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Marketing today isn’t about who can speak the loudest - it’s about who can listen
the most carefully. Every moment between a brand and a customer carries dozens of
quiet decisions that happen before anyone realizes it. Strategic consumer psychology
tries to catch those moments, to see what really makes people pause, feel, or decide.
Neuromarketing takes this one step further: instead of asking what a person thinks, it
looks at what their body already knows - a pulse that quickens, an eye that lingers, a
breath that slows down. Together, these two approaches form a different language of
communication - one that reaches beyond reason and touches the part of us that reacts
before we think.

Old-school advertising was built on arguments - convince, compare, conclude.
But that rhythm doesn’t work anymore. People can sense when they’re being sold to,
and they turn away. They want to feel that a message fits, not be told that it does. As
Casado-Aranda and colleagues (2023) remind us, most decisions start as emotions, not
conclusions. So the goal isn’t to push harder - it’s to connect deeper. When a message
resonates, trust happens almost on its own.

Neuromarketing combines psychology, neuroscience, and behavioral economics
to study what the eye tracks, how the pulse changes, and when a small flicker of interest
appears. Khondakar et al. (2024) demonstrated that EEG data can reveal the exact
milliseconds when attention peaks - moments that usually precede conversions. This is
not about manipulating thought but about understanding where curiosity lives and how
quickly it fades. Knowing this rhythm helps brands create experiences that feel
smoother, safer, and intuitively “right.”

Every choice sits on layers of memory, habit, and expectation. Consumers rarely
make new decisions from scratch; they recycle emotional patterns from past
experiences. Strategic psychology does not fight these patterns - it re-tunes them.
Effective marketing therefore means helping people recognize something familiar in
what is new. When an ad feels like déja vu, it signals that the message has entered the
right cognitive corridor.

Images are faster than words. In milliseconds, the brain decides whether
something feels trustworthy or alien. Xu and Liu (2024) observed that slight shifts in
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color tone or typography can increase focus duration by more than 30 percent. Colors
and rhythms function like emotional road signs: they either guide a user forward or
send them away. The role of design, then, is not decoration but orientation - showing
the viewer where comfort lives.

Neuromarketing reminds us that consumers buy states of mind, not objects. A
fragrance sells nostalgia; a phone sells connection; a financial service sells peace of
mind. The goal of communication is not to list advantages but to recreate the emotion
that ownership promises. Strategic consumer psychology translates that emotion into
sensory form - sound, texture, motion - making abstract desire tangible.

Research in this field relies on mixed methods. Eye-tracking shows visual
attention paths; EEG and fMRI reveal patterns of cognitive load; self-report scales
capture subjective impressions. Combining these data sources gives marketers a three-
dimensional view of decision-making. As Wei et al. (2024) demonstrated, even subtle
changes in message framing (“gain” versus ‘“avoid loss”) create distinct neural
responses. This evidence helps build campaigns that align emotional tone with
consumer expectation rather than contradict it.

In psychological terms, conversion equals comfort. When a message feels
coherent - visually, verbally, emotionally - the brain relaxes, and action follows. Trust
cannot be forced; it is cultivated through consistency. The most successful brands do
not persuade people to believe them; they behave in a way that confirms what people
already want to believe. Every repeated signal - the tone of voice, the pace of response,
the continuity of design - strengthens that belief loop.

A message never lives on its own. What sounds warm and friendly in one culture
can feel intrusive or even aggressive in another. Wei and colleagues (2024) noticed
that just changing the phrasing of a line - like saying “protect your home’ instead of
“don’t risk losing your home” - can move people’s feelings in opposite directions. It’s
a small shift, but the emotional tone flips completely. That’s why knowing the cultural
background isn’t an extra step - it’s the heart of communication itself. You can’t simply
copy a slogan into a new language and expect it to breathe the same way. The meaning
has to be re-felt, not just re-written. In the end, adaptation isn’t about words at all; it’s
about carrying the same pulse of emotion from one world into another.

