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1. Calismanin amaci ve kapsami

Caligmanin temel amaci, blok zinciri (blockchain) teknolojisine dayanan ve benzersiz dijital varliklar
temsil eden NFT’leri (Non-Fungible Token), pazarlama perspektifinden incelemektir. Bu kapsamda
NFT’lerin 6zellikleri, pazarlama a¢isindan sundugu firsatlar, hedef kitle belirleme, iletisim kanallarinin
secimi ve tiiketici satin alma karar siireci ele alinmaktadir.

Caligma, literatiire dayali kavramsal ve betimleyici nitelikte bir kitap bolimiidiir. Ampirik veri toplama,
istatistiksel analiz veya hipotez testi icermemektedir.

2. NFT’lerin pazarlama acisindan temel 6zellikleri
Caligmada NFT’lerin pazarlama agisindan bes temel 6zelligi tizerinde durulmaktadir.

o Degistirilemezlik: Her NFT nin kendine 6zgii bir kimlige sahip olmasi ve baska bir NFT ile
esdeger bicimde degistirilememesi, iiriin farklilagtirmasi agisindan 6nem tagimaktadir.

o  Ogzgiinliik: NFT’ler, dijital varliklarin 6zgiinliigiiniin ve sahiplik kayitlarinin dogrulanmasina
imkan saglamaktadir. Bu 6zellik, markalarin 6zel ve benzersiz iiriinler sunmasina katkida
bulunmaktadir.

e Kitlik yaratma: NFT’lerin sinirli sayida iiretilmesi, tiiketicilerin benzersiz olma ve ayricalikli
tiriinlere sahip olma istegini harekete gecirebilmektedir.

e Dokunulmazlik (soyutluk): NFT’lerin fiziksel olarak deneyimlenememesi, tiiketicilerin iiriin
degerini degerlendirmesini zorlagtirabilmektedir. Bu nedenle pazarlamada bilgilendirme, giiven
olusturma ve somut faydalar sunma 6nem kazanmaktadr.

e Miilkiyet: Blok zinciri teknolojisi, NFT’lerin sahiplik ve islem gegmisinin izlenmesini
saglamaktadir. Bununla birlikte NFT sahipligi ile eser {izerindeki telif haklarinin birbirinden
farkli olabilecegi belirtilmektedir.

3. NFT pazarlamasinda stratejik yaklasim
Calismada NFT pazarlamasinin bagarili olabilmesi i¢in ii¢ temel asama 6ne ¢ikarilmaktadir.

Hedef kitlenin belirlenmesi: NFT lerle ilgilenebilecek tiiketicilerin demografik 6zellikleri, ilgi alanlari,
yasam tarzlari, teknolojiye yakinliklar1 ve satin alma motivasyonlar1 dogrultusunda boliimlendirilmesi
gerekmektedir.

Iletisim kanallarmin segilmesi: Hedef kitleye ulasabilmek igin sosyal medya, NFT topluluklari, web
siteleri ve dijital platformlarin etkin bicimde kullanilmasi 6nerilmektedir. Ozellikle topluluk olusturma,
etkilesim ve agizdan agiza iletisim 6nem tagimaktadir.

Tiiketici yolculuguna uygun icerik gelistirilmesi: Tiketicilerin NFT lerle ilk karsilagmalarindan satin
alma ve satin alma sonrasi davramiglarina kadar farkli iletisim stratejileri uygulanmas1 gerektigi
vurgulanmaktadir.



4. NFT tiiketici satin alma yolculugu
Caligmada tiiketici satin alma yolculugu alti asamada agiklanmaktadir.

1. Tetikleme: Tiiketicide NFT lere yonelik bir ihtiya¢ veya ilginin ortaya ¢ikmasi.

2. Farkindalik: Tiiketicinin NFT iiriiniinii ve sundugu 6zellikleri tanimasi.

3. Uzerinde diisiinme: Alternatiflerin degerlendirilmesi ve satin alma isteginin gelismesi.

4. Doniistim: Satin alma kararinin verilmesi ve islemin gerceklestirilmesi.

5. Zevk: Satin alma sonrasinda olumlu deneyim ve memnuniyet olugmasi.

6. Savunuculuk: Tiketicinin NFT’yi bagkalarina onermesi, paylasmasi ve marka ile iliskisini

siirdiirmesi.
5. Calismanin one cikan katkisi: ADAR modeli

Caligmanin dikkat c¢eken yonlerinden biri, geleneksel AIDA modelinin NFT pazarlamasina
uyarlanmasidir.Geleneksel AIDA modelindeki dikkat, ilgi, istek ve eylem asamalari, NFT tiiketici
yolculugunun 6zellikleri dikkate alinarak yeniden degerlendirilmekte ve ADAR modeli 6nerilmektedir.

