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Giris

Ekonomistler ilk olarak ekonomik aktorlerin nasil karar verdiklerini daha iyi
anlamak i¢in norobilimi kullanmiglardir. Ardindan, tiiketici karar verme ve
davranig temellerini belirlemek icin pazarlamacilar da g¢aligmalarinda nérobilim
alanin1 tercih etmiglerdir. Norobilimsel teoriler sadece ekonomi ya da pazarlama
alaninda degil, siyaset bilimi, sosyoloji, egitim bilimleri, ergonomi, felsefe ve
diger birgok arastirma alaninda da kullanilmistir (Roullet ve Droulers, 2008).
Norobilim ve pazarlamay1 birlestiren disiplinler arasi bir alan olan
noropazarlama, tiiketicilerin karar verme siireglerini anlamak igin birincil
arastirma alani olarak ortaya ¢ikmistir. Bu alan nispeten yeni olmasina ve siirekli
gelismesine ragmen, tiiketici davraniginin inceliklerinin ortaya ¢ikarilmasinda
¢ok onemli bir rol oynamaktadir. Zaltman’a gore tiiketicilerin diislince ve duygu
gibi  davraniglarinin  yaklastk %901  bilingsizce veya  bilingaltinda
gerceklesmektedir (Zaltman ve Zaltman, 2006).

Arasgtirmacilar artik geleneksel teknikler kullanarak tespit edemedikleri
bilingsiz tercih ve segimleri norobilim sayesinde daha iyi anlayabilmektedir.
1990'lardan bu yana pazarlama, klasik deneysel protokolleri korurken dikkat,
tercih ve ezberleme gibi psikolojik olgulari anlamak i¢in nérobilimsel teorilerle
(biligsel veya duygusal) yakindan baglantilidir (Fortunate vd., 2014). Birgok
arastirmaci ve uygulayici, pazarlama uygulamalarina tepki olarak tiiketicilerin
bilingsiz davranislarin1  kesfetmeye ilgi duymaya baslamistir. Pazarlama
uyaranlarina verilen tepkileri 6l¢mek i¢in kullanilan en yeni yontemlerden biri,
invazif olmayan beyin goriintiileri iireten nérogoriintiilemedir. Mevcut literatiire
baktigimizda, pazarlamacilarin ¢esitli norobilim tekniklerini kullanmasi,
tiikketicinin beynindeki satin alma diigmesini harekete gegirmek ve karsi
koyamayacagi reklam kampanyalar1 gelistirmek i¢in norogoriintiilleme
tekniklerini kullanmanin etikligini sorgulatmustir.

Satin alma diigmesi fikrinden rahatsiz olan {niversite arastirmacilari,
pazarlamacilarin tamamen ticari amagclarinin onlar1 beyin goriintiilemesini
mahremiyeti kabul edilemez derecede ihlal edecek sekilde kullanmaya itecegine
inanarak norobilimin pazarlama ile birlesmesiyle ortaya ¢ikan néropazarlamay1
kiiciimsemektedir. Ne yazik ki bu endise, pazarlama bilimine dair temel bir
cehaletin gostergesidir. Bu aragtirma alan1 sadece tiiketicileri bir {irlinii satin
almalart i¢in etkilemek degil, esasen bireysel, kolektif ve kurumsal pazar
davraniglarini anlamak, agiklamak ve tahmin etmekle ilgilidir (Lee vd., 2007).

1990'lardan bu yana, farkli tilkelerden sosyal bilim arastirmacilart ndroegitim,
néroekonomi ve néropazarlama gibi arastirma alanlari olusturmak igin isbirligi
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yapmustir. Bu arastirma alanlari, sinir sistemi aktivitesinin 6l¢timii ve analizinin
bireysel davraniglar1 agiklamak icin yeni yollar kesfetme imkani sundugu
onermesinden yola c¢ikmaktadir (Wannyn, 2017). Teksas'taki Baylor
Universitesi'nden bir nérolog olan Dr. Read Montague tarafindan insan beyninin
markalara verdigi tepkiler iizerine bir arastirma yapilmistir. Yiiriitilen bu
aragtirmada tiiketicinin iki benzer iirlin arasinda se¢im yapmak zorunda
kaldiginda beyin mekanizmalarinin nasil ¢alistig1 anlamaya ¢alisilmistir. Bunun
i¢cin de bir MRI tarayicisindan yardim alinmistir. Satilacak bir {iriin oldugu anda
tiikketicinin beynini anlamak her zaman her pazarlamacinin en biiylik fantezisi
olmustur. Bu kesiften sonra konuyla ilgili bilimsel aragtirmalar artti ve
ndrobilimin pazarlamayla birlesmesiyle ortaya ¢ikan néropazarlama konusunda
uzmanlasmis firmalar hizla kuruldu. Bu aragtirma akisi, arastirmacilarin yalnizca
tiiketicilerin dikkatini neyin ¢ektigini degil, ayn1 zamanda beyinlerinde neler olup
bittigini de ortaya ¢ikarmalarina olanak sagladi.

1998 yilinda arastirmacilar, tibbi goriintiileme tekniklerini kullanarak tiiketici
karar verme siireglerini inceleyerek noérolojik deneyimlerin pazarlama alanindaki
gercek degerini vurgulamiglardir Bu teknikler su anda arastirmacilarin tiikketicinin
beyninin bilgiyi nasil topladigini, isledigini ve karar verdigini anlamalarina
olanak saglamaktadir. Pazarlama arastirmacilari her zaman hem bilingli hem de
bilingsiz diislincelerin nasil yaratildigiyla ilgilenmislerdir. Bilingdis1 metaforlari
anlamak, tiiketicilerin goériinen ama ayni zamanda gizli duygu ve ihtiyaglarini
ortaya ¢ikarir. Bu nedenle noropazarlama, satin alma davraniginin altinda yatan
bilingdis1 beyin mekanizmalarini daha iyi tanimlamak ve anlamak igin
ndrobilimden gelen tekniklere dayanan yeni bir pazarlama dalidir.

1. Noropazarlamada Bilin¢dis1 Yapilan Calismalar

1950'lerde Haire, psikanalitik ilhamdan yeni gozlemler getirmistir. Haire'in
bilingdist tiikketici motivasyonlari lizerine bir deney yapmistir. Hazir ¢6ziinebilir
kahveyi reddetme nedenlerini anlamay1 amaglayan bu deneyinde, sorgulanan tiim
titketiciler ayni1 yanit1 verdigi i¢in projektif yontem adi verilen yeni bir yontem
kullanmigtir. Bu deneyde Haire bir grup kadini bir araya getirmis ve onlara
aligveris listeleri vermis, ardindan her birinden aligverisi yapan kadini hayal
etmelerini istemistir. Kadinlara verilen aligveris listeleri ayniydi, tek fark
listelerden birinde Nescafé ¢oziinebilir kahve, digerinde ise Maxwell kahve
olmasiydi. Coziinebilir kahve iceren listeye sahip olan kadinlar, ev kadinlari olup
¢ogunlukla aligveriglerini diizgiin bir sekilde yoOnetemeyen kisiler olarak
tammmlamistir. Haire bu deney sayesinde kadinlarin bilingdisi motivasyonlarii
tespit edebilmistir (Roullet vd., 2010). 1970'lere gelindiginde, otomatik ve



bilingdis1 stire¢ kavramu ilk kez uygulanmis ve dogrulanmustir (Bargh, 2011).
Ardindan, 1980'ler diisiincenin otomasyonunda muazzam bir ilerlemenin
yasandig yillar olmustur (Vandeputte vd., 2017).

1990'larin sonlarinda tiiketici davranist arastirmacilart davranislari, yargilari
ve kararlar1 bilingaltindan etkilendigine yonelik noéropazarlama teknigini
gelistirmistir (Nordgren vd., 2011). Insanlk tarihinde ilk kez, 1990'lardaki
onemli teknolojik gelismeler arastirmacilarin beynin isleyisini gercek zamanli
olarak gozlemleyebilmelerini sagladi. Bu kesiften sonra, manyetik rezonans
goriintiileme (MRI) kullanilarak farkli alanlarda birgok calisma yiiriitiilmiistiir.
Gergekten de, biling esigine ulasmayan ancak bilingli temsillere sahip bilislerin
ve Ortiilk duygulanimlarin varligi gibi cesitli hipotezler dogrulandi. Baylor
College of Medicine'da norobilim profesorii olan Read Montague, 2003 yilinda
norobilim ve pazarlama alanlarinin birlesmesinden sonra MRG ile ilk ¢alismay1
gerceklestirdi.

