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HEMPOMAPKETIHT- IHCTPYMEHT IIJBUIIEHHS EGEKTUBHOCTI EKOHOMIKHA
JOCBILY

Axmyanvuicms. AxmyanbHum €  GUKOPUCMAHHA — CYHACHUX  MAPKEMUH208UX — MEXHONO2id, da came
HeUpoMapKemiHe08UX IHCMpPYyMeHmie, 8 00aacmi eKOHOMIKU 00C8i0y 8 YMOBAX CMAN020 PO3GUMKY. B Oanutl uac eéci
BUKOPUCINOBYBAH] MeMOOU MAPKEMUH208UX OO0CNIONCeHb HEPO3PUBHO NO0B8'S3aHI 3 OO0CHIONCEHHAMU PUHKY, BOHU
3ACHOBAHI HA NOCMAHOBYI NUMAHL - ONUMYBAHHS, [HMeEp8'to ma ix egexmusHicmv 6ucoka. Ane 011 moeo, wod
BUKOPUCIMOBY8AMU, 8 NOBHILL MIDI, MAPKEMUH208] IHCMPYMEeHmU, HeoOXIOHO ompumamu iHGopmayiro npo cyo'ekmueHi
siouymms cnooicusauie. Knacuuna mooens, saxa iOHOCUMbCS 00 NPULIHAMMSA PiUleHb CRoJcusadamu, nepedbayae, uo
cnooicu8ayi Oiromv NeGHUM JIO2IYHUM [ NPOOYMAHUM YUHOM, OOHAK € Oazamo npobiem 3 NPAGUTbHUM GU3HAYEHHM
MApKemuH208UX X00i8, GUKOPUCMOBYIOYU PI3HI eMOYill, AKI 8i04y8aoms nio 6NIUEOM 0)YOb-1K020 CHUMYIY.

Hetipomapremune 0o0360n1€ 3po3ymimu a00CbKy Npupoody i GUKOPUCMO8Y8AMU NpU GUDIUEHHI DPUHKOBUX
npobnem exonomiku. Iliznanns cebe 003605€ 36iNbHUMUCS, GIJiUMU GI0 CMEPeomunie i munoeo2o, CManoapmMHO20O
noensidy Ha Ceim HABKOIO HAC, SKUU He 0ONYCKAE NeSHUX OLONOZIYHUX YMO8, CEOPMOBAHUX NHOOCHKOIO NPUpoOoio.
Hailgasicnugivuum enemeHmom € NOACHEHHA MO20, WO Make HeupoMapKemine - 6UKOPUCMAHHA MemoOdi8 He8pono2ii
(ncuxonocii) Onsi po3yMIHHA Ma AHANI3Y TI00CLKOI NOBEOIHKU 8 PUHKOBUX YMOBAX. Y MAPKEmono2ie, € MONCIUBICIND
cmeopumu 6e3nocepeonill 38’130k 3i CB0€I0 ayOUMOPIEIo i ye NOYUHAEMBCA 3 308HIUHbO20 BUTIADY MAPKEMUHEOBUX
akmusig. Lle momy, wo M030K 8auioi ayoumopii no3umueHo peazye na ecmemuyHo NPUEMHI CIMUMYIU.

Lle sxnouae 6 cebe enekmpouHy nowimy, OpyKOBAHI 0207I0ULEHHS, 6eD-CMOPIHKU, NOBIOOMIEHHS 6 COYIAIbHUX
Mepedicax, yugposi o2onowents i 6azamo inwozo. Mapkemune gpasicens (00cg8idy) - ye 8uod M00CbKOI JisibHOCMI, KA
00no8HIOE I 30LIbULYE 8apMICMb, KA MAE GIOHOWEHHS 00 PUHKY 8 YMOBAX HCOPCMKOI KOHKYDEHYIL | HACU4eH020 PUHKY,
KOMU U020 NPUHYUNU CAYHCAMb E€OUHO MOICTUBUM ULIAXOM 3abe3neueHHss NpudOymrKo8ocmi i NAoC 000amKo8oi
npubymroeocmi 8UpoOHUYMEA, 3POCMAHH [ pOo36UmKy nionpuemcmea. OpieHmayiss HA PUHOK GU3HAYAE OCHOBHI
HanpamMu 20Cno0apcokoi OisinbHOCMI | OYIHIOE i1 pe3yibmamu 6elUtUHOI0 Kiyego2o 00xody. Tomy 8 ymosax exoHomiKu
00c6i0y, HeupomMapKemine € 0OHUM 3 THCMPYMEHMi6 NIOBUWEHHS eeKMUBHOCMI eKOHOMIKU.

