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Statement of the problem in general form and it’s connection with important
scientific or practical tasks. In the era of rapid technological development and societal change,
traditional marketing technologies that were popular 20 years ago are losing their effectiveness
today; as a result, marketers are seeking new tools to influence consumers. As for marketing
research, classic tools for analyzing consumer reactions, such as surveys, focus groups, and
interviews, demonstrate the relevance of conclusions based solely on the respondents'
judgments, without providing insight into their actual thoughts and feelings. According to [1],
global advertising spending is growing at an annual rate of over 7.3%, and competition between
brands is intensifying. In 2023, there were over 333 million businesses worldwide, representing
a 14% increase from 2018. At the same time, the level of trust in traditional advertising among
consumers is decreasing, with only 34% of users considering advertising messages to be reliable

[2].
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In these conditions, the primary task of business entities is to develop reliable methods
for predicting consumer behavior, enabling the creation of effective advertising campaigns. For
these reasons, interest in progressive innovative methods of analyzing consumer behavior has
begun to grow, one of which is neuromarketing. The use of neuromarketing cannot be
considered a complete alternative to traditional marketing, but it effectively complements it,
enabling a deeper understanding of consumers' perceptions. Existing research in the field of
neuroscience demonstrates that emotions are the fundamental basis that largely determines an
individual's nature and behavif8-5]. An important task is to invest resources in marketing
strategies that enable emotional engagement of consumers, which becomes possible through a
preliminary analysis of their hidden needs and desires.

Analysisof thelatest resear ch and publications, which initiated the solution of this
problem and on which the author relies. The use of neuromarketing as a tool for analyzing
consumer emotions is a relatively new area of scientific research that emerged at the intersection
of marketing, psychology, and neuroscience. J. Zaltman was one of the first to study the
subconscious processes that influence consumer behavior and developed the ZMET
methodology to identify deep emotional associations [6]. A. Trindl studied the mechanisms of
influence of neuromarketing technologies on decision-making and consumer behavior in the
context of communications in a digital environment [7]. A. Yavor [8] and A. Damasio [9]
focused on the neurophysiological processes that form the emotional component of advertising
perception and economic decision-making. The research group analyzed in detail the perception
of food marketing tools by users when using various digital platforms in their work [10].
Scientists found that the effectiveness of advertising on digital platforms significantly depends
on its ability to emotionally and socially engage the audience. They confirmed that the lower
level of negative emotions when watching advertisements on the Twitch platform compared to
YouTube indicates affective dynamics influenced by the interactive environment. The authors
of [11] employed eye tracking and analyzed the emotional valence and arousal of usexk on hot
websites. The results of their study showed that labeling hotel industry services has a significant
impact on consumer behavior, influencing their decision to choose a particular establishment.
In [12], an attempt was made to test the possibility of predicting purchases of both familiar and
unfamiliar brands based on a study of psychophysiological reactions to digital advertising,
which was conducted using EEG, electrodermal amplitude, and eye-tracking tools. To
determine which psychophysiological variables explain the largest share of the variance in the
final purchase decision, they used a logistic regression model. They found that only the
electrodermal peaks per second were significant for predicting consumers' subsequent purchase
decisions. The authors of [13] employed neuromarketing tools to investigate consumers'
perception of artificial intelligence in modern digital communications. They used the GSR skin
conductance analysis tool and the Affectiva AFFDEX SDK classifier to analyze the emotional
reactions of recipients of communications. The authors' study concluded that the emotional
content is crucial for attracting the audience of digital marketing communications and that the
effectiveness of using neuromarketing tools in studying consumer perception of digital
information is also important. The paper [14] is devoted to the study of advertising materials
using the eye-tracking method with the analysis of the emotional impact of different colors and
their combinations on the brain activity of potential consumers of a public catering
establishment. Such research provides an opportunity to obtain valuable insights into how
consumers perceive visual stimuli, which is the basis for enhancing marketing communication
strategies, particularly in developing information materials for diverse environments. M.
Lindstrom [15] in his work has shown the practical application of neurotools for creating brands
that appeal to human emotional triggers. P. Ekman [16] laid the foundation for the classification
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of basic emotions and methods for their recognition, which are used in modern neuromarketing
research.