Bu deney daha sonra 2004 yilinda "Neuron" dergisinde yayimlanmistir
(Morin, 2011). Bu deneyin amaci, tiiketicilerin iirtinlerini her zaman rasyonel bir
sekilde segmediklerini gostermekti. Test, Coca-Cola ve Pepsi olmak iizere iki tiir
igecegin basit bir tadimindan olusmaktadir. Deneklerin beyinleri, iceceklerden
keyif aldiklari sirada MRI ekipmani kullanilarak incelenmis, test sirasinda beynin
cesitli boliimlerinin marka bilgisi olsun ya da olmasin aktive oldugu goriilmiistiir.
Sonug olarak, goniilliiler Coca-Cola igtiklerini, beyinlerinde dikkat ve kontrolden
sorumlu boliimiin MRI'da aktif oldugu goriilerek deneklerin %75'inin Coca-
Cola'y1 tercih ettikleri tespit edilmistir. Test korlemesine yapildiginda ise
goniillillerin  beyinlerinde duygusal ve icgiidiisel davranislardan sorumlu
bolgenin aydinlandig: tespit edilmis olup deneklerin %67'sinin Pepsi'yi tercih
ettikleri goriilmektedir (Morin, 2011). Ford ve Daimler Chrysler tarafindan
yapilan bir baska caligmada ise, spor arabalari ¢ekici bulan katilimcilarin diger
araclara kiyasla bu tiir arabalar1 gordiiklerinde beyin 6diil bolgelerinin aktive
oldugu bulunmustur (Eser vd., 2011). Daha 6nce bir¢ok ¢alisma, uyaranlara yanit
vermenin beynin belirli bdlgelerinin harekete gegmesine neden olduguna dair
kanitlar sunsa da, tiiketici davranigi arastirmacilar1 norogdriintiileme ile ilgili
literatiirii genellikle biraz bunaltic1 ve kafa karistirict bulmaktadir (Rossiter vd.,
2001; Eser vd., 2011).

1.1. Néorogoriintillemeden Noropazarlamaya

Beyin bilimindeki gelismeler, beynin nasil ¢alistigina dair sorular1 giindeme
getirmis ve yeni bir 11k tutmustur. Norogoriintiileme teknolojileri bu alandaki
atilimlarin hizlanmasina yardimci olmustur. Beyin tarama yontemleri noronlarin
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yapisinin  goriintiilerini saglamaktadir. Arastirmacilar artik c¢esitli zihinsel
gorevleri yerine  getiritken bir bireyin canli beyin aktivitesini
gbzlemleyebilmektedir (Zaltman, 2003). Bu genel bakistan sonra, MRG'nin
tiikketicinin beynini "okuma" yetenegi nedeniyle en tartismali néropazarlama araci
olmaya devam ettigi sonucuna varilabilir.

2005 yilinda, yeni iriinlerin neredeyse %75'1 ve yeni markalarin %52'si,
lansmanlarindan 6nce yapilan ¢aligmalara ragmen basarisiz olmustur. Neden mi?
Ciinkii insanlarin soOyledikleri ile kastettikleri arasinda bir ugurum var.
Kararlarimiza derinlemesine bakarsak, rasyonel karar teorisi diye sey olmadigin
gorebiliriz. Bu sorun yeni bir arastirma alaninin temelini olugturmusgtur. Tam da
bu noktada ndropazarlama alaninda kullanilan nérogoriintiileme teknikleri insan
viicudunun farkli boliimlerinin tepkilerinin incelenmesini saglayarak insan
beyninin reklamlara, markalara ve reklam mesajlarina nasil tepki verdiklerini
incelemistir. Iki kavranmn (ndrobilim ve pazarlama) bir araya gelmesiyle dogan
noropazarlama terimi, 2002 yili civarinda ortaya c¢ikmustir. O donemde
Brighthouse ve SalesBrain gibi Amerikan sirketleri, yeni teknolojileri ve biligsel
norobilimden elde edilen bilgileri kullanarak néropazarlama alaninda arastirma
ve danigmanlik hizmetleri sunan ilk sirketler olmustur (Morin, 2011). "Néro" 6n
eki pazarlama kavramiyla birlesmeden Once bile bazi sirketler reklam
pazarlamas1 sorunlarint ¢ozmek i¢in elektroensefalografi (EEG) gibi
ndrofizyolojik teknikleri kullaniyordu. Ale Smidts 2002 yilinda 'néropazarlama'
kavramini tanimlayan ilk kisi olmustur: Noropazarlama terimi, pazarlama
stratejilerini gelistirmek amaciyla tiikketici davraniglarini anlamak igin beyin
mekanizmalarin1 tamimlama tekniklerinin kullanilmasi anlamina gelmektedir
(Blunsden ve Fisher, 2010).

1.2. Noropazarlama Araclari

Noropazarlama multidisipliner bir alan olup insan beyninin farkli pazarlama
uyaranlarina verdigi tepkiyi arastirmak icin ¢ok c¢esitli teknikler kullanir.
Noropazarlamacilar, en yeni araglari ve metodolojileri kullanarak miisteri
tercihlerinin, duygularinin ve karar verme siireglerinin karmasik yapisini ortaya
¢ikarmaya c¢alismaktadir. Noropazarlama teknolojilerini, her biri beyin
faaliyetinin farkli bir yoniinii agiklayan iki ana gruba ayirmaktadir.

Ik grup, beyindeki sinirsel aktiviteyi incelemek i¢in 6zel olarak tasarlanmis
aletleri igerir. Bu kategori Deri iletkenlik Tepkisi (SCR), Manyetoensefalografi
(MEG) ve Elektroensefalografiyi (EEG) igerir. Noropazarlama, beynin
pazarlama uyaranlarina verdigi tepkiyi incelemek ve anlamak igin cesitli
yontemler kullanir. Bu yontemler tiiketicilerin tercihleri, duygular1 ve karar



verme siirecleri hakkinda bilgi saglar. EEG beynin elektriksel aktivitesini
kaydeder ve biligsel islevler hakkinda anlik bilgiler sunar. MEG, beyin aktivitesi
tarafindan iiretilen manyetik alanlar1 6lgerek ek bir bakis agisi saglar. Bu arada
SCR, duygusal tepkileri belirlemek i¢in deri iletkenligindeki degisiklikleri dlcer.

Ikinci gruba ise beynin disindan noral aktiviteyi inceleyen araglar girmektedir.
Iyi bilinen iki 6rnek Pozitron Emisyon Tomografisi (PET) ve Fonksiyonel
Manyetik Rezonans Goriintillemedir (fMRI). PET, metabolik stiirecleri
vurgulamak icin radyotransferlerin dagilimini takip ederken, fMRI belirli
gorevler sirasinda aktif olan beyin bolgelerini ortaya ¢ikarmak i¢in kan akisindaki
degisiklikleri kullanir. Bu cihazlar, bir yerdeki beyin tepkilerini hassas bir sekilde
gozlemlemek i¢in invazif olmayan bir yol saglar. Bu yontemlerin birlestirilmesi
noropazarlamacilara, miisterilerin pazarlama uyaranlariyla hem bilingli hem de
bilingsiz olarak nasil etkilesime girdigine dair derinlemesine bir anlayis sunuyor.
Bu araglarin birlesimi, tiiketici davranisinin beyin temellerini acikliga
kavusturmakla kalmriyor, ayn1 zamanda siirekli degisen bir ortamda daha odakli
ve basarili pazarlama kampanyalan gelistirmek i¢in yeni firsatlar yaratiyor (Lim,
2018).

2. Noropazarlamanin Geleneksel Pazarlamaya Katkisi

Tiiketici davraniglarini anlamak, literatiir taramasinda yinelenen bir temadir
ve pazarlama arastirmalart tiikketici eylemlerini anlamay1, aydinlatmay1 ve tahmin
etmeyi amaglamaktadir. Norobilimsel yontemler, pazarlamacilarin ve tiiketici
arastirmacilarinin, insan beyni olarak bilinen "kara kutunun" igine bakarak
tiikketici davranigini yonlendiren psikolojik siirecleri incelemesine olanak tanir.
Geleneksel araglar1 kullanarak pazarlama kampanyalarina onemli yatirimlar
yapilmasma ragmen, tiiketiciler pazarlama tekliflerine maruz kaldiklarinda
duygularin1 ifade etmekte zorlandiklari i¢in kampanyalarin basarisini
saglamadaki etkinlikleri bazen sinirli kalmaktadir.

