYLAS ~ SEYAHAT v HAKKIMIZDA -

“MICHELIN pioTSPORT 45 £

SIMDI AL 2 KATA
KADAR MIL KAZAN

RapidSSL

N
255 dic e RS
W 10D CAIVIALS ALISVERTS

SIZE EN YAKIN BAYi
ONLINE SIPARIS VERMEK ICIN: ISTANBUL

MTM OTOMOTIV ®1.9«m

MICHELIN SANAL MARKET'| KESFET

4X4 | SUV

MICHELIN J MICHELIN ' MICHELIN MICHELIN
CROSSCLIMATE + PrimAacy 3 ENERGY "swems PILOT SPORT 4

m

‘/o DOGRU LASTIGI BULUN ﬂ SIZE EN YAKIN BAYIY| BULUN ° NEDEN MICHELIN

©33 O



P . e K s M X @

» YUKSEK PERFORMANS - NEDEN MICHELIN - SATINALMA - OGREN & PAYLAS -

SIPARIS VERMEK IGIN: ISTANBUL

®1.9«

4 . 3 =
MICHELIN YOL YARDIM MICHELIN SANAL MARKET'I KESFET
e OTOMOBIL 4X4SUV KAMYONET/KARAVAN
2 MICHELIN | @ MICHELIN /B MICHELIN ;=% MICHELIN

CROSSCLIMATE + : Primacy 3 / ENERGY “swews PILOT SPORT #

P DOGRU LASTIGI BULUN ﬁ SIZE EN YAKIN BAYIYI BULUN o NEDEN MICHELIN

..b education o o

academy



LIVE DEMO



https://neurovision.io/

Arastirmalarda dikkat
edilmesi gereken 5 sey:

e Cihaz kalitesi — Uygun cihaz se¢imi

* Dogru orneklem secimi ve 6rneklem sayisi
* Deneysel Tasarim - Laboratuvar Kosullari

* Hipotezimiz — dl¢cimledigimiz sey ne?

e Sonugclarin dogru yorumlanmasi




Case Study - UNHCR
()

\

UNHCR

The UN Refugee Agency

Methods: EEG, Eye-tracking, GSR Sample #: 36 (18 Women, 18 men)

Kaynak: https://brainsigns.com/en/company/c2/blog/from-the-heart-to-the-wallet-a-neuromarketing-case-study-with-unhcr



https://brainsigns.com/en/company/c2/blog/from-the-heart-to-the-wallet-a-neuromarketing-case-study-with-unhcr

Case Study - UNHCR

) 9%
m-
EMOTION
T Rl (e A

0.4

-0.2 —~

1 3 5 7 9 11 13 15 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51 53 55 57 59

HA-LOPY OEXC)



Case Study - UNHCR

Solutions: New Commercial

* |ncrease in negative emotions.
* Higher salience for the «Call to Action»

Results:

+237% sellable calls: people that

actually subscribe for the testamentary
legacy

+553% inlegacy calls: to get more
info about the testamentary legacy

HA-OPY @3 ®



Case Study — Carl’s Jr
Charlotte McKinney
Super Bowl Commercial
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Methods: EEG, Eye-tracking, Facial Coding
Sample #: 103 Commercial #: 16




Case Study — Carl’s Jr
Charlotte McKinney
Super Bowl Commercial

CARL'S JR AD EFFECTS
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New Scientist Magazine Cover

NeuroFocus EEG test results:

END OF
SPACETIME

NewScientist

Shattering spacetime

United by refativity,
Torn apart by quantum gravity

Shattering s acetlm END OF
r’t-dbyr-hln"tly rugnm"pwqumme“k SPACETIME .

Has the fabric of the
universe unravelled?

- > N7 Has the fabric of the
- { universe unravelied?

Emotional score: 7.5 Emotional score: 8.2 Emotional score: 6.5




Reklamlarda Unlii Kullanimi

ESKI OPERATORUNUZU

STEN CIKARIN!

Resource: http://www.campaigntr.com/2012/09/03/18930/reklamda-unlu-kullanimi-sanildigi-kadar-etkili-mi/
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Case Study — BrainlIT Project

B2B alanda ndropazarlamadan faydalanilabilir mi?

D&A.LTechnologies

D TechDaia
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One Second Strategy

Dinyanin en kapsamli dijital reklam arastirmasi
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Pa rtici pa nts MOBILE MARKETING ASSOCIATION

A Bezreldiox © 4
BB ME 19 sty el # g anprw v

il - Eye-tracking & EEG
‘ : - We tested ads presented

on different social media ) NEURONS™
platforms

s smane - Participants were tested
P o A on content in their own

social media feed, which

was controlled by us
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One Second Strategy

Dinyanin en kapsamli dijital reklam arastirmasi

You think you have 3 seconds to create You have only 1 second for emotional

impact? Think again. engagement

More than 67% of ads were seen and cognitively

: 0 L
sl 4 0.4 seeends Users respond emotionally to 50% of ads just in 1 second.