Highlighting the previously unresolved parts of the general problem to which the
article is devoted. Despite the availability of scientific works on the study of the emotional
impact of communication materials on the perception of brands and companies by individuals,
the issue of integrating neuroscientific approaches into modern marketing research on the
perception of communication materials in different environments and substantiating the
mechanisms of the influence of emotions on the perception of advertising messages, in
particular those placed on digital platforms, has not been thoroughly analyzed. This study
deepens the understanding of the relationship between emotions and neuromarketing, and also
enhances the systematization of modern approaches to analyzing the emotional impact of
advertising on consumers in various environments.

Formulation of the purpose of the article (statement of the problem). The purpose
of this study is to analyze approaches to studying the emotional impact of advertising messages
using neurotools and to examine practical examples of neuromarketing tools in action, focusing
on the emotional impact of content on consumers in various environments.

Statement of the main material of the research with full justification of the
scientific results obtained. Emotions are a crucial component of the human psyche,
influencing behavior, cognitive processes, and interpersonal interactions. They provide a
person's adaptive response to external stimuli, influencing the processes of perception,
purchasing decisions and social communication. In the context of marketing research, emotions
become an important object of analysis, because it is through emotional involvement that
consumers' trust, loyalty and commitment to the brand are formed. To deepen our understanding
of the essence of emotions, let's consider how this concept is explained from the positions of
different fields of knowledge (Table 1).

Table 1- Comparative approaches to defining the concept of “emotion”

Approach

Sour ce

Formulation

Main accents

Neuroscientific

Antonio Damasio (1994)
Descartes' fallacy:

Somatic markers that refle
the physiological state of th

Neurophysiological

Emotions, reason, and th body and help mak( basis of behavior
human brain decisions
Innate affective brair
Medical and Jaak Panksepp (1998). | systems that coordinate til Biological regulation
biological Affective neuroscience | body's motivationa| and survival
responses
Social and Lisa Feldman Barrett The result of the brain| Constructivist
cognitive (2017). How emotions | interpretation  of  bodily approach, the role of
are born sensations in a social conte experience
Martin Lidndstrom A consumer behavio
(2012). Brand washing: | shaping tool that activate] Using emotions in
Behavioral The tricks companiesse | subconscious reactions al advertising and

to manipulate our minds
and convince us to buy

brand decisions

branding

Psychological

Paul Ekman. (2003).
Psychology of emotions

Universal short-tern
psychophysiological
reactions to  significan
events

Versatility and
expression through
facial expressions
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Continue Table 1

A complex of
psychophysiological Crucial role in
reactions that arise i shaping the
Neuromarketing Own definition response to external perception of a

(the definition of internal stimuli, integratf communication

the authors) neurobiological, cognitive message in different
and social mechanisms, al environments
determine a person
behavioral response

Source formed by the authors based [8n 15; 16]

Neuromarketing is a relatively new interdisciplinary field that combines approaches
from neuroscience, psychology, and marketing to analyze consumer behavior [17].
A bibliometric analysis of scientific publications in the Scopus database was conducted to
identify trends in the development of neuroresearch focused on analyzing the emotional impact
of communication messages on consumers. The following keywords were used for the search:
"neuromarketing”, "advertising”, and "emotion". The search was conducted using titles,
keywords, and abstracts, which enabled the maximum coverage of relevant sources. The
analysis covered all available publications from 2009 to 2025 inclusive. A total of 101
documents were identified through the thematic query. Exclusion by type of documents was
not carried out, since each type of publication: scientific article, conference proceedings, book
chapter, review, or monograph, contributes to the development of the topic and reflects different
aspects of its scientific study.