In today’s market, attention is traded like currency, and emotion sets the exchange
rate. The stronger the feeling, the deeper the brand sticks. Brands that treat emotion as
a core strategy - not just a side effect - build loyalty that lasts. Consistency creates
community. Inconsistency? Confusion.

Digital spaces move fast - and break easily. People make snap decisions.
Algorithms push harder. But none of that replaces real connection. Sometimes, all it
takes is a pause, a gentle animation, or a tone that feels human to bring warmth back
into a cold feed. The moment the interface stops feeling like code and starts feeling
like care - that’s when conversion happens.

Good content has rhythm. It breathes. It knows when to pause, when to surprise, when
to let the reader rest. Neuromarketing studies show that pacing - short sentences, visual
breaks - keeps attention longer and boosts memory. It’s not about perfect design. It’s about
psychological ease. A message that breathes feels honest. One that shouts? Not so much.
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Advertising doesn’t speak to one person in a vacuum. Every message lands inside
a web of talk - comments, reactions, private chats, shared jokes. Once a feeling starts
to move through that network, it becomes more than emotion; it turns into proof. When
people laugh together at an ad, the laughter feels real, not staged. That shared emotion
gives the story weight. The most powerful campaigns are not those that measure clicks
but those that create a small cultural echo - something people start to use in their own
language.

Repetition is another quiet force. The brain loves patterns because they make the
world predictable. When a tone, a color, or a phrase comes back again and again, it stops
feeling foreign. Familiarity slowly turns into trust. Repetition isn’t about saying the same
thing louder - it’s about giving the mind a place to rest, a rhythm it can recognize.

Still, precision in understanding people’s reactions always carries a risk. The
closer brands get to reading emotions, the easier it becomes to cross a moral line.
Neuromarketing should not be a trick for control; it should be a way to see more clearly.
Quick wins through manipulation only hollow out the relationship that follows. Being
open about how emotional data are used is the only way to keep respect intact - both
for the audience and for the craft itself.

Personalization can make a person feel noticed, but it works only when it leaves
room for distance. The best kind of attention feels natural, not watchful. A message
that reflects someone’s interests without peering too closely creates comfort; one that
feels invasive kills curiosity. Empathy, in this sense, is about balance - seeing someone
without stepping into their space.

The real future of neuromarketing doesn’t lie in better gadgets or more complex
algorithms. It lies in understanding people with more honesty. Technology can show
patterns, but only empathy can give them meaning. As psychology and neuroscience
start to speak the same language, the task will be to keep that dialogue ethical, creative,
and human.

In the end, marketing that works feels like conversation, not persuasion.
Neuromarketing, at its best, isn’t about manipulation at all - it’s about translation:
turning raw data into emotional sense. When companies stop talking af people and start
listening fo them - to the pause before a click, to the hesitation before a choice - they
rediscover authenticity. The result is trust, and trust always converts better than
strategy. Every sale, every loyal customer, begins in that small invisible moment when
someone simply feels understood.
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MO3UIIOHYBAHHSA BPEHAIB INIAIIPUEMCTB
PO3JIPIGHOI TOPI'IBJII

Kapkymka O.0O.

acmipaHT, aCUCTEHT

Kadenpa mapketunry

Jlep>xaBHUI TOPrOBEIbHO-EKOHOMIYHHUM YHIBEPCUTET, Y KpaiHa

VY cyuyacHHX yMOBax BHCOKOi KOHKYpEHIIIi Ha pUHKY po3apiOHOI TOPriBii OpeH -
MEHEKMEHT HaOyBa€ OCOOJIMBOrO CTPATEriYHOrO 3HAYEHHS SK KIHOYOBHI YMHHUK
3a0€3Me4YeHHs] KOHKYPEHTOCIIPOMOXKHOCTI MiAnpueMcTBa. EdexkTuBHE ynpaBiiiHHS
OpeHIIOM J03BOJISIE HE JIMINE CTBOPUTH YHIKAJIbHY PHUHKOBY MPOMO3UIIII0, a WU
chopmyBaTU CTIHKUN €MOIIINHUN 3B’A30K MK CIIOKHMBAaueM 1 KOMIIAHIE€I0, IO €
OCHOBOIO JIOBI'OCTPOKOBOT JIOSITLHOCTI Ta CTa0LIIbHOTO PO3BUTKY Oi3HECY.