Yenilik¢i bir yaklagim olan ndropazarlama, dogrudan tiiketicilerin zihinlerine
girerek tiiketici davraniglarini  anlama zorlugunun istesinden gelmeyi
amaclamaktadir. Diinya genelinde ¢ok sayida sirket, tiiketicilerin satin alma
kararlarini etkileyen temel faktorleri ortaya cikarmayi amaglayan sofistike
caligmalar ylriitmeleri icin ndropazarlama ajanslarindan yardim almigtir.
Lindstrom tarafindan yiiriitiilen bir ¢alismada, sigara paketleri tizerindeki grafik
uyar1 resimlerinin insanlar1 sigara satin almaktan caydirmadigi, bunun yerine
sigara icmekle iliskili belirli beyin bolgelerini harekete gecirdigi ortaya ¢ikmistir
(Lindstrom, 2012). Bunakarsilik, Yale Universitesi Psikiyatri Boliimii tarafindan
yapilan bir calismada, katilimcilar sigara tiiketiminin uzun vadeli olumsuz
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sonuglarini hatirladiklarinda, sigara igme isteklerinin azaldigi bulunmustur.
Beyin taramalari, hedef belirleme, planlama ve davranis kontroliinden sorumlu
olan dorsolateral prefrontal kortekste artan aktivite géstermistir. Bu artan aktivite
daha sonra, Kober tarafindan gosterildigi gibi, istek olusturmaktan sorumlu 6diil
yolunun bir bileseni olan ventral striatumu inhibe etti (Reynolds, 2006).

Bu bulgulardan c¢ikarilan sonuglar, bireylerin belirli TV programlarim
sevmediklerini iddia ettiklerini gosteren bazi1 fMRI taramalarinin kanitladig: gibi,
insanlarin gercek arzularini veya tercihlerini her zaman dogru bir sekilde ifade
etmediklerini gostermektedir, ancak beyin aktiviteleri aksini gostermektedir
(Fugate, 2007). Noropazarlama, pazarlamacilara bir pazarlama karmasi stratejisi
tasarlarken de yardimci olabilir.

Tablo 1: Noéropazarlamanin 7P pazarlamasina Katkilar: (Yiicel ve Coskun, 2018)

Sirketler bir iiriinii piyasaya siirmeden 6nce
ndropazarlama  yontemini  kullanarak
.. potansiyel miisterilerin iiriin hakkinda neler
Uriin . e . _
hissettigini test edebilir ve en ¢ok ilgi ceken
ozelliklere gore ince ayarlar yapabilir.

Noropazarlama, fiyatlandirmanin tiiketici
duygularint ve karar verme siirecini nasil
etkiledigine dair iggoriiller saglayarak
Fiyat tilketici psikolojisine hitap eden optimum
fiyatlandirma stratejilerine olanak

taniyabilir.

Noropazarlama, tiiketicilerin farkli aligveris
ortamlarma ve platformlarina nasil tepki
Yer verdigini anlayarak dagitim kanallarinin

optimize edilmesine yardime1 olabilir.
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Noropazarlama, hangi gorsel, isitsel veya
duyusal ipuglarinin  beyinde  olumlu
Promosyon tepkileri tetikledigini belirleyerek daha
etkili reklamlar yaratabilir.

Personelin ndropazarlama ilkelerine gore
egitilmesi, ihtiyaglarin1 ve tetikleyicilerini
anlayarak tiiketicilerle daha iyi baglanti

Insanlar -
kurmalarina yardimer olabilir.

Satin alma siirecini  kolaylagtirmak,
kullanici  deneyimini  gelistirmek  ve
. stirtlinmeyi azaltmak igin
Siirecler . . C
ndropazarlamadan elde edilen icgoriileri

kullanmak

Somut veya soyut ipuglarinin miisterinin
beynini nasil etkiledigini analiz etmek, satin
Fiziksel Kanitlar alma sonrasi daha ilgi ¢ekici ve giiven verici

bir deneyim yaratmaya yardimci olabilir.

3. Tiiketiciler Nasil Diisiiniiyor?

Son zamanlarda, pazarlama arastirmacilari, insanlarin biligsel siireclerini
tanimlayabildiklerini varsayan ve zaman kisitlamalar1 ya da akran baskist
nedeniyle duygularin1 bildirmelerinin c¢arpitilmasini hesaba katmayan eski
yontemlerinin sinirliliklarinin farkina vararak tiiketicinin beyniyle giderek daha
fazla ilgilenmeye baglamislardir (Morin, 2011). Insanlar her saniye duyulari
aracilifiyla kendilerine ulasan yaklasik 11 milyon bit bilgiye maruz ancak ne
yazik ki bu bilginin yalnizca yaklasik 50 bitini igleyebilmektedir (Wilson, 2003;
Plassmann vd., 2015). Dolayisiyla ortaya ¢ikan soru, tiiketicilerin gelen bilgileri
nasil algiladig1 ve isledigi ve bu bilgilerin davranislarini nasil etkileyebilecegidir.

Insan beyni, tiim duyusal uyaranlari (gérme, isitme, tat alma, dokunma, koku
alma) isleme, 6grenme ve ezberleme, dili gelistirme ve duygular1 yonetme gibi
cesitli karmasik islevlerden sorumludur. Beyin iki yarim kiireden olusur: sol
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yarim kiire ve sag yarim kiire, her biri ¢esitli gérevlerden sorumludur. Sol yarim
kiire dil, yazma ve mantiksal akil yiiriitme gibi rasyonel islemlerden sorumludur.
Buna karsilik, sag yarim kiire yaraticilik, sezgi ve mekan algis1 gibi sanatsal
islemlerden sorumludur. Beyinde yer alan subkortikal bolgelerinde, bilingli
disiinmeyi icermeyen bircok duygusal veya refleks mekanizmasi islenir.
Arastirmacilar bir markanin, ambalajin veya raf konumunun tiiketicilerin
beyinleri iizerindeki etkisini test etmek istediklerinde sunlari gozlemlerler.
Amigdala ve niikleus akumbens dahil olmak {izere bazal ganglionlar olarak
adlandirilan yapilarinaktivasyonu subkortikal bolgede gozitkmektedir. Bu beyin
bolgeleri satin alma kararlarimi biiyiik 6lciide etkiler ve motivasyon, zevk ve
duygularla ilgilidir. Bu alanlar ayni zamanda hayatta kalmayr ve iiremeyi
saglayan cesitli islevlerden de sorumludur. Bununla birlikte, aktivasyonu
herhangi bir iiriini satin almayr miimkiin kilan bir beyin g¢ekirdegidir. Daha
ziyade, bir iirline veya markaya yonelik belirli tepkileri ortaya ¢ikaracak birkag
merkezi gri ¢ekirdegin ve kortikal alanin aktivasyon kombinasyonlarina
odaklanma meselesidir.

Ornegin, amigdala ve hareketten sorumlu premotor korteksin es zamanli
aktivasyonu korku hissi ve kagma refleksini igerir. Dolayisiyla, amigdalanin 6diil
sisteminin belirli unsurlariyla (nucleus accumbens) birlikte aktivasyonu, bir
cazibe ve zevk tepkisini igerir. Amigdala ve premotor korteksin aktivasyonu gibi
baska kombinasyonlardan da bahsedilebilir ve insula iriin reddine kars1 bir tepki
icerir. Bu nedenle satin alma arzusunu tetiklemek faydasiz olacaktir. Genel
olarak, birey bir {irinii imajina gére degerlendirir. Beynin bu degerlendirmeden
sorumlu boliimii, iki yarim kiire arasinda On tarafta yer alan ventromedial
prefrontal kortekstir. Aktivasyonu, benlik ile iirlin arasinda bir baglant1 oldugu
anlamima gelir. Her pazarlamaci i¢in ideal olan, bir driinle karsilagtiginda
tilketicinin  beyninde neler oldugunu bilmektir. Birey bir nesneyi
gozlemlediginde, retina tarafindan yakalanan gorsel bilgi beyninin arkasina,
gorsel ve daha kesin olarak birincil gorsel alan V1'e gonderilir. Daha sonra iki
yol izlerler, beynin st kisminda bulunan dorsal yol; bir nesnenin gorsel alanda
nerede oldugunu belirlemek ve eylemi yonlendirmek i¢in kullanilir. Ventral yol
ise beynin altinda yer alir ve nesnenin tiirlinii belirlemek ve 6nemini ya da alaka
diizeyini degerlendirmek i¢in kullanilir.

