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ABSTRACT

Purpose- The aim of this study is to measure the responses of consumers to retro music by using neuromarketing methods and tools, and to
try to understand their subconscious thoughts by revealing what changes these music caused consumers' brand perceptions.
Methodology- In line with the purpose of the research, one of the quantitative research methods is questionnaire technique, and one of the
neuromarketing methods and techniques is the FNIRS Analysis Method (Neurometric Measurement) and GSR Analysis Method (Biometric
Measurement), will be used. The study is designed to consist of two stages. In the first phase of the study, the survey will be applied to 300
people in order to create brand dimensions. Brand dimensions will be extracted from the obtained survey data. In the second phase of the
study, it is planned to conduct an FNIRS and GSR Analysis experimental study with at least 30 volunteer participants. Participants will be
made to watch a brand's commercial version without retro music and commercial versions with retro music, respectively. Before starting the
study, the participants will be asked to declare their voluntary participation in this study by filling out the "Volunteer Participation Declaration
Form" and "Research Declaration Form", which includes personal information and includes open-ended questions.

Findings- In the application part of our study, whether there is a positive effect of retro music on consumers’ brand perceptions,
neuroscientific differences between consumers' reactions to brands with and without retro music, and neuroscientific differences between
the reactions consumers give when they hear retro music and other music, Whether retro music creates an emotional bond between
consumers and brands will be try to be obtained through analysis.

Conclusion- As a result of the measurements made, the effects of retro music on the brand perception of consumers will be analyzed as a
result of examining the electrical voltages resulting from the participants' brain waves and will be interpreted in the light of the data obtained.
Itis to be able to provide useful information to academia and the business world thanks to the data obtained and to contribute to the creation
of the infrastructure that will enable these two worlds to act together interactively. In addition, it is to contribute to the establishment of
special laboratories specific to the field by encouraging the increase of such experimental studies.
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RETRO MUZiGiN TUKETIiCiLER UZERINDE MARKA ALGISI YARATMADAKI ETKILERININ
NOROPAZARLAMA GCERCEVESINDE iNCELENMESi

OzET

Amag- Bu calismanin amaci, noro pazarlama yontem ve araglar kullanilarak tiketicilerin retro muziklere olan tepkilerini 6lgmek ve bu
miiziklerin tiiketicilerin marka algilamalarinda ne gibi degisikliklere sebep oldugunu ortaya ¢ikararak bilingaltindaki distncelerini anlamaya
calismaktir.

Yontem- Arastirmanin amaci dogrultusunda nicel arastirma yontemlerinden anket teknigi ile néropazarlama yontem ve tekniklerinden FNIRS
Analiz Yontemi (Nérometrik Olgiim) ile GSR Analiz Yontemi (Biometrik Olgiim) kullanilacaktir. Calisma, iki asamadan olusacak sekilde
tasarlanmigtir. Calismanin 1. asamasinda, marka boyutlarinin olusturulabilmesi igin hazirlanan anket ¢alismasi 300 kisiye uygulanacaktir. Elde
edilen anket verilerinden marka boyutlari ¢ikarilacaktir. Calismanin 2. asamasinda ise en az 30 gonilli katilimciyla birlikte FNIRS ve GSR Analiz
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deneysel galismasinin gergeklestirilmesi planlanmaktadir. Katimcilara, sirasiyla bir markanin retro miizik kullanilmamis reklam versiyonu ile
retro muzik kullanilmis reklam versiyonlari izlettirilecektir. Calismaya baslamadan 6nce, katilimcilara kisisel bilgilerini iceren ve agik uglu
sorulari kapsayan “Gonulla Katihm Beyan Formu” ile “Arastirma Beyan Formu” doldurtularak yapilan bu arastirmaya gonulli olarak
katildiklarini beyan etmeleri istenecektir.

Bulgular- Arastirmamizin uygulama kisminda, tiiketicilerin marka algilamalari Gzerinde retro miizigin pozitif yonde bir etkisinin, tiiketicilerin
retro muzige sahip olan ve olmayan markalara verdikleri tepkiler arasinda néro bilimsel olarak anlamli farkliliklarin, tiketicilerin retro muzik
ile diger muzikleri duyduklarinda verdikleri tepkiler arasinda ndro bilimsel olarak anlamli farkliliklarin olup olmadigi, retro mizigin tiiketiciler
ile markalar arasinda duygusal bir baga yol agip agmadigi yapilacak analizlerle elde edilmeye galisilacaktir.

Sonug- Yapilan dlgtimler sonucu katilimcilarin beyin dalgalari sonucu olusan elektrik voltajlari incelenerek retro muzigin tiiketicilerin marka
algisi Gzerindeki etkileri analiz edilecek ve elde edilen veriler isiginda yorumlanacaktir. Elde edilen veriler sayesinde akademi ve is diinyasina
yararl bilgiler saglayabilmek ve bu iki diinyanin birlikte etkilesimli bir sekilde hareket etmesini saglayacak alt yapinin olusturulmasina katkida
bulunabilmektir. Ayrica bu tip deneysel galismalarin arttiriimasinin tesvik edilmesiyle birlikte alana 6zgl 6zel laboratuarlarin kurulmasina
katki saglamaktir.

Anahtar Kelimeler: Néropazarlama, muzik-beyin iliskisi, retro miizik, marka algisi, FNIRS ve GSR analiz yontemi
JEL Kodlari: D11, D87, M31.
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