The results of the analysis of the geographical distribution of scientific publications
(Fig. 1) indicate that interest in the topic of neuromarketing and research on the emotional
impact of advertising is global, encompassing 43 countries worldwide. The largest number of
works was published by scientists from Spain, Italy, and the USA. These countries are the
leading centers for the development of neuromarketing research. High indicators are also
demonstrated by India, China and Malaysia, which may indicate the active introduction of
technological innovations into the field of marketing communications. The participation of
Ukraine, which is gradually integrating into the global scientific space in this field, deserves
special attention. Although the number of Ukrainian publications remains small, their presence
in the Scopus database indicates a growing interest in the use of neuromarketing methods in the
study of consumer behavior and the development of interdisciplinary approaches at the
intersection of psychology, marketing and neuroscience.

Figure 2 shows the results of clustering key terms obtained in the process of bibliometric
analysis of publications from the Scopus database on the topic of “neuromarketing and
emotions in advertising”. VOSviewer software was used to visualize the data. The minimum
number of repetitions of terms was three, and words that did not have a direct semantic
connection with the subject of the study were filtered out.
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Figure 1- Geographic distribution of publications on neuroscience research on the emotional
impact of communication messages on consumers
Source: constructed by the authors based on data from Scopus Preview
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Figure 2- Clustering of key terms in the field of neuromarketing research on emotions in
advertising
Source: created by the authors based on VoSviewer data
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The analysis revealed five main clusters that reflect the leading directions of modern
scientific research in the field of neuromarketing. The largest cluster (yellow) covers the
concepts of "neuromarketing”, "emotions”, "consumer behavior", "decision making" and
reflects the interdisciplinary nature of consumer behavior research. The second cluster (red) is
represented by the terms "psychology”, "human", and "electroencephalography"”, which
characterize the psychophysiological aspect of the impact of advertising. The third cluster
(green) includes the terms "emotion", "neuroscience”, "memory", and "attention”, which
describe a more cognitive level of information perception. Two smaller clusters combine terms
related to technological methods of analysi&gaze tracking", "artificial intelligence”, and
"information systems" - as well as the socio-communicative dimension of neuromarketing,
including "social marketing" and "advertising effectiveness". The results obtained indicate that
modern research in the field of neuromarketing is comprehensive in nature, combining
emotional, cognitive, technological, and social approaches to studying the impact of advertising
messages on consumers.

Figure 3 shows the distribution of publications by subject area in the Scopus database
related to neuromarketing research. The analysis reveals that the subject of neuromarketing is
interdisciplinary, encompassing a broad range of scientific fields. The largest share of works is
in the field of business, management and accounting (16.5%) and social sciences (13.6%),
which indicates the practical focus of research on improving marketing strategies and
understanding consumer behavior. A significant part of the works belongs to computer
science (12.1 %) and psychology (8.7 %), which reflects the use of neurotechnology, machine
learning, and experimental psychology to study consumer reactions. There is also a significant
share in economics, econometrics, and finance (7.8 %) and neuroscience (6.8 %), which
provide a theoretical basis for understanding the cognitive and physiological processes that
underlie decision-making. Other fields, including engineering, medicine, decision sciences, and
agricultural and biological sciences, have smaller but notable shares, highlighting the
multidisciplinary nature of neuromarketing research.

Other (17.5%) ™\ Business, Manag... (16.5%)
\.

Agricultural an... (2.9%)

Medicine (3.4%)
— Social Sciences... (13.6%)

Decision Scienc... (4.4%)

Engineering (6.3%)

omputer Scienc... (12.1%)
Neuroscience (6.8%)

g

U

/
Economics, Econ... (7.8%) Psychology (8.7%)

Figure 3- Distribution of publications by subject areas on the topic of "neuromarketing"
Source: created by the authors based on Scopus Preview data
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Neuromarketing combines neurobiology and marketing, studying the response of
consumers' nervous systems to various marketing stimuli (advertising, branding, packaging,
etc.). Its main goal is to understand consumer behavior in order to create more effective
marketing strategies that use knowledge of psychology and neurobiology.