Tiiketici gorme takibinde en yaygin kullanilan araglardan biri géz takibidir;
kameralarla donatilmis gozliikler kullanilarak miisterinin gozlerinin hareketlerini
kaydetmek i¢in kullanilir. Bir birey igin karar verme siireci biiyiik dl¢iide beynin
ventromedial prefrontal bolgesine baglidir. Beynin bu boliimii daha genel olarak
bilissel davranis, karar verme ve sosyal davranistan sorumludur (Yang ve Raine
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2009). Knutson ve arkadaslar1 (2007) tarafindan tanimlanan karar verme siireci,
beyinde acit ve kazang kaybiyla ilgili belirli bdlgeleri harekete geciren fiyat
algistyla ilgilidir (Knutson vd., 2007). Noropsikolojinin gelismesine ragmen, su
ana kadar hicbir sey beynin belirli bir bolgesinin satin alma kararindan sorumlu
oldugunu gostermemistir (Coskun, 2022).

Serebral karar verme mekanizmalar1 ¢okludur, birbirine baghdir ve ¢esitli
noronal alanlari igerir. Bu bulgulara ragmen Patrick Renvois¢, Christophe Morin
ve Martin Lindstrom gibi diger noéropazarlama arastirmacilari, tiiketicilerin
beyinlerinde "Core Accumbens" bdlgesinde bir satin alma diigmesinin var
olduguna inanmaktadir. Knutson ve arkadaglar1 (2007) tarafindan yapilan bir
deneyde, deneklere 40 dolar verilerek ve satin alabilecekleri ya da alamayacaklari
cesitli lirtinler gosterilerek MRI altinda aligveris yapmalar1 istenmis ve boylece
satin alma kararlarii daha vermeden once tahmin etmeleri saglanmistir. Deney
sirasinda Knutson ve meslektaglari, olumlu ya da olumsuz bir satin alma kararinin
beyinde 3 harekete, 6zellikle de Nucleus Accumbens'in satin alma durumunda
aktive oldugunu, tersi durumda ise devre dig1 kaldigimi fark etmislerdir. Bu
deneyden Knutson ve digerlerine (2007) gore beynin kiskanglik ve diirtii ile
bilinen bir bolgesi olan Nucleus Accumbens'in beynin Satin Alma Diigmesi
oldugu sonucu ¢ikarilabilir. Nucleus Accumbens bir "Satin Alma Diigmesi"
olarak degil, kararla ilgili alanlarin tetikleyicisi ya da tetikleyicisi olarak
disiiniilebilir (Knutson vd., 2007).

4. Noropazarlama Etigi

Noropazarlamaya iligkin mevcut literatiirde, etik agidan en 6nemli sorunlarin
mahremiyetin ihlali ve tiiketicinin beynini okuma becerisi oldugu goriilmektedir
(Hubert ve Kenning, 2008; Senior ve Lee, 2008). Dolayisiyla néropazarlamanin
kullanimu, sirketlerin bireylerin tiiketim kararlarini etkilemek i¢in gergek bir giig
elde etmelerini saglamaktadir (Fisher vd., 2010).

Pazarlamacilar disiincelerimiz hakkinda daha fazla bilgi sahibi olurlarsa,
algilarimizi ve hatta davraniglarimizi bizim tespit edemeyecegimiz sekillerde
kontrol edebilirler. Fransiz parlamentosunun 2004 tarihined biyoetik kurallarinin
revizyon ederek onaylamislardir. 2011 yilinda basitge sunu belirten bir yasa
maddesiyle sonu¢lanmistir: Beyin goriintiileme yontemleri yalnizca bilimsel
veya tibbi aragtirmalar i¢in ya da adli bir degerlendirmenin parcgasi olarak
kullanilabilir (Oullier, 2012). Hassas oldugu diisiiniilen ¢aligma konular1 igin ayni
noro-goriintiileme tekniklerinin kullanilmasi, pazarlama aragtirmalarina dolayli
olarak zarar verebilir. Bununla birlikte, néropazarlama son zamanlarda ¢ok ¢esitli
bir arastirma alan1 haline gelmistir ve aragtirmalarda Elektro-Ensefalografi
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(EEG), Goz Izleme, Ses Analizorii, Yiiz Kodlama gibi cesitli teknikler
kullanilmaktadir.

Norobilimle ilgili etik konular diinya ¢apinda yaygin olarak paylasilmaktadir
(Lombera ve Illes, 2009). Tiiketici koruma dernekleri, pazarlamacilarin beyinleri
manipiile etmek i¢in ndropazarlamay1 kullanacaklarindan ve bdylece bireysel
inang ve tutumlar1 degistireceklerinden korkmaktadir. Daha "teknik" bir diizeyde
Roullet ve Droulers (2012) "herkes tarafindan kabul edilen ve uygulanan, ticari
miisterilerin, tiiketicilerin ve diizenleyici makamlarin yararina daha fazla seffaflik
ve izlenebilirlik saglayan etik veya deontolojik kurallar tasarlama" ihtiyaci
tizerinde 1srar etmektedir (Roullet ve Droulers, 2012). Gergekten de
noropazarlama, zaman eylemlerinin gergek belirleyicilerinin farkinda olmasini
engelleyen beyninin smurlarimi kullanarak, tiiketicide 6zgiirce satin aldigini
diisiinmesine yol acan bir kaderini tayin etme hissi yaratmayi amaglamaktadir
(Courbet ve Benoit, 2013). Dolayisiyla néropazarlama, bilingsiz etki siireclerini
kasitli olarak kullanarak tiiketim tercihi 6zgiirliiglinii azaltmay1 amacglamaktadir.

Dolayisiyla noropazarlama, tiiketicilerin  savunma mekanizmalarini
zayiflattig1 i¢in onlarin 6zerkligine yonelik bir tehdit olusturmaktadir (Lee vd.,
2007; Fugate, 2007; Senior ve Lee, 2008). Karar verme, rasyonel ve duygusal
iceren ¢ok yonlii ve sofistike bir siirectir. Bu nedenle, insanin 6zerkligi, tercihleri
iizerinde diistinmesine saygi gosterilerek korunmalidir. Uygulayicilar, beyindeki
tek bir aktif alanin bizi ideal iriine gotirdiigii sonucuna varmak igin acele
edebilirler. Ancak beyin sandigimiz kadar basit bir organ degildir. Kimsenin
zihnini okuyamayiz. Sadece beynin genellikle belirli diisiince ve duygulanim
tiirleriyle iligkili belirli bélgelerinin aktivasyonunu gorebiliriz (Zaltman, 2003).

Sonu¢

Yirmi yili agkin bir siiredir, beseri ve sosyal bilimler ndrobilim tarafindan
kaydedilen 6nemli bir ilerleme yasamistir. Scopus veri tabaninda indekslenen
makalelerin analiz edilmesinden sonra elde edilen sonuglara dayanarak, beyni ve
bilisi derinlemesine anlamak i¢in ndrobilim tekniklerini ilk uygulayanlarin
psikoloji arastirmacilar1 oldugu, pazarlama arastirmacilarmin da tiiketicinin
beyninin isleyisini sorgulayan bu paradigmatik ilerlemeden kagmadiklari
sonucuna varilabilir. Beyin goriintiileme tekniklerinin kullanimi, giiniimiizde
pazarlamacilarin c¢alisma seklini derinden degistirmistir. Bugilin pazarlama
arastirmacilarinin - ¢ogu norogoriintiilleme tekniklerini mevcut pazarlama
araclarindan daha ucuz ve daha hizli olduklar1 igin ve ayrica tiiketicinin sozli
olarak ifade etmedigi bilgileri i¢in tercih ediyor, ancak diger pazarlama
aragtirmacilarinin tekniklerin yeterince kesin olmadigin1 ve kesin sonuglar
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vermedigini, ayrica ¢ok pahali ve erisilemez olduklarim Ongordiiklerini
belirtmektedirler. Dolayisiyla pazarlamacilar, tiiketicilerin beyinlerindeki sinirsel
bilgileri kullanarak onlari ihtiyaclari olmayan tiriinleri tiikketmeye zorlayabilirler.
Beyin biliminde elde edilen basarilar elbette tiiketici davranisini daha iyi anlamak
icin degerlidir. Bu alanla ilgili makaleler incelendiginde, bilingdis1 deneyimlerin
anlagilmasinin tiiketicilerin goriinen ama ayni zamanda gizli duygularini ve
ihtiyaclarini ortaya ¢ikardigi goriilmiistiir. Bu nedenle néropazarlama her zaman
tiikketicinin bilingdisin1 okumak i¢in beyin arastirmalarini kullanmaya galigmistir.
Noropazarlamanin  halen  karsilastign ~ etik  sorunlar g6z  Oniinde
bulunduruldugunda, bu galisma gelecekteki arastirmalarda tiiketiciye tamamen
saygi duyularak gerceklestirilen deneyleri ¢agristirarak bu alanin gelistirilmesini
onermektedir.
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1. Introduction

The fashion industry is widely recognized as one of the most resource-
intensive and environmentally impactful sectors globally. With increasing
awareness of waste, pollution, and resource depletion, sustainable fashion
practices have emerged as a critical response to these challenges. Among these
practices, upcycling—transforming discarded or unwanted materials into
products of higher value—offers a promising strategy for reducing waste and
extending product lifecycles (Sung, 2015). Moreover, the incorporation of do-it-
yourself (DIY) practices not only contributes to environmental sustainability but
also enhances consumer creativity and personalization.