Mema ma 3aed0anna. Memorwo cmammi € 8U3HAYEHHS 8 CYYACHUX YMOBAX eheKMUSHOCMI Helipomapkemined
EeKOHOMIKU 00C8i0Y, 3 YPaAXYBAHHAM GUKOPUCMAHHS THCIPYMEHMIB8 IMEPCUBHOU MEXHONO02I Y 8CiX 8U0AX eKOHOMIUHOL
OQiANbHOCMI, POONAYU AKYEeHM HA eKOA02IUHY CKIA008).
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Pezynomamu. Bunuxna neobXionicms po3uupumu MapKemuHneo8i 00CaiodiceHs Habazamo Oinbu HAOTUHUMY §
KOPUCHUMU 3HAHHAMU, KD Oalomb 3Mo2y npuiimamu Oinbut epexmusHi Oiznec-piwenns. Y maxiu cumyayii caio
BUKOPUCMOBY8AMU  HeUpoMapKemine, AKUU Npeocmasnae cobol 63AEMO36'A30K MidC MeOUYHUMU 3HAHHAMU,
VAPAGIIHCOKUMU MexXHoAo2iAMU | mapkemuHneom. Hellpomapxkemune - cykynHicms memooieé usYeHHs NO8ediHKU
NOKYNYi8, 8NIUBY HA HbO2O I eMOYIUHUX [ NOBEOTHKOBUX peaKyill Ha ye 8NaUs, AKUL BUKOPUCTO8YE PO3POOKU 8 001aCAX
MapKemuH2y, KOCHIMUSHOI ncuxonozii' i Helpoghizionosii.

Hetipomapxemune € cyuachum i docums eghekmugHum memooom NpOoCYS8aHHs Moeapie (NOCiye) Ha PUHKY 8
pesyromami  Maninyaayii cnoocueavamu. Bin nepedbauae 3acmocyeanHs memoolis Hesponoeii, AKI 003601A10Mb
BUSHAUUMU OCOONUBOCME CNOJCUBYOI NOGEOIHKU JHOOUHU Y 6ION06I0b HA PI3HI MApKemuHeosi cmumyau. Memorw
HeUpOMapKemine08ix O0CHIOJNCeHb K OOHO20 3 [HCMPYMEHMIE NiOGUUIeHHS e@eKMUEHOCMI eKOHOMIKU 00C8idy 6
YMOBAX CIMAN020 PO3BUMKY € OMPUMANHA 00 EKMUBHUX BI0OMOCMEN NPO 0COOUCMI CROJICUEYI nepeazu be3 36epHenHs
00 Cy0'eKMUHUX OAHUX, SIKI OMPUMYIOMb MPAOUYITHUMU MAPKEMUH2OBUMU 3ACOOAMU.

Bucnoexu. Hetipomapxemineosuti nioxio IpyHmyemuvcsa Ha 00CHIONCEHHAX NCUXONI02I] NOBEJIHKU CROXHCUBayd, Ha
6azi K020 MOJCHA 3POOUMU BUCHOBOK, WO B8CA NIZHABANLHA OIANbHICMb, GKIIOUAIOYU MUCTEHHA | eMOoyii IH00uHU
cnuparomuvca Ha nioceioomicms. B 0aHoMy UNAOKY OCHOBHUM 3A80AHHAM MAPKEMON02i8 € po3poOKa eheKmusHux
nioxodis, AKi 00360.1Mb MAHINYII0BAMU THOOCLKOI0 NIOC8IOOMICMIO, A 3HAUUMD | NOBEOIHKOI CRONCUBAYA HA PUHKY.

3acmocysanus HeUpoMapKemiHe08020 [HCMPYMEHMAPIIO 8 eKOHOMIYi 00c8idy epeKmuerHo 3 MouKu 30py
30IMbUEHHA NPOOAdXCi8 i KPAW020 PO3YMIHHA CNOXCUBAYA, 11020 CMAKI8, nepesaz, aie 3 eKOHOMIYHOI MOUKU 30py He
3a624C0U BUNPABOAHO Yepe3 3HAUHY 00pOoJiCHeuy yux memodis. Tomy He KOJCHA KOMNAHIs Modce cobi 00380aumu
npogooumu Hellpomapkemuzosue 00cioxcenns. Taxki nioxoou 6UKOpucmosyioms, 6 OCHOGHOMY, GE€NUKI YCHIUHI
KOMAAHITL, SKi Modcyms cobi ye dosgoaumu. Xoua 6 yMoeax cyuacHoi puHKO80i KOHKYPEHYIl 3aCmoCy8aHHs Memooie
HelipomMapKeminea Mooce Oamu 3HAYHI nepesazu nepeo KOMNAauismu-koukypewmamu. Koowna xomnauis npache
3anyuumu K Mo2na Oiibuie Cnodcueayis, 30buumy pieensb ix N0AAbHOCMI, YMPUMAMU iX HA MPUSAIUll 4ac, mum
camum 30inbwumuy 006cA2U C80IX NPooaicie, a, omaice, i NPUOYMOK.