Time is Relative. Video more quickly and better engages

Ads in a mobile feed environment get attention the emotional brain.

faster and trigger stronger cognition, compared to
desktop.

Video ads are twice as likely to create emotional
response than static

HA-LOPY:: @4 ®



Case Study — Lowe’s Innovation Lab

Perakendede inovasyon




3. NoroStratejik ve
Davranissal Yaklasimlar




3.1. Karar Alma Mekanizmasi




Frontal Lobe

* Akl ylritme

* Problem ¢ézme

* Karar verme

* Planyapma

* Dikkati yonlendirme

*  Duygulari kontrol etme
*  Motor beceriler

5 duyudan gelen smyallerl
yorumlar

*  Sekil, renk, koku ayrimi

* Uzaysal algi

* GoOrme algisi

* Aritmetik yetenekler

= Occipital Lobe

e Gorsel bilgiyi isleme
¢ Okuma

Temporal Lobe

* Konusma ve duyma

* Uzun sureli bellek

s lsitsel dgrenme

* Konusulani anlama,
yorumlama

= Cerebellum

* Denge
¢ Hareket kontroll ve

koordinasyonu
Brain Stem * istemli kas hareketleri

*  Merkezi sinir sistemini
dizenlemek

* Kalp atisi kan basincini
dengelemek

*  Yutkunma

* Nefesalma




Erkek Beyni? Kadin Beyni?




Odiillendirme

Hedonik
deneyimler,
secimler..

Negatif duygular,
igrenme, utanma..

Duygusal tepkiler,
duygusal hafiza,
korku




NAcc olasi faydalari isler. Amigdala olasi zararlari isler.

Amigdala > Nacc ‘ Kacma
NAcc > Amigdala mm) Yaklasma




Insula > Nacc ™= Para harcamama
NAcc > Insula ‘ Satin alma arzusu




Neural predictors of purchases

Godiva Chocolate Godiva Chocolate = &
Price 10 $ Price 10 @' @.

AN PRTA

Medial orefrontal



Ayna Noronlar

Onda var, bende niye yok?

onke
don;S a((?’on

¥ 23 likes

“Aman ben eksik kalmiyim &} @ #secretgarden #esrarengizbahce
#fabercastell #stresatmaca

aaler7 Nelimisin! Sari mut hir

i Il Malnvkel
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Dopamin

* Mutluluk ve bagimlilik
hormonu

 Keyif verici
e Etkisi gecici
* Ayna noronla calisiyor.




Marka lletisiminde Bilissel Siirecler

DIKKAT DUYGU

Top-Down Bottom-Up Arousal Valence

MOTIVASYON

HA-OPY OENC




Yonlendirme dikkati etkiler

HA-OPY
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Duygu mu? His mi?

ACTION!

Pupil response Response Time Self-reports

Sweating Choice Surveys
Neuroimaging Interviews
Heart Rate Live reporting
Respiration Point of Purchase
Facial Expressions

* Davranisa onculik eder.
e Bilissel durumlarimizi sekillendirir.
* Otomatik, kestirme tepkiler vermemize neden olabilir.

 Akilda kalicilik Gzerinde etkilidir.

HA-OPY @6 @



Motivasyonun
3 bileseni

HA-OPY

High
Motivation
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Low
Motivation

For permission
to publish this,
contact BJ Fogg

Fogg Behavior Model

P =wmat

at the same moment

triggers

succeed here

Activation
t"gge's Threshold

ability

OXNENO
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Iki sistem davranislarimiza yon verir.

GIRDI Autopilot Pilot CIKTI
(VERi) System 1 (Implicit) System 2 (Explicit) (KARAR)
Hizli Distnme
Otomatik VEVER
Kestirme KontrollU
Efor Gerektirmez Efor Gerektirir
OFC dIPFC

izlenimler INANCLAR
Sezgiler ¢
- DAVRANIS / NIYET

Dirtuler
Egilimler










Karar almada cerceveleme etkisi

[Economist.com

SUBSCRIPTIONS

“.7| U Economist.com subscription - US $59.00
75! One-year subscription to Economist.com.

ioara | Inciudes online access to all articles from

=1 The Economist since 1997. /ié\\,

" =/
O Print subscription - US $125.00

One-year subscription to the print edition

of The Economist. Y 0“«}

O Print & web subscription - US $125.00

One-year subscription to the print edition

of The Economist and online access to all
articles from The Economist since 1997.

84

= I‘ Welcome to

ription Centre

VT The Economist Subse

Pick the type of subscription you want to buy
_1 or renew.

J Economist.com subscription - US $59.00
One-year subscription to Economist.com.