Sekil 1: Calismada onerilen ADAR modelinin dort agamasi.
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Modelin temel yaklagimi, NFT pazarlamasinin satin alma iglemiyle sona ermemesi gerektigidir. Satin
alma sonrasinda tiiketicilerin memnuniyetinin saglanmasi, yeniden satin almaya yonlendirilmesi ve
marka savunucularina doniistiiriilmesi de pazarlama siirecinin bir pargasi olarak ele alinmaktadir.

6. NFT uygulama oérnekleri

Calismada NFT’lerin pazarlama potansiyeli cesitli uygulamalar iizerinden acgiklanmaktadir.
CryptoPunks gibi dijital koleksiyonlar, sanat eserleri, markalarin sinirl sayida sundugu dijital iiriinler
ve NFT sahiplerine 6zel erisim veya deneyim saglayan uygulamalar bunlar arasindadir. Bu 6rnekler
araciligiyla NFT’lerin marka farklilagtirmasi, tiiketici etkilesimi, ayricalikli deneyimler ve yeni gelir
firsatlar1 agisindan kullanilabilecegi degerlendirilmektedir.

7. Sonug ve temel ¢cikarimlar

Caligmanin sonucunda NFT’lerin isletmeler acisindan yeni pazarlama firsatlar1 olusturabilecegi ifade
edilmektedir. Bununla birlikte NFT teknolojisinin tiiketiciler tarafindan yeterince taninmamasi, iiriin
degerinin  anlasilmasindaki  giicliikler ve hukuki belirsizlikler Onemli sorunlar olarak
degerlendirilmektedir.



Isletmelerin tiiketici satin alma yolculugundaki temas noktalarini belirlemeleri, tiiketicilerin kararlarin
etkileyen unsurlar1 anlamalari ve satin alma sonrasinda miisteri iligkilerini gelistirmeleri onerilmektedir.
Ayrica NFT kullanimina iligkin hukuki diizenlemelerin gelistirilmesinin 6nemine dikkat ¢ekilmektedir.

Genel akademik degerlendirme

Calisma, NFT’leri teknolojik ozellikleriyle sinirli tutmayarak pazarlama ve tiiketici davranislar
acisindan ele almaktadir. Ozellikle NFT lerin &zgiinliik, kithk ve soyutluk ozelliklerini tiiketici
algilartyla iligkilendirmesi ve satin alma yolculugunu ADAR modeli iizerinden agiklamasi, ¢aligmanin
kavramsal katkisini olusturmaktadir. Bununla birlikte 6nerilen ADAR modeli ampirik olarak test
edilmemistir. Bu nedenle modelin tiiketici davranislarimi agiklama giicii ve farkli NFT pazarlarindaki
gecerliligi, ileride gergeklestirilecek arastirmalarla degerlendirilmeye agiktir.

Ozetle; calismanin temel diisiincesi, NFT pazarlamasinin dijital bir varligin tanitilmasi ve satilmasindan
ibaret olmadig1; hedef pazarin belirlenmesi, tiiketicinin bilgilendirilmesi, deger algisinin gelistirilmesi,
satin almanin kolaylastirilmasi ve satin alma sonrasi iliskilerin siirdiiriilmesini kapsayan biitiinlesik bir
pazarlama siireci oldugudur.

Not: Caliyma 2022 yuinda yayimlandigindan NFT pazarvun biiyiikliigiine, platformlara ve tiiketici
egilimlerine iligkin bilgiler dénemin kosullarini yansitmaktadir.
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1. Aim and Scope of the Study

The primary aim of this study is to examine non-fungible tokens (NFTs), which are based on blockchain
technology and represent unique digital assets, from a marketing perspective. Within this framework,
the study addresses the characteristics of NFTs, the opportunities they offer for marketing, target
audience identification, the selection of communication channels, and the consumer purchase decision-
making process.

The study is a conceptual and descriptive book chapter based on a review of the relevant literature. It
does not involve empirical data collection, statistical analysis, or hypothesis testing.

2. Key Characteristics of NFTs from a Marketing Perspective

The study focuses on five fundamental characteristics of NFTs that are particularly relevant to
marketing.