Knrwuosi cnosa: Heiipomapxemine, eKOHOMIKA 00C8I0Y, MeHeON’CMEeHM, IMEPCUBHI MeXHON02ll, KOSHIMUBHA
NCUXOI02IS, NOBEOIHKA CNONCUBAYA, CIMANUL PO3BUNIOK, NIOCBIOOMICINY, IHHOBAYIHA OISIbHICMb, PUHOK.
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NEUROMARKETING IS A TOOL FOR INCREASING THE EFFICIENCY OF
EXPERIENCE ECONOMY

Topicality. The use of modern marketing technologies, namely neuromarketing tools, in the field of the economy
of experience in the context of sustainable development is relevant. Currently, all the methods of marketing research
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used are inextricably linked with market research, they are based on the formulation of questions - polls, interviews and
their effectiveness is high. But in order to fully use marketing tools, it is necessary to obtain information about the
subjective feelings of consumers. The classical model of consumer decision-making assumes that consumers act in a
certain logical and thoughtful way, but there are many problems with correctly identifying marketing moves using
different emotions experienced under the influence of any stimulus.

Neuromarketing allows us to understand human nature and use it in solving market problems of the economy.
Self-knowledge allows us to break free, to move away from stereotypes and the typical, standard view of the world
around us, which does not allow certain biological conditions formed by human nature. The most important element is
to explain what neuromarketing is - the use of neurology (psychology) to understand and analyze human behavior in
market conditions. Marketers have the ability to connect directly with their audience and this starts with the
appearance of the marketing assets. This is because your audience's brain responds positively to aesthetically pleasing
stimuli.

This includes email, print ads, web pages, social media posts, digital ads and more. Impression marketing is a
type of human activity that complements and increases the value of the market in a highly competitive and saturated
market, where its principles are the only possible way to ensure profitability and plus additional profitability of
production, growth and development of the enterprise. Market orientation determines the main directions of economic
activity and evaluates its results by the amount of final income. Therefore, in the economy of experience,
neuromarketing is one of the tools to improve the efficiency of the economy.

Aim and tasks. The purpose of the article is to determine in modern conditions the effectiveness of innovative
marketing economics of experience, taking into account the use of tools and immersive technologies in all types of
economic activity, emphasizing the environmental component.

Research results. There is a need to expand marketing research with much more reliable and useful knowledge
that allows you to make more effective business decisions. In this situation, you should use neuromarketing, which is the
relationship between medical knowledge, management technology and marketing. Neuromarketing - a set of methods for
studying customer behavior, influence on it and emotional and behavioral responses to this influence, which uses
developments in the fields of marketing, cognitive psychology and neurophysiology.

Neuromarketing is a modern and quite effective method of promoting goods (services) on the market as a result of
consumer manipulation. It involves the use of methods of neurology, which allow to determine the characteristics of
consumer behavior in response to various marketing incentives. The purpose of neuromarketing research as one of the
tools to increase the efficiency of the experience economy in terms of sustainable development is to obtain objective
information about personal consumer preferences without resorting to subjective data obtained by traditional marketing
tools.

Conclusion. The neuromarketing approach is based on studies of the psychology of consumer behavior, on the
basis of which it can be concluded that all cognitive activity, including thinking and human emotions are based on the
subconscious. In this case, the main task of marketers is to develop effective approaches that will manipulate the human
subconscious, and hence consumer behavior in the market.

The use of neuromarketing tools in the economics of experience is effective in terms of increasing sales and better
understanding of the consumer, his tastes, preferences, but from an economic point of view is not always justified due to
the high cost of these methods. Therefore, not every company can afford to conduct neuromarketing research. Such
approaches are used mainly by large successful companies that can afford it. Although in today's market competition, the
use of neuromarketing methods can provide significant advantages over competing companies. Each company seeks to
attract as many consumers as possible, increase their loyalty, keep them for a long time, thereby increasing their sales
and, consequently, profits.