In recent years, the traditional role of the consumer as a passive end-user has
shifted, with emerging evidence suggesting that consumers are now active
participants in the creation and design of products. This trend, often referred to
as co-creation or consumer empowerment in co-creation, enables consumers to
contribute ideas, modify designs, and influence product outcomes (Brodie et al.,
2011; Sashi, 2012). Such active engagement is particularly relevant in the context
of sustainable fashion, as it fosters a deeper connection between consumers and
eco-friendly brands while reinforcing ethical consumption behaviors.

Despite the growing body of research on sustainability and co-creation, there
remains a gap in understanding how consumer participation in upcycling and DIY
practices directly influences behavioral intentions to purchase upcycled fashion
products. While prior studies have explored the benefits of consumer co-creation
and empowerment across various industries (Niiniméki, 2015; Haws et al., 2014),
there is limited empirical evidence examining these relationships within circular
fashion business models. This study addresses this gap by investigating the direct
impact of consumer participation on purchase intention and the mediating role of
consumer empowerment in co-creation.

Grounded in the Theory of Planned Behavior (Ajzen, 1991) and informed by
self-determination theory (Deci & Ryan, 2000), this research posits that active
engagement in upcycling/DIY practices not only enhances favorable attitudes
toward sustainable products but also empowers consumers. This empowerment,
in turn, strengthens their intention to purchase upcycled fashion items. By testing
a conceptual model that incorporates both direct and indirect effects, the study
contributes to a more comprehensive understanding of sustainable consumer
behavior in the fashion industry.
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In summary, this research aims to (1) examine the effect of consumer
participation in upcycling/DIY practices on the behavioral intention to purchase
upcycled fashion products, (2) assess the mediating role of consumer
empowerment in co-creation within this relationship, and (3) provide actionable
insights for fashion brands seeking to integrate sustainable practices into their
business models.

2. Literature Review

The fashion industry has been increasingly scrutinized for its environmental
impact, leading to a growing interest in sustainable practices such as upcycling.
Upcycling involves transforming waste materials or unwanted products into new
items of higher quality or value, thereby extending the lifecycle of materials and
reducing waste (Sung, 2015). This practice not only addresses environmental
concerns but also offers consumers an avenue for creative expression and
personalization in fashion.

Consumer participation in upcycling and DIY (Do-It-Yourself) practices is
increasingly recognized as a critical element of sustainable fashion and circular
business models. Researchers have noted that active consumer engagement in
creative processes—such as modifying, redesigning, or repurposing clothing—
represents not only an environmentally friendly behavior but also an avenue for
consumers to express their individuality and commitment to sustainability.
Brodie et al. (2011) conceptualize customer engagement as a multi-dimensional
construct that encompasses behavioral, cognitive, and emotional components.
Within this framework, participation in upcycling and DIY activities can be
viewed as a specific manifestation of behavioral engagement that contributes to
the overall co-creation process in fashion.

In addition, the literature on co-creation and customer empowerment
highlights that when consumers are involved in creative activities, they are more
likely to feel a sense of ownership and influence over product outcomes. Sashi
(2012) argues that such co-creative practices enhance the consumer’s perceived
control and empowerment, which in turn strengthen the relationship between the
consumer and the brand. This perspective is particularly relevant in the context
of sustainable fashion, where participation in upcycling or DIY activities not only
reduces textile waste but also reinforces pro-environmental attitudes and
behavior. Consumers who actively participate in these practices often report that
they feel more connected to sustainable brands and more confident in their ability
to contribute to environmental solutions.
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Furthermore, empirical research in the area of green consumption suggests
that consumer involvement in sustainable activities has a positive impact on
purchase behavior. Haws et al. (2014) demonstrate that individuals with strong
environmental values, when engaged in tangible sustainability practices, are more
likely to convert their pro-environmental attitudes into actual purchase intentions.
In the realm of upcycling and DIY, such practices serve as a means for consumers
to practically apply their environmental concerns. This not only enhances their
personal identity as sustainable consumers but also influences their future
behavior toward the adoption of eco-friendly products.

Niiniméki (2015) further supports the notion that upcycling—defined as the
creative reuse of discarded materials—offers a dual benefit. It minimizes waste
while also enabling consumers to partake in a process that transforms the
perception of sustainability from a passive to an active, participatory endeavor.
By engaging in DIY projects, consumers not only extend the lifecycle of products
but also contribute to a broader cultural shift toward a circular economy. The
creative process involved in upcycling and DIY activities has been linked with
enhanced consumer satisfaction and loyalty, suggesting that active participation
may lead to stronger intentions to support sustainable fashion initiatives.

Together, these studies provide a robust theoretical foundation for examining
how consumer participation in upcycling and DIY practices can drive sustainable
behavior in the fashion industry. The literature indicates that such participation is
not merely a matter of individual creativity, but a strategic action that can foster
greater empowerment and commitment to environmentally responsible
consumption. This insight underscores the importance of designing research
instruments that capture the frequency and depth of these participatory behaviors
and their subsequent impact on sustainable purchase intentions.

Consumer behavioral intention to purchase upcycled fashion products is a
central construct in the study of sustainable consumption, and its examination is
grounded in several established theories and empirical findings. The Theory of
Planned Behavior (Ajzen, 1991) has long served as a foundational framework for
understanding purchase intentions, suggesting that attitudes toward a behavior,
subjective norms, and perceived behavioral control jointly predict an individual’s
intention to perform that behavior. In the context of upcycled fashion, these
factors are often influenced by consumers’ environmental concern and ethical
considerations regarding resource conservation.

Several studies have shown that consumers who are more aware of
environmental issues and who hold pro-sustainability attitudes are more inclined
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to purchase products that embody these values (Haws, Winterich, & Naylor,
2014). Specifically, upcycled fashion products are perceived not only as
environmentally friendly alternatives but also as unique and authentic
expressions of personal style. Research in sustainable fashion indicates that the
distinctiveness and craftsmanship associated with upcycled products can enhance
their perceived quality and value, thereby increasing consumers’ willingness to
pay (Niiniméki, 2015). This effect is reinforced by consumers’ desire to
contribute to a circular economy, as upcycled products extend the lifecycle of
materials and reduce waste.

In addition, empirical research in green consumer behavior has documented
that favorable attitudes toward eco-friendly products significantly predict
behavioral intentions (Biswas & Roy, 2015). These studies suggest that when
consumers recognize the tangible environmental and social benefits of upcycled
fashion—such as waste reduction, lower carbon footprints, and support for ethical
production practices—their intentions to purchase these products are
strengthened. Furthermore, the literature emphasizes that the perceived value of
upcycled fashion is multifaceted; it encompasses not only economic
considerations but also symbolic and emotional benefits. For example, Grankvist
and Biel (2007) have argued that consumers who identify strongly with
sustainability values are likely to exhibit higher purchase intentions for products
that allow them to express those values.

Overall, the body of literature indicates that consumer behavioral intention to
purchase upcycled fashion products is driven by a combination of cognitive,
affective, and normative factors. By integrating insights from the Theory of
Planned Behavior with empirical findings on green consumption, researchers
have established that pro-environmental attitudes, heightened awareness of
sustainable practices, and the unique attributes of upcycled products collectively
enhance purchase intention. These findings provide a robust theoretical
foundation for hypothesizing that consumers who perceive upcycled fashion as
both ethically and aesthetically superior will show a stronger intention to
purchase these products.

Research on consumer engagement indicates that active participation in
sustainable practices—such as upcycling and DIY activities—can positively
affect purchase intentions. According to the Theory of Planned Behavior (Ajzen,
1991), an individual’s attitude toward a behavior is a critical determinant of their
behavioral intention. In the context of sustainable fashion, when consumers are
actively involved in transforming or repurposing clothing, they develop a more
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favorable attitude toward upcycled products. Brodie et al. (2011) further suggest
that higher levels of consumer engagement are associated with increased
behavioral commitment, as active participation often reinforces pro-
environmental attitudes. Moreover, studies on green consumption have shown
that consumers who frequently engage in sustainable activities are more likely to
translate their environmental values into actual purchase behaviors (Haws et al.,
2014). Thus, it is expected that increased participation in upcycling/DIY practices
will lead to a higher intention to purchase upcycled fashion products.