In general, neuromarketing can be classified according to the psychophysiological
mechanisms by which advertising stimuli influence the consumer. Based on this criterion, it is
advisable to distinguish three main types of neuromarketing:

— Emotional neuromarketing a subfield that focuses on understanding consumers’
emotional responses. It aims to identify which emotional factors influence decision-making,
helping brands create a positive impression of their products;

— Cognitive neuromarketing is a subfield that covers aspects related to the mental
processes that play a role in decision-making. It examines how information is perceived,
processed, and how this influences consumer choices;

— Social neuromarketing is a subfield that focuses on the influence of social factors on
consumer behavior. It examines how social media, group dynamics, and interactions with other
people can influence consumer decisions.

This classification is based on the fact that the process of perceiving an advertising
message covers three interconnected levels of the human psyche-emotional (limbic system
response, formation of feelings and motivation), cognitive (information processing, memory,
decision-making), and social (the influence of social interactions, empathy, trust and social
norms). The proposed division enables a comprehensive analysis of how advertising affects
individuals, from their primary emotional reaction to socially conditioned behavioral patterns.
For a deeper understanding of these processes, neuromarketing relies on specialized methods
that enable the recording of consumers' physiological and neural reactions during interactions
with marketing stimuli. When people are exposed to advertising, their brain activity and
behavioral reactions are recorded using a wide range of neuroimaging and psychopbgkiolog
technologies. Neuromarketing methods can be categorized into distinct groups based on their
operational principles and the types of data they collect. The most widely used are presented in
Table 2.

Table 2— Classification of neuromarketing methods

Technologies/instruments| Indicators that measurg Use in marketing research

Methods that analyze brain activity

Electroencephalography | Electrical activity of the| - examines immediate reactions to

(EEG) and brain stimulus and reveals the level of attent
magnetoencephalography and emotional arousal to advertisir
(MEG) branding or other marketing materials;

- helps to reveal activity in different are
of the brain responsible for emotions g
cognition

Functional magnetic Activity in small - shows which areas of the brain @
resonance imaging (fMRI)| structures of the humar activated when making decisions, viewi
brain, changes in bloog advertising or interacting with a brand;

flow - allows you to determine not only tk
emotional reaction, but also to assess
level of positive perception
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Continue Table 2

Functional near-infrared
spectroscopy (fNIRS)

Blood oxygenation
level, activity of certain
brain areas

- analyzes consumer reactions to marke

stimuli (commercials, packaging, log
website design);
- allows you to predict emotioni

engagement, attention and decision-mak
process

Methods that analyze phys

iological responses

Galvanic Skin Response

(GSR) Measurement

Electrical conductivity
of the skin, which
changes as a result of
emotional arousal, whe
the level of sweat gland
in the feet or palms
changes

analyzes the level of emotion
involvement in advertising content or
product

- assesses the level of stress or tension
consumers may  experience  wh
interacting with advertising

Heart rate variability (HRV)

Heart rate, which is an
indicator of the
autonomic nervous
system

- helps determine whether a consume
stressed or excited when interacting wit
company's product or advertising

Methods that analyze behavioral responses

Electromyography (EMG)

Electrical activity of
facial muscles

- assesses subconscious facial expressg
that may reveal a consumer's true emoti
toward a product or advertising stimuli

Eye-tracking

Eye movement and gaz
concentration

- helps to identify which elements attrg
attention, and also influences advertis

and packaging design, product placem
on the shelf, and site effectiveness

Source developedy the authors

The specified groups of methods enable the collection of various types of data, providing
a multidimensional analysis of consumer behavior. Thanks to these approaches, researchers can
study not only rational decisions but also subconscious reactions to marketing stimuli. At the
same time, neurotechnologies primarily serve as an auxiliary tool that complements traditional
marketing research methods, such as surveys, interviews, and focus groups. Their application
enables the deepening of the obtained results, confirming or clarifying the conclusions, as well
as revealing hidden emotional and cognitive mechanisms underlying the perception of
advertising messages.