Keywords: neuromarketing, economics of experience, management, immersive technologies, cognitive
psychology, consumer behavior, sustainable development, subconscious, innovation, market.

Problem statement and its connection with important scientific and practical tasks.
Neuromarketing is at the intersection of disciplines: economics, psychology and neurophysiology. No matter
how rational a person tries to be, there are desires and aspirations beyond his control at the unconscious
level, which significantly affect his activities. In an experiential economy that employs new business models
that focus on customer behavior and needs, companies should try to communicate through marketing
activities to as many potential customers as possible that they can best meet their needs with their products.
The technological base of the economy of experience (impressions) is formed by the latest marketing
technologies.

The use of neuromarketing tools is currently not very common, but there is a tendency to increase this
kind of research by manufacturing companies. It should be noted that within the framework of this strategy,
the performance indicator also increases dramatically: the return on investment in marketing (MROI). As a
result of an improved understanding of consumer needs: what product they would like to receive as a result
of making a purchase, which forces them to make purchases of a particular product.

The use of neuromarketing tools in the economy of experience for manufacturing companies will often
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be justified, since a certain level of return on investment in marketing is possible, which will allow, due to
more expensive methods of analyzing consumers, to get more revenue, and subsequently, more profit due to
the fact that the manufacturer begins to understand what the consumer needs and how to sell it more
correctly. Highlighting the experience of goods and services in a company’s operations opens up
opportunities for economic growth and will lead to the emergence of a new type of economy against the
backdrop of a declining industrial base.

Analysis of recent publications on the problem. Neuromarketing is a relatively new direction in
marketing, which consists of neuroscience, psychology of human behavior and traditional marketing. This
direction is very popular among both foreign and domestic scientists: Ariely D., Berns G. S. [15], A.
Tpaitaan [3], JIstouc /. [2], Pradeep A.K. [4], Braidot Néstor [16], Akynuu M. [6], ['magyn . B. [7],
I'pomosuk b. I1., Yarypsu JI.M. [8], Konecnikos A., lynsrat H. [9], Kopons A. H. [10], Kprokosa E. [11],
IMisens O. II. [12], Copoxa Map‘sua [13], Tapaumua A.B., baxmp K.B. [14], E.O. Kan [5] and etc. Scientists
have devoted their research to the study of the psychological mechanisms of consumer behavior.
Neuromarketing tools in the experience economy allow us to study changes in needs as a result of additional
experiences.

An analysis of the existing experience in the field of neuromarketing as a tool for increasing the
efficiency of the economy of experience (impressions) gives reason to say that the problem of managing
impressions marketing in promoting a competitive balanced business and its implementation in both
domestic and international markets has practically not been developed.

Allocation of previously unsolved parts of the general problem. When studying publications on the
economics of experience, it was revealed that due attention is not paid to the issues of neuromarketing and
immersive technologies. It is necessary to consider the issues of increasing the efficiency of the economy of
experience (impressions) through the use of neuromarketing tools in the economic and innovation space.

Formulation of research objectives (problem statement). The purpose of the article is to define
neuromarketing as one of the tools for increasing the efficiency of the economy of experience in the context
of sustainable development using the theoretical and practical foundations of the formation of the mechanism
of innovative development.

An outline of the main results and their justification. The rapid development of scientific and
technological progress accelerates economic processes, modifying and finding new tools for marketing
activities that contribute to increasing the efficiency of production and economic activities, taking into
account environmental factors. Marketing is inclusive, as the task of marketing is to constantly expand the
target audience and its activities must meet the needs and requirements of all people.

The convergence of economics, ecology, technology, management and marketing will contribute to
the development of the economy of experience, the share of newly created value will increase due to new
impressions, sensations, which will lead to an improvement in the quality of life. The economy of experience
arose because society needs positive emotions in order to increase labor productivity, working capacity, and
therefore create greater value, both material and ideal.

The value determines: the position of man in nature and in the world of social, industrial relations with
each other. Value is an expression of the content of a person's uniqueness, and it must be investigated if we
want to understand a person as a person and his behavior. In a market economy, in the economy of
experience, the psychology of human behavior (consumer of public goods) is very important. Values can act
as motives, incentives, regulators of socio-ecological-economic behavior of people. Value systems are
closely related to and overlap with the system of social norms, while performing the same social function -
the regulation of human behavior, although they perform it in different ways. The marketing approaches of
the economy of experience in modern conditions contribute not only to the attraction of all members of
society to production and economic activities, but also to use new innovative approaches to the introduction
of environmental factors into market activities.