bpenna-menepkMeHT BKIIIOYae B ceOe KOMIUIEKC 3aXOJiB, CHPSIMOBaHUX Ha
CTBOpPEHHS, PO3BUTOK Ta MIATPUMKY OpeHay. Jlo OCHOBHUX €JEeMEHTIB OpeH-
MEHEIKMEHTY HaJIe)KaTh:

- OpeHJ0Ba 1IGHTUYHICTh (YHIKQJIbHI XapaKTEpUCTUKH OpEHIy, Kl BUAUISIOTH
HoTro cepell KOHKYPEHTIB);

- TO3UIIIOHYBaHHS OpeHy (CTpaTeris BU3HAUYCHHs MICIs OpeH/ly Ha PUHKY Ta B
CBIZTOMOCTI CIIOKUBAaYiB);

- KOMYHIKaIliliHa cTpareris (CrocoOu TOHECEHHS KIIFOYOBUX MECEHKIB OpEeHIY
710 1IIbOBO1 ayauTOopii) [1].

bpena-MeHeKMEHT y po3piOHiid TOPTiBiIl OXOIUTIOE KOMIUIEKC YIPaBIiHCHKUX
pillieHb, COPSMOBAaHUX Ha (POPMYBaHHS, MO3UI[IOHYBAHHS, PO3BUTOK 1 MIATPUMAaHHS
IIHHOCTI OpeHJy B JAWHAMIYHOMY pPHUHKOBOMY cepenoBulli. Bin 3a0esmeuye
Y3TrO/KEHICTh MK MAapKETMHTOBUMH KOMYHIKaIIsIMHU, SIKICTIO TOBapiB 1 CEPBICOM,
KOPIIOPATUBHOIO KYJIBTYPOIO Ta CIPUUHSTTSIM OpeHIy CIOoKUBadaMH. 3pOCTaHHS POl
U(PPOBUX TEXHOJIOT1H, epcoHaNI3alii KOMyHIKaIlli 1 COIiaabHOI BIAMOBIAILHOCTI
0i3HeCcy MiACWIIOE HEOOXITHICTh (OPMYBaHHS CHUCTEMHOIO MiAXOAY A0 OpeHn-
MEHEDKMEHTY, 1110 0a3y€ThCs Ha aHAIITHI, IHHOBAITISAX Ta B3a€MO/1 31 CIIOKUBAYaMHU.

@opMyBaHHS 4YITKOr0, MOCIIJIOBHOIO Ta MpUBaOIMBOro oOpa3dy OpeHay B
CBIJJIOMOCTI CITO’KMBAYiB J03BOJISIE HE JIUINE BUAUTUTHUCS CEPeJl YNCICHHUX PUHKOBUX
MPOMNO3HIIi, a i chopMyBaTH JOBrOCTPOKOBI BITHOCHHHU 3 IIJILOBOIO ayJIUTOPIEIO.
[IpaBunbpHE MO3UIIIOHYBaHHA OpEHAY CIPUSIE MIJIBUILIEHHIO PIBHS JOBIPH, JIOSIBHOCTI
CIOKMBAyiB, 3MIIIHEHHIO pEIMyTallii MiANpUueEMCTBA Ta 3a0€3MEYEHHIO CTAO0UIHLHOIO
MOMHTY Ha HOTO MPOAYKIIIO UM MOCTYTH.
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