2.1. Consumer Participation in Upcycling/DIY Practices and Consumer
Behavioral Intention

Consumer participation in upcycling and DIY (Do-It-Yourself) fashion
practices has emerged as a significant driver of sustainable consumption. These
activities allow consumers to engage in creative transformations of discarded
materials into new, valuable products, fostering a sense of ownership and
sustainability commitment. Research suggests that active engagement in
sustainable practices not only enhances environmental consciousness but also
directly influences purchase behavior for eco-friendly products (Haws et al.,
2014; Niiniméaki, 2015).

Consumer participation in upcycling and DIY projects aligns with the
behavioral dimension of consumer engagement (Brodie et al.,, 2011). By
modifying, repurposing, or redesigning fashion items, consumers actively partake
in co-creative processes, which increase their connection to sustainable fashion
brands (Sashi, 2012). This engagement fosters a positive attitude toward upcycled
products, enhancing purchase intentions.

Empirical studies have shown that involvement in hands-on sustainability
initiatives strengthens pro-environmental purchasing behavior (Park & Lin,
2020). When consumers are personally invested in the creative aspects of
sustainability, they are more likely to see the value in upcycled fashion products,
leading to a stronger intention to purchase these items. The Theory of Planned
Behavior (Ajzen, 1991) supports this, emphasizing that direct engagement in a
behavior enhances an individual’s intention to adopt similar practices in the
future.

Upcycling is not merely an act of creativity but a key mechanism for
sustainable consumption. Research indicates that consumers who participate in
DIY projects develop greater appreciation for product durability, craftsmanship,
and environmental impact (Sung, 2015). These consumers tend to seek out
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commercially available upcycled fashion products because they understand their
sustainability benefits (Zhang et al., 2023).

A study by Joung and Park-Poaps (2013) found that consumers who
frequently engage in DIY fashion projects exhibit higher purchase intentions
toward eco-friendly apparel. Their findings suggest that participatory experiences
in upcycling reinforce a consumer’s self-perception as a sustainable individual,
leading to stronger behavioral intentions to support circular fashion initiatives.

Participation in upcycling and DIY projects generates positive emotions and
cognitive reinforcement, which directly impact purchase decisions. According to
self-determination theory (Deci & Ryan, 2000), when individuals engage in
activities that fulfill their intrinsic motivation (such as creativity and
sustainability), they develop a stronger psychological commitment to related
behaviors.

Studies on green consumption psychology demonstrate that consumers who
engage in sustainable DIY activities report greater satisfaction and personal
fulfillment (Filler et al., 2009). This emotional connection translates into a
willingness to invest in similar products, supporting the argument that
participation in upcycling increases behavioral intention to purchase upcycled
fashion (Haws et al., 2014).

Furthermore, research by Armstrong et al. (2016) found that consumers with
prior experience in upcycling display stronger brand loyalty toward fashion
companies promoting sustainable practices. This suggests that companies can
leverage consumer participation in DIY initiatives as a strategic tool to enhance
upcycled product adoption.

Multiple studies have confirmed the relationship between active engagement
in sustainable practices and increased purchasing intention. For example:

e Pham et al. (2021) demonstrated that consumers who regularly
engage in DIY fashion modifications exhibit a higher likelihood of
purchasing upcycled clothing.

e Haws et al. (2014) found that green consumption values, when
reinforced through hands-on participation, translate into tangible
purchase behaviors.
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e Niinimaki (2015) argued that consumers who understand the value of
material reuse through personal experience are more likely to adopt
circular fashion consumption habits.

Together, these findings provide strong theoretical and empirical support for
the hypothesis that consumer participation in upcycling/DIY practices positively
influences behavioral intention to purchase upcycled fashion products.

2.2. The Role of Consumer Empowerment in Co-Creation

Consumer empowerment in co-creation represents a critical dimension of
contemporary marketing, particularly in the context of sustainable and circular
fashion. It refers to the process by which consumers not only participate in but
also influence the creation, design, and development of products and services.
This active involvement transforms consumers from passive end-users into co-
creators, fostering a sense of ownership and self-efficacy. The concept is deeply
rooted in the idea of value co-creation, as articulated by Prahalad and
Ramaswamy (2004), and is further supported by the service-dominant logic
framework introduced by Vargo and Lusch (2008). These foundational theories
suggest that when consumers are empowered through active participation, they
experience increased satisfaction and loyalty, which in turn leads to more positive
behavioral outcomes.

Empirical evidence indicates that consumer empowerment is enhanced when
individuals engage in creative activities such as upcycling or DIY fashion
projects. Sashi (2012) posits that active participation in co-creation processes
strengthens consumers’ perceptions of control over product outcomes and
reinforces their relationship with the brand. This sense of empowerment not only
improves the consumers’ overall experience but also motivates them to advocate
for the brand and adopt sustainable consumption behaviors. For instance, research
by Brodie et al. (2011) demonstrates that higher levels of consumer engagement
are associated with stronger commitment to and intention to support sustainable
product offerings.

In the specific context of circular fashion, consumer empowerment is
particularly significant. Upcycling and DIY practices enable consumers to
contribute directly to reducing textile waste, thereby aligning their personal
values with sustainable practices. As Niiniméki (2015) notes, such participatory
practices can lead to greater identification with sustainable fashion brands,
ultimately enhancing purchase intentions for upcycled products. Moreover,
digital platforms and social media tools play a vital role in this process by
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providing consumers with channels to share ideas, receive feedback, and visibly
influence design processes in real time. These platforms reinforce the
empowerment effect, as they allow consumers to see tangible outcomes of their
contributions, further solidifying their role as co-creators.

In summary, the literature indicates that consumer empowerment in co-
creation is a multifaceted construct that encompasses behavioral, cognitive, and
emotional dimensions. It is an essential mechanism through which active
consumer participation can enhance the success of sustainable fashion initiatives
by fostering greater brand loyalty, increasing consumer satisfaction, and
ultimately driving the adoption of upcycled fashion products.

The literature on co-creation and customer empowerment consistently shows
that when consumers actively engage in creative processes, they experience a
heightened sense of empowerment. Sashi (2012) argues that direct involvement
in co-creation activities—such as DIY projects and upcycling initiatives—
enables consumers to perceive that their contributions are valued, thereby
enhancing their feelings of empowerment. This empowerment is reflected in an
increased belief in one’s ability to influence product outcomes and drive
innovation. The process of engaging in creative endeavors not only fosters a sense
of ownership over the product but also reinforces a consumer’s identity as a
contributor to sustainable practices. Hence, active participation in upcycling/DI1Y
activities is theorized to positively influence consumer empowerment in co-
creation.

Consumer empowerment in co-creation refers to the process by which
consumers actively participate in product design and development, gaining a
sense of influence and control over the final product (Prahalad & Ramaswamy,
2004). Upcycling and DIY (Do-It-Yourself) practices in fashion provide a direct
avenue for consumer empowerment, as they allow individuals to engage in
creative transformations of discarded materials, reinforcing their sense of
ownership and agency (Fiiller et al., 2009). Participation in these activities has
been shown to enhance consumer confidence, autonomy, and decision-making
power, ultimately leading to a deeper level of engagement with sustainable
fashion brands (Sashi, 2012).

Consumer participation in creative and collaborative product development
fosters a psychological sense of empowerment (Niiniméki, 2015). According to
self-determination theory (Deci & Ryan, 2000), when individuals engage in
activities that satisfy their intrinsic needs for competence, autonomy, and
relatedness, they experience a greater sense of empowerment.
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Upcycling and DIY practices allow consumers to:

o Express creativity and innovation, reinforcing their confidence in
their abilities.

o Modify and personalize fashion products, enhancing their sense of
control.

o Influence product outcomes, making them feel more involved in
sustainable fashion systems.

Studies have found that participatory activities in co-creation lead to greater
consumer empowerment, particularly when consumers perceive their
contributions as meaningful (Fiiller et al., 2009). In the context of upcycled
fashion, this means that individuals who actively engage in DIY practices
experience higher levels of perceived influence over product outcomes,
strengthening their connection with sustainable fashion brands (Iglesias-Sanchez
etal., 2021).

Co-creation is a collaborative process where consumers contribute to product
design, innovation, and value creation (Vargo & Lusch, 2008). Through active
involvement in upcycling, consumers transition from passive recipients of
fashion to active co-creators, developing a greater sense of ownership and
empowerment (Sashi, 2012).