The value of a product within the framework of the theory of quality of life is determined by
properties that are characterized by the following stages:

- cost component: when the buyer is ready to pay for the receipt and consumption of goods and
services, and the business could provide it to the consumer, in a competitive environment,

- an alternative component, an alternative opportunity of lost profits, creation of a product or service,
taking into account a larger set of conditions and properties of goods or services,

- innovativeness, the use of unbeatable conditions for the sale of goods or services.

Marketing tools are varied and effective for promoting products and experiences. Among such tools
are viral marketing, infomarketing, Big Data (Target online retailer), B2B content marketing (B2C), custom
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content marketing, information surfing (newsjacking), direct marketing, internet marketing, referral
marketing, hidden marketing, network marketing, holistic marketing (shifting the focus from the product to
the buyer and from the sale of goods to meeting the needs of the consumer), exhibitions, marketing at points
of sale (POS, point of sale), event marketing, immersive spaces ( interactive shopping halls, corporate
museums, brand attractions and playgrounds, virtual spaces, etc.) and others. Traditional advertising media
are becoming more and more non-standard (for example, in outdoor advertising) or are used in an
unconventional way (for example, the segment of product placement on television is growing).

Let us consider the main types of innovative marketing and their application in the economics of
environmental management in the formation of the behavior of subjects in the conditions of an inclusive
economy of experience.

The Virus of marketing: The general name for various advertising distribution methods characterized
by distribution in a progression close to geometric, where the main distributor of information is the recipients
of the information themselves, by creating content that can attract new recipients of information through a
bright, creative, unusual idea or using a natural or confidential message.

The following methods were used for disseminating information in the "pre-Internet era":

» word of mouth (through personal communications, focus groups, advertising campaigns in print, on
television, etc.);

* social networks - marketing technique (online platform for brand-product-service awareness);

 e-mail - marketing - transmission of a marketing message (exponential growth - an increase in the
value, when the growth rate is proportional to the value of the value itself);

* video, photo, flash games, video call (WOW-call).

Every large company tries to make its commercials with high quality so that they have a viral effect.

The innovativeness of ecomarketing in the context of the inclusion of the experience economy: Thanks
to the development of immersive technologies, the ongoing environmental advertising campaigns are
becoming more ambitious, attracting increased attention of people to one of the main global problems of
humanity.

Examples 1. Toyota ordered its own billboard for advertising, which can purify the air from smog. 2. A
huge grown billboard was installed on the street of Makati city. There are no logos on the billboard, but this
is not necessary, as the outlines of the Coca-Cola branded bottle in the center are guessed. To create this
shield, 3600 karmona dwarf trees were used, which are a natural filter and absorb carbon dioxide. The entire
billboard, according to botanist Anthony Gao, is able to reduce air pollution with carbon dioxide by 21,230
kg. The tree-planted pots are made from recycled Coca-Cola bottles. Billboard provides a special system for
watering the plants so that the plants will not dry out. 3. Eco-friendly IKEA bags are created using used and
recycled packaging from chips. According to a study by the Cone Group, 81% of consumers are willing to
buy goods from companies that benefit society. Therefore, environmental advertising is not only socially
significant, that is, it helps to raise public awareness of existing problems, but also helps to promote the
company its own products.

Information surfing (Newsjacking) - one of the ways to create viral content based on the creation of
materials based on high-profile news stories, that is, newsjacking is a way to gather a huge number of readers
based on an important event, new trend or any phenomenon that many people write and talk about.

The process of society's transition to sustainable development includes an essential information
component. New information technologies, a computational experiment make it possible to model and
predict the development of complex global processes and socio-ecological systems, contribute to an increase
in the stability of the biosphere by optimizing the reduction of material and energy impacts through the use
of information resources, allow obtaining complete and reliable information about the processes occurring in
the system " society-nature ".

Conversion Marketing. E-commerce conversion marketing is the process of converting website visitors
into buyers. However, different resources have different goals, and sale is not always the final requirement.

It is necessary in the case when a previously thought out plan was not implemented successfully or
there is negative demand for your product. This happens if you make a mistake in developing a product
promotion strategy.

Conversion marketing includes in-depth actions that take place during the planning phase of a project.
This happens taking into account the current mistakes and the level of rejection of the product by the target
audience.

Conversion is a beloved metric by many marketers that demonstrates the success of a project with
environmental considerations. This is the ratio of the required actions in relation to the total number of
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views. In simple terms, the higher the conversion, the better. This is an indicator of the effectiveness of
projects.

