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Papers Published in Refereed Scientific MeetingsI. İdeal ve Gerçek Benlik Sunumlu Reklamlara Yönelik Bir  Tutum Araştırması OYMAN M., AKINCI S.18th Communication in the Millenium International Symposium, Erzurum, Turkey, 26 - 27 October 2021, pp.127-137II. BI ̇RLİKTE YARATILAN DENEYİM ÖL ÇEGX I ̇NE I ̇L I ̇ŞKI ̇N GEÇERLİLI ̇K VE GÜVENİLI ̇RLİK ÇALIŞMASI             OYMAN M., ATİK E.6. Uluslararası Türk Dünyası Turizm Sempozyumu 2020, Denizli, Turkey, 09 April 2020III. The Impact o f Affective Experiential State on Online Repurchase Intention   A Case from Turkey Lisbon  Portugal  LCBR European Marketing ConferenceOYMAN M., ER İ.LCBR European Marketing Conference, 27 - 28 June 2016IV. Skepticisim toward health claims in advertisement   a Turkish caseOYMAN M., KUTLU Ö., YILMAZ H.Sixteenth World Business Congress, 4 - 08 July 2007V. Skepticism Toward Health Claims in Adevertisement: A Turkis Case OYMAN M., YILMAZ H., KUTLU Ö.16th World Business Congress 2007, 01 January 2007VI. Skepticism Toward Health Claims In Advertisements: A Turkish CaseOYMAN M., KUTLU Ö., YILMAZ H.16th World Business Congress, Maastricht, Netherlands, 4 - 08 July 2007, vol.16, pp.168-175
Artistic ActivityOYMAN M., PZL106U BÜTÜNLEŞİK PAZARLAMA İLETİŞİMİ Canlı Ders Anlatımı, May 2017OYMAN M., PZL106U BÜTÜNLEŞİK PAZARLAMA İLETİŞİMİ 10 Hafta Canlı Ders Anlatımı, March 2017
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