The key arguments supporting the application of neuroscientific methods in advertising
research include the following:

— neuromarketing allows brands to create campaigns that respond to consumers’
emotional needs;

— tracking and analyzing consumers’ emotional reactions allows product developers to
optimize packaging, promotional materials, or website design;

— using neurobiological data allows for more precise customization of messages that
resonate most with target audiences.

Based on the analysis of research, it can be argued that emotions play a key role
decision-making. Emotions are an important component of the human psyche, which directly
affects behavior, cognitive processes and interaction with the world around us. As Antonio
Damasio notes, emotions are not an obstacle to rational decision-making; they are its
fundamental component [19]. Researchers have also found that emotional experiences can be
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more powerful than rational arguments, particularly in cases of spontaneous purchases or quick
decisions [20].

Among the most well-known theoretical approaches to studying emotions, it is worth
highlighting [21-24]:

1) Paul Ekman's Theory of Basic Emotions. According to this theory, there is a
universal set of emotions, such as joy, anger, fear, surprise, disgust, and sadness. These
emotions are fundamental to all people, regardless of culture, and can be expressed through
facial expressions and nonverbal cues;

2) James-Lange theory. This theory states that emotions are the result of physiological
changes in the body in response to external stimuli. For example, a person feels fear because
their heart rate increases and their muscles tense;

3) Robert Plutchik's "Wheel of Emotions" theory. This classification identifies eight
basic emotions, each with its own intense version and opposite emotionfgay, trust-
disgust, surprise expectation, and fearanger. Emotions by intensity, for example, anger can
range from irritation to rage, and joy from pleasure to ecstasy. In neuromarketing, this
classification allows for a deeper understanding of the intensity of the consumer's emotional
state;

4) Schechter-Singer's two-factor theory of emotions. According to this approach,
emotions arise as a result of a combination of physiological response and cognitive appraisal of
the situation. A person evaluates the context of an event and based on this determines what
emotion they are feeling.

According to cognitive theories, emotions arise in response to specific mental processes.
This highlights the significance of consumer perception of advertising and the interpretation of
the messages conveyed. Different emotions can activate distinct memory mechanisms that
influence the formation of a positive or negative brand image. Psychophysiological models
focus on the biological basis of emotional reactions. Measuring physiological indicators (heart
rate, sweat rate) can help determine the level of emotional response to advertising. All of these
theories allow us to understand how emotions arise and influence human behavior, which is
important for marketing research. Understanding basic emotions, their intensity and impact on
decision-making helps marketers develop advertising campaigns that not only inform, but also
evoke an emotional response in consumers.

Modern research in the field of neuromarketing enables a deeper understanding of the
mechanisms of emotion and their impact on various aspects of human life, including consumer
behavior. Studies show that emotionally colored messages are better remembered than neutral
ones [26]. This is explained by the fact that during an emotional reaction, certain areas of the
brain responsible for processing information are activated, which helps to better remember and
perceive the advertising message. Emotions directly affect the functioning of the brain, the main
structures that play a key role in the formation of emotions are the limbic system, the amygdala
and the prefrontal cortex.

The application of neuromarketing research in practice allows companies to create
effective advertising strategies that evoke an emotional response. For example, advertising that
evokes feelings of joy or delight can create a positive attitude towards the company and
stimulate a purchase. At the same time, inducing negative emotions such as fear or anger can
also be effective in certain situations, such as in social media campaigns or advertising aimed
at increasing safety. Understanding which emotions a particular message evokes allows you to
optimize it for maximum effectiveness.