¢ Non-fungibility: Each NFT has a unique identity and cannot be exchanged for another NFT on
an equivalent basis. This characteristic is important for product differentiation.

e Authenticity: NFTs enable the verification of the authenticity of digital assets and their
ownership records. This characteristic allows brands to offer exclusive and distinctive products.

e Scarcity creation: The limited issuance of NFTs may stimulate consumers’ desire for uniqueness
and ownership of exclusive products.

e Intangibility: The inability to physically experience NFTs may make it difficult for consumers
to assess their value. Therefore, providing information, building trust, and offering tangible
benefits become particularly important in NFT marketing.



e Ownership: Blockchain technology enables the tracking of NFT ownership and transaction
histories. However, the study emphasizes that ownership of an NFT does not necessarily entail
ownership of the copyright associated with the underlying work.

3. Strategic Approach to NFT Marketing
The study identifies three fundamental components of successful NFT marketing.

Target audience identification: Potential NFT consumers should be segmented according to their
demographic characteristics, interests, lifestyles, familiarity with technology, and purchasing
motivations.

Selection of communication channels: Social media platforms, NFT communities, websites, and other
digital platforms should be used effectively to reach target audiences. Particular emphasis is placed on
community building, consumer engagement, and word-of-mouth communication.

Content development tailored to the consumer journey: Different communication strategies should be
implemented throughout the consumer journey, from consumers’ initial exposure to NFTs to their
purchase decisions and post-purchase behaviors.

4. The NFT Consumer Purchase Journey
The study explains the consumer purchase journey through six stages:

1. Trigger: The emergence of a need for or interest in NFTs among consumers.

2. Awareness: Consumers become familiar with NFT products and their characteristics.

3. Consideration: Consumers evaluate available alternatives and develop purchase intentions.
Conversion: Consumers make purchase decisions and complete transactions.

Delight: Consumers experience satisfaction and positive outcomes following their purchases.
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Advocacy: Consumers recommend NFTs to others, share their experiences, and maintain
relationships with the brand.

5. The Study’s Main Contribution: The ADAR Model

One of the notable aspects of the study is its adaptation of the traditional AIDA model to the context of
NFT marketing.

The traditional AIDA model, which consists of Attention, Interest, Desire, and Action, is reconsidered
in light of the characteristics of the NFT consumer journey. Accordingly, the study proposes the ADAR
model, which comprises four stages:
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The central premise of this model is that NFT marketing should not end with the completion of a
purchase. Ensuring post-purchase satisfaction, encouraging repeat purchases, and transforming
customers into brand advocates are also considered integral components of the marketing process.

6. Examples of NFT Applications

The study illustrates the marketing potential of NFTs through various applications. These include digital
collectibles such as CryptoPunks, digital artworks, limited-edition digital products offered by brands,
and NFT-based initiatives that provide holders with exclusive access or experiences.

These examples demonstrate how NFTs can be used for brand differentiation, consumer engagement,
the provision of exclusive experiences, and the development of new revenue opportunities.

7. Conclusions and Key Implications

The study concludes that NFTs have the potential to create new marketing opportunities for businesses.
However, consumers’ limited familiarity with NFT technology, difficulties in understanding the value
of NFT products, and legal uncertainties are identified as significant challenges.

Businesses are encouraged to identify key touchpoints throughout the consumer purchase journey,
understand the factors influencing purchase decisions, and strengthen customer relationships after the
purchase. The study also highlights the importance of developing appropriate legal regulations
governing the use of NFTs.

Overall Academic Assessment

The study extends beyond the technological characteristics of NFTs by examining them from the
perspectives of marketing and consumer behavior. Its conceptual contribution lies particularly in linking
the authenticity, scarcity, and intangibility of NFTs to consumer perceptions and explaining the purchase
journey through the ADAR model.

Nevertheless, the proposed ADAR model has not been empirically tested. Therefore, its explanatory
power regarding consumer behavior and its applicability across different NFT markets remain open to
further empirical investigation.

In summary, the study argues that NFT marketing extends beyond the promotion and sale of digital
assets. Rather, it represents an integrated marketing process encompassing target market identification,
consumer education, the development of perceived value, the facilitation of purchase decisions, and the
maintenance of post-purchase customer relationships.

Note: As the study was published in 2022, the information concerning NFT market size, digital
platforms, and consumer trends reflects the market conditions prevailing at that time.