All adults and children are happy to consume environmentally friendly products, the use of
environmental innovations of enterprises in advertising as a result of the use of resource-saving technologies
is a successful manifestation of conversion marketing.

Marketing new ideas. "Marketing new ideas" contains such components as: information technology,
the spirit of entrepreneurship and creativity and, of course, the consumer, which gives the opportunity to
make a profit as a reward for efforts.

Marketing using quantum technologies. Ford Motor Company and Microsoft are using quantum
computer technology to reduce traffic congestion. In a pilot study, scientists applied the technology to
simulate thousands of vehicles and analyze congestion in Seattle, USA.

The companies teamed up back in 2018 to develop a new type of quantum computing for classic
computers and help solve the problem of inefficient traffic in the United States. In his blog post on
Medium.com, Dr. Ken Washington, CTO at Ford Motor Company, explained that during rush hour, a huge
number of drivers request the shortest route at the same time, but modern navigation services handle these
requests "vacuum" is, without taking into account the number of similar incoming requests, which means
that when calculating, they cover those routes that other drivers are already planning to use to plan their own
path.

The created Digital Annealer platform in many ways behaves like a quantum one, and although it
cannot always be overclocked tens of thousands of times, it is very useful for a number of industries today.
Any industry will benefit from the Fujitsu Digital Annealer.

An example is marketing agencies that rely on the daily process of building big data models. The time
spent on information processing can take from several hours to a day.

Referral Marketing. This case may not be the most indicative in terms of pioneering and scale, but it is
very interesting in terms of the versatile use of affiliate (referral) marketing tools.

Referral marketing is a customer acquisition model based on the recommendation of goods and
services for a reward.

The mechanics are simple: a member of the referral program (referrer) receives an affiliate link or a
unique promotional code, motivates other people (referrals) to follow the link and, after a successful
conversion, receives income.

WriteThatName is an online service that automatically updates your contacts in the Gmail address
book, which is very convenient, since, firstly, you do not need to copy and manually paste the required
values into the appropriate fields, and secondly, in the event of a phone call automatically detects the
contacts you have corresponded with.

To begin with, every corporation must correctly understand what tasks can be solved by taking care of
the environment. Environmental marketing is a focus on preserving the environment, optimizing resources
and minimizing environmental pollution. Today we have singled out a separate branch in marketing -
marketing of environmentally friendly goods and services. The environmental factors of marketing are
primarily focused on making the company an integral part of a society that cares about the environment.
Marketers are developing a strategy for how to survive and strengthen a brand in the face of eco-trends.

Environmental marketing, the purpose of which is not only to popularize eco-friendly goods and
services, but also to direct the company's eyes towards environmental friendliness of production,
minimization of non-recyclable waste, is increasingly in demand among business owners. Environmental
marketing in Ukraine is gaining momentum, as evidenced by enterprises that produce goods from recycled
raw materials: Talisman Fusing Factory (decor items made from discarded glass), Zelenew (household items
made from recycled plastic), Papinarubashka (decorating notebooks using unnecessary things) and others.

Neuromarketing. Neuromarketing is a complex of methods for studying customer behavior, the impact
on it and emotional and behavioral reactions to this impact, using developments in the fields of marketing,
cognitive psychology and neurophysiology.

But neuromarketing goes much deeper than evoking the right emotions. These are well-placed
psychological accents, which we deliberately do not pay attention to.

Neuro-linguistic programming. Neuro-linguistic programming (NLP, from the English. Neuro-
linguistic programming) is a pseudoscientific approach to interpersonal communication, personality
development and psychotherapy. NLP was developed in the 1970s by the Americans John Grinder and
Richard Bandler.
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The creators of NLP claim that there is a connection between neurological processes (neuro-),
language (linguistic) and patterns of behavior (programming), as well as the possibility of influencing them
with special techniques to achieve the desired goals. NLP techniques are aimed at copying or modeling the
behavior of people who have achieved success in a certain field in order to acquire their skills.

It is a whole science at the intersection of neuroscience, psychology and behavioral economics.
Neuromarketing helps a business to determine which word, shade or flavor has the greatest impact on the
consumer's subconscious. In fact, this is a study of the activity of the human brain with the aim of
influencing the consumption habits of its owner.

Neuromarketing is often thought to be derived from neuroeconomics, a science that combines
neuroscience, economics, and psychology. Its purpose is to learn about the role of the brain in making
purchasing decisions and how it analyzes the rewards and risks associated with those decisions. Research
conducted by scientists makes it possible to determine which areas of the brain are responsible for the feeling
of pleasure, and which ones are activated in unpleasant moments - when observing the brain, there is a
chance to determine whether a consumer will make a purchase or not - because of the price or inadequacy of
its material.