In modern advertising, researchers distinguish several main types of emotional appeals
[27]:
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— happiness and joy marketers try to associate feelings of joy with the product or
service they are offering. They use vivid stories and visually appealing images to evoke positive
emotions such as joy, delight, laughter, and pleasure. For example, in advertising for beverages
or food, scenes of a happy family vacation or moments of enjoying life are often inserted;

— fear, anxiety, and worry advertising that evokes feelings of fear is based on the
instinctive human need to protect oneself. This advertisement can highlight the potential
disadvantages of refusing a product or service, emphasizing the urgency of taking action to
mitigate the risk. For example, insurance companies often use this emotion in their advertising
to convince potential customers to purchase insurance products;

— nostalgia- an emotional appeal that evokes feelings of warmth and takes consumers
back to the past with memories. It is used to build trust in the brand and create emotional
comfort. Nostalgia is most often used by brands in the food, children's, fashion or retro brands
to evoke a connection with pleasant moments of childhood or youth;

— compassion and empathy advertising appeals that seek to demonstrate the
company's commitment to social responsibility and moral values. For example, a
communication appeal with information that the company cares about the environment or does
not test its products on animals;

— surprise and intrigue most often used in advertising that seeks to interest the
audience with unexpected news. For example, such emotional accents are often used in
advertising by companies producing technological products.

Neuromarketing enables companies to gain a deeper understanding of the psychological
mechanisms underlying such appeals. By analyzing brain responses, researchers have
demonstrated that emotional advertising fosters stronger brand loyalty and influences
purchasing decisions more effectively than rational arguments [29].

An important aspect is the balance between the emotional and rational components of
advertising. Too much emotional intensity can distract from the main message or product, so it
is necessary to clearly define the goals of the advertising campaign and form emotional content
accordingly. Emotions directly affect consumer behavior. For example, positive emotions such
as joy or satisfaction can increase brand loyalty and encourage repeasparevhile negative
emotions can lead to a negative attitude towards the product. At the same time, extremely strong
emotions, sadness or fear are appropriate in social or charity advertising, but are usually not
effective for commercial campaigns.

Due to the impact of advertising on consumers through various emotions, a positive
effect is created for the company. First, advertising that evokes strong emotions more
effectively holds the viewer's attention. Second, such advertising is more likely to be
remembered and remains fixed in the consumer's mind for a longer period. Third, after exposure
to such an advertising stimulus, the desire to purchase the advertised product typically increases.
Fourth, such advertising is a means of increasing consumer loyalty to the company or its
products. Fifth, this type of advertising often works like viral marketing: consumers, feeling an
emotional connection with the company, become more inclined to recommend its products to
other people.

To more effectively predict consumer behavior, companies invest in their own
neuromarketing laboratories, hire scientists, or partner with research centers (Google, Frito-Lay,
CBS, E-Television). Neuromarketing research is conducted on an ongoing basis by numerous
prominent companies, including Coca-Cola, Pepsi, McDonald's, Visa, PayPal, Microsoft, Nike,
Zara, Samsung, Hugo Boss, Mercedes, Lexus, Omega, Hilton, Apple, Starbucks, Calvin Klein,
and others. These are just a few of the companies that openly use neuromarketing approaches
in their activities, although in reality there are many more such companies. Coca-Cola has been
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using emotional appeals in its advertising campaigns since 2010, focusing on emotions such as
joy, happiness, andiéndship. The marketing campaign “Share a Bottle of Coca-Cola” is an

example of emotional advertising that evokes positive emotions through the personalization of
beverage bottles, encouraging consumers to share happy moments with friends and family. Nike
actively uses motivational appeals in its advertising campaigns, evoking emotions of pride,
achievement and inspiration. The campaign “Just Do It” inspires people to overcome their
limitations and achieve better results, creating an emotional connection with the brand through
a sense of confidence and strength. Apple’s advertising initiative called “Think Different”
demonstrates not only the technical advantages of products, but also focuses on how gadgets
can change users’ lives, evoking emotions of creativity, innovation and pleasure.