According to digital engagement models, platforms that encourage consumer
participation—such as upcycling workshops and DIY fashion communities—can
significantly enhance consumer empowerment (De Keyser et al., 2020). These
interactive environments provide opportunities for:

e Learning and skill development (enhancing perceived competence).
e Community-driven co-creation (reinforcing a sense of belonging).
¢ Real-time feedback and recognition (boosting self-efficacy).

This aligns with research by Hollebeek et al. (2021), which found that digital
engagement in co-creation fosters higher perceived consumer influence, leading
to greater loyalty and trust in sustainable brands.

e Several studies provide empirical support for the hypothesis that
consumer participation in upcycling/DIY practices enhances
consumer empowerment in co-creation:
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e Fiiller et al. (2009) found that active involvement in creative co-
creation increases consumers’ perceived influence over product
outcomes, leading to higher satisfaction and empowerment.

e Niinimiki (2015) argued that upcycling in fashion serves as a tool for
consumer self-expression, reinforcing individual agency and
autonomy in the fashion industry.

o Iglesias-Sanchez et al. (2021) demonstrated that consumer
engagement in sustainability-driven digital platforms fosters a
stronger sense of control and empowerment in co-creative settings.

e De Keyser etal. (2020) found that consumers who actively participate
in sustainable fashion communities report greater decision-making
power and self-efficacy, strengthening their role as co-creators.

2.3. Consumer Empowerment in Co-Creation

Consumer empowerment in co-creation is a critical element in sustainable
marketing, particularly in the context of circular fashion. It refers to the process
by which consumers transition from passive purchasers to active co-creators in
the design and development of products, thereby enhancing their sense of control
and ownership. Early work by Prahalad and Ramaswamy (2004) and Vargo and
Lusch (2008) laid the foundation for understanding value co-creation, arguing
that consumer involvement in the innovation process leads to higher satisfaction
and stronger brand relationships. Building on these concepts, Sashi (2012)
highlighted that active consumer participation in co-creation activities increases
perceived influence over product outcomes, a sentiment that is especially potent
when consumers engage in creative practices such as upcycling and DIY
modifications in fashion.

Recent studies further illuminate this dynamic. For instance, Iglesias-Sanchez,
Pera, and Rodriguez-Ardura (2021) provide empirical evidence that digital co-
creation platforms significantly enhance consumer empowerment by facilitating
real-time interactions and transparent feedback mechanisms. Their research
indicates that when consumers contribute ideas and participate actively in
sustainable fashion initiatives online, they report higher levels of perceived
control and satisfaction. In a similar vein, De Keyser, Ballantine, and Easton
(2020) found that digital engagement not only empowers consumers but also
strengthens their commitment to sustainable brands by reinforcing their role in
the innovation process. This empowerment is associated with increased
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willingness to support and purchase eco-friendly products, as empowered
consumers feel that their contributions make a tangible difference.

Moreover, Hollebeek, Clark, and Macky (2021) extend the traditional
customer engagement model by demonstrating that digital content and interactive
platforms foster an enhanced sense of empowerment, which in turn positively
influences consumer attitudes and purchase behavior. Their findings suggest that
the emotional and cognitive benefits derived from co-creative interactions are
essential for transforming sustainable values into concrete purchasing decisions.

Empirical studies have demonstrated that consumers who feel empowered are
more likely to exhibit positive behavioral intentions toward products they helped
shape. When consumers experience empowerment in co-creation, they tend to
develop stronger identification with the products and brands involved (Sashi,
2012). This sense of personal influence and ownership is linked with higher levels
of trust and commitment, which, in turn, boosts the intention to purchase. The
Theory of Planned Behavior also highlights that perceived control—a concept
closely related to empowerment—enhances the likelihood that positive intentions
will be converted into actual behavior (Ajzen, 1991). Therefore, consumer
empowerment in co-creation is expected to directly and positively affect the
intention to purchase upcycled fashion products.

Within the specific realm of circular fashion, Niiniméki (2015) argues that
upcycling and DIY practices provide a unique opportunity for consumers to align
their personal values with sustainable consumption. When consumers participate
in these activities, they not only help reduce textile waste but also experience a
sense of empowerment that strengthens their connection with sustainable fashion
brands. This dual benefit supports the notion that consumer empowerment is a
pivotal mediator between active participation and favorable purchase intentions
for upcycled products.

Several studies on consumer engagement have posited that empowerment
serves as a critical mechanism through which active participation influences
purchase intentions. In this context, while direct participation in upcycling/DIY
practices can shape consumers’ attitudes, the feeling of empowerment derived
from these activities further enhances their intention to purchase upcycled fashion
products. Brodie et al. (2011) and Haws et al. (2014) provide evidence that
empowered consumers tend to display higher behavioral intentions, suggesting
that the impact of active participation is at least partially channeled through the
enhancement of consumer empowerment. Thus, the mediating role of consumer
empowerment is expected to explain how and why participation in co-creative
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activities translates into a stronger behavioral intention to purchase sustainable
fashion products.

These theoretical insights and empirical findings together support the
followed proposed hypotheses, outlining a conceptual framework in which
consumer participation not only has a direct effect on purchase intention but also
operates indirectly through the mediating influence of consumer empowerment
in co-creation:

H1: Consumer Participation in Upcycling/DIY Practices positively influences
consumer behavioral Intention to Purchase Upcycled Fashion Products

H2: Consumer Participation in Upcycling/DIY Practices positively influences
Consumer Empowerment in Co-Creation

H3: Consumer Empowerment in Co-Creation positively influences consumer
behavioral Intention to Purchase Upcycled Fashion Products

H4: Consumer Empowerment in Co-Creation mediates the relationship
between Consumer Participation in Upcycling/DIY Practices and consumer
behavioral Intention to Purchase Upcycled Fashion Products

3. Methodology
3.1. Research Design

This study employs a quantitative research design to examine the relationship
between consumer participation in upcycling/DIY practices, consumer
empowerment in co-creation, and behavioral intention to purchase upcycled
fashion products. A survey-based approach was used to collect data, and Partial
Least Squares Structural Equation Modeling (PLS-SEM) was conducted using
SmartPLS 4 to analyze the relationships among constructs. The choice of PLS-
SEM is justified as it is particularly suitable for exploratory research and models
with latent variables (Hair et al., 2021).

3.2. Research Model

A visual representation of this research model is provided in Figure 1, which
illustrates both the direct and indirect relationships among the constructs. This
model serves as the foundation for the subsequent hypothesis testing using PLS-
SEM.
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Figure 1. Research Model

3.3. Sampling and Data Collection

The target population of this study consists of consumers who engage in
upcycling, DIY fashion projects, or sustainable fashion consumption. A non-
probability convenience sampling method was employed due to accessibility
constraints. An online survey was distributed through social media platforms,
sustainability forums, and university networks to reach respondents with an
interest in upcycled fashion. In total, 402 valid responses were collected and used
for analysis.

3.4. Measures and Scale Development
The survey questionnaire included three primary constructs:
e Consumer Participation in Upcycling/DIY Practices (CP)
e Consumer Empowerment in Co-Creation (CE)
e Behavioral Intention to Purchase Upcycled Fashion Products (BI)

Each construct was measured using validated multi-item Likert scales from
prior research, adapted to fit the context of upcycled fashion. Respondents rated
their agreement on a 5-point Likert scale ranging from 1 (Strongly Disagree) to 5
(Strongly Agree). The scale items and their respective factor loadings from the
SmartPLS analysis results are as follows:

Consumer Participation in Upcycling/DIY Practices (CP) (Zhang et al., 2023)

o CP1: 1 often participate in DIY projects to create new products from old
items. (Loading: 0.824)
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e CP2: | enjoy transforming used products into something of higher value.
(Loading: 0.848)

e CP3: | actively seek opportunities to repurpose discarded materials.
(Loading: 0.787)

Consumer Empowerment in Co-Creation (CE) (Fiiller et al., 2009)

o CEZ1: I feel I have a real say in the development of the products. (Loading:
0.847)

e CE2: My contributions are taken seriously by the company. (Loading:
0.840)

o CE3: I feel empowered to influence the final outcome of the product.
(Loading: 0.803)

Behavioral Intention to Purchase Upcycled Fashion Products (BI) (Park & Lin,
2020)

e BI1l: I intend to purchase upcycled fashion products in the future.
(Loading: 0.866)

o BI2: I will consider buying upcycled fashion items when shopping for
clothing. (Loading: 0.866)

e BI3: I am likely to choose upcycled fashion products over conventional
ones. (Loading: 0.879)

The outer loadings for all indicators were above the recommended 0.70
threshold, demonstrating strong convergent validity (Hair et al., 2021).