It happens that the reaction of customers is not public and not visible to others. Sometimes they only
appear as a blush on the cheek, although this does not change the fact that a certain reaction always occurs,
despite the fact that we often cannot notice it. Each client must react to the advertisement that he sees, he
must have some opinion about it. Emotions are the best motivation for action, so if the consumer responds
emotionally, it will be the best decision.

Neuromarketing is based on brain research, which is a supermachine that is completely
incomprehensible and unique to this day. It can perform up to 200 quadrillion computational operations in
one second. It consists of 100 billion neurons connected by ridges that create neural networks - they can
process messages at an abstract and general level, their purpose is to interpret given stimuli. To take full
advantage of the capabilities of any device, we must know the basic principles of its use and operation.
Therefore, in order to understand well what capabilities the human brain has, and to understand the decisions
it makes, it is necessary to thoroughly understand its structure [1].

Almost 100% of thought processes, and hence the vast majority of them, occur in the subconscious of
a person. Therefore, almost all information regarding decision-making reactions can be obtained by studying
the activity of the brain. Thus, it is possible to predict the conscious behavior of the consumer.
Neuromarketing research is based on the analysis of the activity of various parts of the brain. Each of them is
responsible for the functions assigned to him. At present, attention is so focused on the increasing number of
market-based applications of neuromarketing that the foundations of this science remain in the shadows. It
must be recognized that our emotions also change from time to time. Emotional arousal is a measure of our
level of emotional engagement, which is a tendency in our brain and nervous system. The economy of
experience is inextricably linked with neuromarketing, since their actions are based on the emotional
potential of consumers of goods (services). TV commercials, print ads, or storefront windows express our
emotional commitment through our relationship to what we are experiencing in the moment. The main
measure of a person's reaction to an emerging story or message is whether the thing seems closer to us or
becomes indifferent to us (changes in relationships over time). The most important level of consideration for
emotional involvement is well below the threshold of awareness. Emotions affect our behavior in many
different ways that we are not even aware of. If we were to process all of this deliberately, our reactions to
the world around us would be significantly slowed down, which would make a hostile environment a source
of danger. When an inquisitive market researcher wants to persuade respondents to present a well-articulated
assessment of their degree of emotional involvement, he can only get an assumption or a rational
interpretation of this experience. The overwhelming majority of clients say they would like to have more
reliable data when making decisions.

To increase the efficiency of using neuromarketing tools in the framework of product creation, it is
necessary to use neuromarketing techniques at each stage of product creation: from developing the concept
of the product itself to creating its packaging. In other words, in order to understand the concept of a product
that a company would like to bring to the market, it initially needs to conduct a neuromarketing analysis in
order to identify the needs, desires, and values for the consumer who will subsequently consume this
product.

It is the neuromarketing of the experience economy in the context of sustainable development, that is,
the marketing of changes in the field of economic and innovative relations, that could become a lever for
enhancing economic development.
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Marketing of the experience (experience) economy is a type of human activity that complements and
increases the value that is relevant to the market in a highly competitive and saturated market, when its
principles serve as the only possible way to ensure profitability and plus additional profitability of
production, growth and development of the enterprise ...

Market orientation determines the main directions of economic activity and evaluates its results by the
value of the final income [17]. And neuromarketing of the economy of experience (impressions) is the
marketing of experience, the activity of which uses methods related to such areas of influence on the
consumer to improve the quality of service as neurophysiology, neurolinguistics, and cognitive psychology.
The result of such marketing will expand the boundaries of both production and consumption.

The main component for determining the effectiveness of innovative marketing is the quality of life of
people.

Retaining memories or remembering is one of the main parts of the response to commercial incentives,
especially all types of marketing messages. If we do not remember something, this will not affect our further
behavior. There are many types of memories and recollections, and they shape human behavior not only
when they are conscious. Unconscious memory is memories that influence our attitudes, behavior and
decisions, even if they never enter our consciousness.

The above measures are primary, the following, which will be presented below, are derivatives. [4, s.
111-118, 159 - 170]:

* persuasion - combining the two key metrics produces a very accurate indicator of market success.
The combined influence of emotion and memory when viewing ads, it does not induce anyone to buy the
product right away. However, high levels of emotional engagement and memory retention are associated
with increased readiness to purchase. This allows us to predict consumer purchasing responses. If the ad is
more engaging, the likelihood that it will stay is increased.