Ukrainian businesses also frequently employ emotional appeals in their advertising
campaigns to enhance communication with their target audience and elicit a positive response
to their products. An example is the advertising project from Kyivstar, launched during the
COVID-19 pandemic, titled “The Connection That Unites.” The emphasis was on the
importance of connecting with loved ones during quarantine. The advertisement reminded that
even at a distance, people stay together thanks to technology. The main emotions used were
support, reliability, and love for family. The “Protect Your Own” advertising campaign of the
Armed Forces of Ukraine aims to create a strong emotional connection with Ukrainian citizens,
motivating them to support the army and help soldiers who defend their homeland. The
emotional appeal is based on patriotism, support, and unity. The advertising initiative of the
company "Nova Poshta" called "Native Ukraine," during the full-scale invasion by the Russian
Federation, emphasized the importance of unity among Ukrainians and support for one another
in difficult times. It focused on the reliability of delivery to the most remote corners of the
country, assistance to the army and volunteers. The main emotions are patriotism, hope and
concern for others. All these examples demonstrate that foreign and Ukrainian companies
successfully utilize emotional appeals and neuromarketing approaches to establish trusting
relationships with consumers, thereby enhancing the impact of advertising messages by
understanding the subconscious emotional reactions of their audience.

Conclusionsfrom thisresearch and prospectsfor further developmentsin thisarea.
Emotions play a crucial role in neuromarketing, significantly impacting the effectiveness of
advertising messages. The application of neuroscience principles and approaches enables
marketers to better understand how emotions influence consumer behavior, thereby opening up
new opportunities for enhancing the effectiveness of marketing communication strategies.
Theoretical approaches and practical methods for studying the emotional impact of advertising
messages allow companies to interact more effectively with their audience, which is critically
important in a competitive business environment. Emotions directly affect consumer decision-
making, modifying their attention, memaorization, and attitude towards the brand. The issue of
studying the emotional impact of advertising messages remains relevant both in scientific and
practical contexts. Further research is needed to analyze the impact of emotions on cognitive
processes and consumer memory, to study the differentiation of emotional reactions depending
on the type of advertising content (visual, audio, interactive), and to assess the effectiveness of
combining neuromarketing technologies with digital tools for user behavior analytics in the
modern marketing environment.

1. Digital 2025: global advertising trends. DataReportal Available : at
https://datareportal.com/reports/digital-2025-sub-section-globaFaslug-trends.
2. Online Business Statistics: Facts & Tips Every Entrepreneur Should Knowilaile at:

N Letunovska. D. Synenko. Research into the emotional impact of nmayl 45
communications using neuromarketing technologies


https://datareportal.com/reports/digital-2025-sub-section-global-advertising-trends

ISSN 2522-9087  (Print)

Marketing and Digital Technologies Volume 10, No 1, 202¢€ ISSN 2523-434X (Online)

https://profiletree.com/online-business-statistics.

3. ChanH.-Y., Boksem, M. A. S., Venkatraman, V., Dietvorst, R. C., Scholz, C., Vo, K., Falk, E. B.,
& Smidts, A. (2024). Neural signhals of video advertisdriking: Insights into psychological processes
and their temporal dynamics. Journal of Marketing Research, 61(5), 891-913.
https://doi.org/10.1177/002224372311943109.

4. Phelps, E. A., Lempert, K. M& Sokol-Hessner, P. (2014). Emotion and decision making: Multiple
modulatory  neural circuits.  Annual Review of  Neuroscience37, 267-287.
https://doi.org/10.1146/annurev-neuro-071013-014119.

5. Gupta, R., Koscik, T. R., Bechara, A., Tranel, D. (2010). The amygdala and decisiiog. mak
Neuropsychologia, 49§4760-766. https://doi.org/10.1016/j.neuropsychologia.2010.09.029.

6. Zaltman G.& Zaltman L. (2008). Marketing metaphoria: What deep metaphors reveal about the
minds of consumers. Boston : Harvard Business School Press, 2008. 230 p.

7. Traindl, A. (2007). Neuromarketing: die innovative Visualisierung von Emotionen. Dirauner,

126 p.

8. Javor A., Koller M., Lee N. et al. (2013). Neuromarketing and consumer neuroscience:
contributions to neurology. BMC Neurology, 13.

9. Damasio A. R. (1994)Descartes’ Error: Emotion, Reason, and the Human Brain. New York :
Putnam.

10. Pollack, C. C., Gilbert-Diamond, D., Emond, J. A., Eschholz, A., Evans, R. K., Boyland, E. J., &
Masterson, T. D. (2021). Twitch user perceptions, attitudes and behaviours in relakad tand
beverage marketing on Twitch compared with YouTube. Journal of Nutritional &cidific
https://doi.org/10.1017/jns.2021.22.