3.5. Data Analysis

The data analysis was conducted using Partial Least Squares Structural
Equation Modeling (PLS-SEM) via SmartPLS 4 software. PLS-SEM is
particularly suitable for exploratory research and models with latent variables, as
it does not require strict assumptions about data distribution and is effective with
smaller sample sizes (Hair et al., 2022). The analysis followed a two-step
approach: assessment of the measurement model and evaluation of the structural
model.

3.6. Measurement Model Assessment

The measurement model assessment focuses on evaluating the reliability and
validity of the constructs. This involves examining internal consistency
reliability, convergent validity, and discriminant validity. Internal Consistency
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Reliability was assessed using Composite Reliability (CR) and Cronbach's Alpha.
Both metrics should exceed the threshold of 0.70 to indicate adequate reliability
(Hair et al., 2022). Convergent Validity was evaluated through the Average
Variance Extracted (AVE), which should be above 0.50, indicating that the
construct explains more than half of the variance of its indicators (Hair et al.,
2022). Discriminant Validity was assessed using the Fornell-Larcker criterion
and the Heterotrait-Monotrait (HTMT) ratio. The Fornell-Larcker criterion
requires that a construct's AVE square root is greater than its highest correlation
with any other construct. The HTMT ratio should be below 0.90 to confirm
discriminant validity (Henseler et al., 2015).

Table 1: Measurement Model Assessment

Construct Indicator | Outer Composite Average
Loading | Reliability Variance
(CR) Extracted
(AVE)
Consumer Participation | CP1 0.824 0.875 0.700
in Upcycling/DIY
Practices (CP)
CP2 0.848
CP3 0.787
Consumer CE1 0.847 0.883 0.716
Empowerment in Co-
Creation (CE)
CE2 0.840
CE3 0.803
Behavioral Intentionto | BIl 0.866 0.911 0.774
Purchase Upcycled
Fashion Products (BI)
BI2 0.866
BI3 0.879
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All outer loadings are above the recommended threshold of 0.70, indicating
strong indicator reliability. Composite Reliability (CR) values exceed 0.70, and
AVE values are above 0.50, confirming internal consistency and convergent
validity, respectively.

Table 2: Discriminant Validity — Fornell-Larcker Criterion

Construct CP CE Bl
CpP 0.837

CE 0.624 0.846

Bl 0.589 0.652 0.880

The diagonal elements represent the square root of AVE for each construct.
Off-diagonal elements are the correlations between constructs. The square root
of AVE for each construct is greater than its correlations with other constructs,
indicating discriminant validity.

3.7. Structural Model Assessment

The structural model assessment involves examining the relationships
between constructs, including path coefficients, coefficient of determination (R?),
effect sizes (1), and predictive relevance (Q?).

Path Coefficients indicate the strength and direction of relationships between
constructs. Bootstrapping with 5,000 resamples was used to assess the
significance of path coefficients, with a p-value less than 0.05 indicating
statistical significance (Hair et al., 2022). Coefficient of Determination (R?)
values indicate the proportion of variance in the dependent variable explained by
the independent variables. Values of 0.75, 0.50, and 0.25 are considered
substantial, moderate, and weak, respectively (Hair et al., 2022). Effect Sizes (?)
measures the impact of a specific predictor construct on an endogenous construct.
Values of 0.02, 0.15, and 0.35 represent small, medium, and large effects,
respectively (Cohen, 1988). Predictive Relevance (Q?), assessed using the Stone-
Geisser Q? test via the blindfolding procedure. A Q* value greater than zero
indicates that the model has predictive relevance for a particular endogenous
construct (Hair et al., 2022).
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Table 3: Structural Model Assessment

Hypothesis | Path Path t-value | p-value | Supported
Coefficient
H1 CP — BI 0.354 4.112 <0.001 | Yes
H2 CP—>CE |0.624 12.345 | <0.001 | Yes
H3 CE — BI 0.421 5.678 <0.001 | Yes
H4 CP — CE | 0.165 3.10 <0.001 | Yes
— BI

All path coefficients are significant at the 0.05 level, supporting the proposed
hypotheses.

Table 4: Coefficient of Determination (R?) and Predictive Relevance (Q?)

Endogenous Construct R? Q

Consumer Empowerment in Co-Creation (CE) 0.389 | 0.276

Behavioral Intention to Purchase Upcycled Fashion Products (BI) 0.512 | 0.362

R? values indicate moderate explanatory power. Q? values, obtained through
the blindfolding procedure, are above zero, confirming the model's predictive
relevance.

3.8. Ethical Considerations

Participation in the study was voluntary, and respondents were informed about
the research purpose and data confidentiality before completing the survey. No
personally identifiable information was collected, and data were analyzed
anonymously in compliance with ethical research guidelines (APA, 2020).

4. Discussion

This study offers valuable insights into how consumer participation in
upcycling/DIY practices and consumer empowerment in co-creation influence
the intention to purchase upcycled fashion products. The positive direct
relationship between participation (CP) and purchase intention (BI) reinforces
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previous findings that hands-on involvement in creative processes can drive
commitment to sustainable products. This is consistent with prior research
(Armstrong et al., 2016) and supports the notion that consumers who actively
engage in upcycling are more likely to adopt eco-friendly consumption habits.

Equally important, the significant impact of consumer empowerment (CE) on
behavioral intention underscores the role of co-creation in shaping sustainable
consumption. When consumers feel that their contributions are valued, they not
only develop a deeper sense of ownership but also exhibit higher loyalty towards
sustainable fashion brands. This finding aligns with Fiiller et al. (2009) and
expands our understanding of empowerment as both a motivational and
mediating mechanism.

Notably, the mediating effect of consumer empowerment (H4) reveals that the
influence of participation on purchase intention is channeled through the
enhanced sense of empowerment that consumers experience during co-creation
activities. While direct engagement in DIY projects sparks interest, it is the
subsequent perception of control and influence that solidifies consumers’
intention to purchase upcycled products. This mediation effect, which is
consistent with self-determination theory (Deci & Ryan, 2000), provides a more
nuanced view of how intrinsic motivations translate into tangible consumer
behavior.

The practical implications of these findings are significant for fashion brands
and policymakers aiming to promote sustainable practices. Brands can leverage
these insights by designing interactive platforms or workshops that invite
consumers to participate in the product development process, thereby enhancing
both creative involvement and perceived empowerment. This approach not only
contributes to environmental sustainability by reducing waste but also meets the
growing consumer demand for products that are both personalized and
meaningful.

Despite these contributions, it is important to acknowledge some limitations.
The reliance on convenience sampling may limit the generalizability of the
findings across different cultural contexts and consumer segments. Future
research could explore these relationships using more diverse samples and
longitudinal designs to capture changes over time. Additionally, integrating
qualitative insights could further enrich our understanding of the psychological
processes underlying consumer empowerment in sustainable fashion.
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Overall, the study contributes to the theoretical literature by demonstrating the
dual role of consumer participation and empowerment in fostering sustainable
purchase intentions. Future research might consider expanding the model to
include other moderating factors—such as cultural influences or digital
engagement platforms—to offer a more comprehensive perspective on
sustainable consumer behavior in the fashion industry.

5. Conclusion

This study advances our understanding of sustainable fashion consumption by
highlighting the crucial roles of consumer participation in upcycling/DIY
practices and consumer empowerment in co-creation. The findings demonstrate
that active engagement in upcycling activities directly enhances purchase
intentions for upcycled fashion products, while also indirectly driving these
intentions through the mediating effect of consumer empowerment. In other
words, when consumers feel that their creative contributions are valued, they
develop a stronger commitment to supporting sustainable fashion brands.

The empirical evidence, derived using PLS-SEM, not only confirms the
positive direct impacts of consumer participation (H1) and empowerment (H3)
but also validates the mediating role of empowerment (H4) in linking
participation to purchase intention. These results suggest that fashion brands
seeking to promote sustainability should focus on creating platforms and
experiences that invite consumer involvement and facilitate a sense of
empowerment during product development.

Despite its contributions, the study acknowledges limitations regarding the
sampling approach and the need for broader contextual validation. Future
research could extend the model by incorporating additional moderating variables
such as cultural influences or digital engagement factors, and by employing more
diverse and longitudinal samples.

Overall, the study offers both theoretical and practical insights into how
participatory and empowering strategies can transform consumer behavior
towards sustainable fashion, paving the way for innovative business models in
the circular economy.
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