The moment the brain is emotionally involved in each contact with an ad, the memories associated
with that product or brand become stronger. And so next time you should be more inclined to buy a specific
product. When we see it again, our minds will turn to the memory of the advertisement, causing emotional
engagement. The term "persuasion” is often used in relation to this measure. Especially when the message
isn't meant to convince recipients to buy. One example is radio and television advertising that aims to get the
audience to watch a program. So in this case it is a persuasion, not a persuasion to buy;

* originality - our brains love everything new, so marketers want to know if their message is received
in an innovative way. Originality itself is extremely valuable. This is a very important position in creating
other aspects of the response to advertising or marketing messages. This increases interest, engagement and
can convince the consumer to make a purchase. Advertisers who want a message to continually interest and
fascinate the recipient should catch the moment when the news becomes boring or annoying. Originality also
changes at any time, so you can formulate not only general assessments of the message, but also show that
part of the advertisement or message that seems to the recipients the most and least original;

+ understanding - it is important for advertisers to know if the message they are conveying has the
power of persuasion. What grabs our attention and engenders our commitment remains in our memory for a
long time. Understanding the message again reveals the relationship between attention span and emotional
engagement. Therefore, it is possible, without serious marketing problems, thanks to special formulas, to
determine the level of understanding of any advertising or marketing message;

« efficiency - the equation used to determine the value of the net profit, which it is, or a formula. Page
layouts in web browsers are a closely guarded company secret. Thus, the value of a formula or recipe is
undeniable and guarantees outstanding results - for example, in the case of the Pepsi brand - its unforgettable
taste. The value of the efficiency indicator depends on its practical application. It is an accurate and reliable
indicator, linguistically neutral.

To engage the consumer and connect him to the brand, you should use neuromarketing research, which
allows you to conduct a thorough analysis of the influence of important factors that make advertising
effective:

« attentional response - you can collect data on the degree of attention, emotional engagement and
memory retention for every second of advertising, which makes it possible to analyze its effectiveness and
makes it possible to understand what needs to be changed and improved. And the beginning is very
important and the end of the ad, because it is after the first five seconds of viewing the ad that we can know
if it will still be viewed or not, and usually each ad is crowned with the name or logo of the product brand;

« efficiency in terms of repetitions - the ability to determine whether an advertisement is effective after repeated
contact with it, as well as when its effectiveness decreases, and, thus, decisions related to the purchase of advertising
space;
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* neurological compression - the ability to capture the best neurological moments of advertising and
reduce its time to a minimum, which is highly desirable;

« stimulation of the parietal brain - effective advertising not only tells a story, but also stimulates the
brain regions responsible for taking advantage of the products;

* activation of the system of mirror neurons - is directly related to the need to immediately consume
the product or the desire to receive it. They are responsible for duplicating purchasing decisions when we
observe other people's purchases, so they are responsible for imitating and repeating the behavior and
emotions of others;

» consolidation of a characteristic neurological signature - when receiving an advertisement, you can
check whether the product has remained in the mind of the recipient;

* consistency of sound and effectiveness of music and voice - through music, an emotional context is
created that is used by the brain to interpret the content of the message;

* character efficiency - thanks to the analysis of eye movement, you can determine the effectiveness of
the character. Thanks to this, it can be determined whether he has a strong neurological message;

» measuring the effectiveness of outdoor advertising - you can specify the moments that cause the
greatest desire to buy. The use of static or dynamic advertising elements on websites that generate maximum
willingness to buy makes significant sales growth noticeable.

Definitions, functional directions of neuromarketing reflect one or another of its aspects, however,
there are features of neuromarketing: through neuroscientific research of consumer behavior features,
justification of ethically balanced marketing decisions. Ethical issues in the context of the development of
the economy of experience (impressions) can be not only important, but also exceptional.

4. Conclusions and perspectives of further research. Consumer behavior patterns are a fundamental
methodological response to the development of consumer behavior theory in marketing. Inclusive marketing
approaches to shaping the behavior of economic entities are innovative, since the task of marketing is to
constantly expand the target audience and its activities must meet the needs and requirements of all people.

From the point of view of an inclusive economy, the essence of neuroeconomics and its components -
neuro-management and neuromarketing are substantiated, and the content of research neuromarketing is also
disclosed.

The basic principles of neuromarketing services-impressions practically do not differ from the
principles of marketing, but there are specific features that must be observed in the economy (experience) of
impressions, for example, are that marketing technologies move to a new level of development, economic
and environmental levers of influence on consumers change and the consumer requires new goods and
services in an age of rapid changes and speed in the economy.
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