Includes online access to all articles from
The Economist since 1997. ro

68’

O Print & web subscription - US $125.00

One-year subscription to the print edition

of The Economist and online access to all
articles from The Economist since 1997.




Turkiye’nin sonucunda 600 kisinin 6lmesini bekledigi bir salgin
hastaliga hazirlandigini dusuinin.

1) Eger A programi benimsenirse, 200 kisi 1) Eger C Programi benimsenirse 400 kisi 6lecek
kurtarilacak [%72] [%22]

2) Eger B programi benimsenirse, 1/3 2) Eger D Programi benimsenirse 1/3 ihtimalle
ihtimalle 600 kisi kurtarilacak ve 2/3 ihtimalle kimse 6lmeyecek ve 2/3 ihtimalle 600 kisi 6lecek
kimse kurtarilamayacak [%28] [%78]

Hangi programi tercih edersiniz? Hangi programi tercih edersiniz?




Karar almada priming etkisi




24 regel
kavanozu

¥ o —
-

Musterilerin %601 durup_incelemis. Musterilerin %401 durup incelemis.
%3’U satin almis ; %30’u satin almis




Hangisi daha guclu leke ¢ikarici?

Hangisi daha lezzetli?



llkel beynin dilinden nasil konusulur?

Gorsellestir Somut ol
«Siz» yok «Sen» var Zithk Olustur

\
Baslangiglar/Sonlar Duygulara hitap et
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www.toyota.co.il

oo EREREARIEN » o+ 5 I EIEIEARD - e

Unofficial service
can be dangerous.

15% discount on spare parts and free vehicle diagnosis.

Mercedes-Benz Today
The best or nothing. TOIT\O'I'I'OUJ

Toyota

HA PY ®




ow strongcan a kid's bones get, exactly?

nly one kidy' yogunt
has viamin D ¢
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JUST DO IT.
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woomee Bana Teyze Dediler! ©
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Tuketicinin Kalbine Giden Yol
Beyninden Gecger...




3.2.Fiyatlandirma Stratejileri




Soldaki rakami 1 azaltmak onemli olan..

3.80 TRY 3,00 TRY
[FALSE| TRUE
3.79 TRY 2.99 TRY

HA-LOPY @38 ®



DUYGUSAL URUNLER

FALSE

TRULE

199.86 TRY

199 TRY

MANTIKSAL URUNLER

FALSE

TRUE

199 TRY

199.86 TRY




Daha az heceli rakamlar sec¢in

27.82 TL wmmp 8heceli Daha pahals

28.10 TL == 5 heceli




Taksitli Odemeler Alin

499 TRY mmm) 99 TRY * 5 taksit

499 TL'yi 5 taksitte 6deyin FALSE

5 taksitte 99 TL 6deyin ﬂ‘]{UE




Fiyat Sol Alt Koseye Yaz

Sola dayali rakamlar daha
disuk algilanir

Yukari, yukseklik algisi yaratir.
Asaglya konumlandirmak
dUsuk fiyat algisi yaratir.

$15




Kucuk yazi karakteri kullan Referans Goster

29.99 TL 29.997L 2999 TL 29.99TL

Bu urunu

rALSE| [TRUE it e
? ’ A‘ ]?‘ arasina katl|.‘
l 1‘] s ﬁ\l‘l}]&
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Hangisi daha ucuz?

A) $99.00

B) S99

C) 99

> AT
g M. w8 ‘. LI -

ﬂ e U."Jnn-n Lemon Sive My
z‘M'WAM. Shce
‘e

’s

Lychee, Sugar Syrup, Vodka, Dash of Midoyi

Suprema
Crappa, Hly Espresso, Steam Mijx

- Bellini Cocktaij

: _/uir;e, Lemon Juice, Prosecco

3 Airmail
o Cold Rum, Honey Syryp,
dash ofAnyo;t,ara Bitter

S8

S8
Lime Juice, Dry Prosecco, Mint,

~ .

Rossini Gl s ) >
i Strm‘ezfryrurée, Prosecco




3.3.Duyusal Pazarlama




Ayni seye bakiyoruz ama ayni seyi gormuyoruz.

Gorme

Bakis Agisi |
Duyma .\ Inanglar
Koklama gyl SIS ST FETTTTM) DAVRANIS
Tatma gy |

Hatiralar y
Dokunma |




Sensory Importance + 70%

+ 30%

3 senses 5 senses

Taste Smell Sound Touch

Source: Brand Sense by M. Lindstrom




Coca-Cola — Taste the Feeling

g7 0% e «‘ug-& .
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SAMSUNG

NOKIA

LG
e — ' INTEL
, H#MARKA 1 « 20TH CENTURY FOX INTRO
S I—— 1 IPHONE

WINDOWS

BEKO

COCA COLA

10) OPET

_ Made With
VivaVideo
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seda@neuro-mar.com

www.sedagenc.com
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