11. Beresecka, J., Durovova, A., Janosova, D., Hroncova Vicianova J. & Darasz, T. (2024).
Heterogeneity and emotional perceptions of the labelling of accommodation servitagism.
Marketing and Management of Innovations, 15(4), 56-71. https://doi.org/10.21272/mmi.2024.4-05.
12. GarczarekBak, U., Szymkowiak, A., Gaczek, P.et al. (2021). A comparative analysis of
neuromarketing methods for brand purchasing predictions among young adults. J Braugd 28an
171-185. https://doi.org/10.1057/s41262-020-00221-7.

13. Lyulyov, O., Pimonenko, T., Infante-Moro, A., Kwilinski, A. (2024). Perception offiaial
Intelligence: GSR analysis and face detection. Virtual Economics, 7(230.7
https://doi.org/10.34021/ve.2024.07.02(1).

14. Chygryn, O., Shevchenko, K. Tuliakov, O.(2024). Neuromarketing as a mechanism of
communication with the consumer: Case for small business. Marketing and Management
Innovations, 15(2), 26-38. https://doi.org/10.21272/mmi.2024.2-03.

15. Lindstrom, M. (2021). Brandwashed: Tricks companiesuse to manipulateirmds and persuade

us to buy. London : Kogan Page.

16. Ekman,P. (2003). Emotions revealed: Recognizing faces and feelings to improve caratiami

and emotional life. New York : Henry Holt & Co.

17. Morin, C. (2011). Neuromarketing: The new science of consumer behavior. Society,4833.31
DOI: 10.1007/s12115-010-9408-1.

18. Bechara, A., Damasio H., Damasio A. R. (2000). Emotion, decision making and thé&amtato
cortex. Cerebral Corted((3), 295-307.

19. Lerner, J.S., Li, Ye., Valdesolo, P., & Kassam, K.S. (2014). Emotion and decision making. A
Rev. Psychol, 3(66), 799-823. DOI: 10.1146/annurev-psych-010213-115043.

20. Universal Emotions (2025). Available attps://www.paulekman.com/universal-emotions.

21. What is the James-Lange theory of emotion (2025).  Available  at:
https://www.simplypsychology.org/whag-the-james-lange-theory-of-emotion.html.

22. Plutchik’s Wheel of Emotions: A Simple Summary (2025). Available https://people-
shift.com/articles/plutchiks-wheel-of-emotions-a-simple-summary

23. Schachter S& Singer J. E. (1962). Cognitive, social, and physiological determinants of eatotion
state. Psychological Review, 69, 379-399.

24. Murti A., & Ghosh R. (2023). The impact of emotional appeals in neuromarketing: Analjeing t

46


https://profiletree.com/online-business-statistics
https://psycnet.apa.org/doi/10.1177/00222437231194319
https://doi.org/10.1017/jns.2021.22
https://doi.org/10.21272/mmi.2024.4-05
https://doi.org/10.1057/s41262-020-00221-7
https://doi.org/10.34021/ve.2024.07.02(1)
https://doi.org/10.21272/mmi.2024.2-03
https://doi.org/10.1146/annurev-psych-010213-115043
https://www.paulekman.com/universal-emotions
https://www.simplypsychology.org/what-is-the-james-lange-theory-of-emotion.html
https://people-shift.com/articles/plutchiks-wheel-of-emotions-a-simple-summary
https://people-shift.com/articles/plutchiks-wheel-of-emotions-a-simple-summary

ISSN 2522-9087  (Print)

MapkeTtusr i nuhpoBi TEXHOJIOTIT Tom 10, Ne 1, 2026 ISSN 2523-434X (Online)

brain responses of consumers to emotional advertising campaigns. International dbEnhanced
Research in Management & Computer Applications, 12(9).

25. Hareli S., & Hess U. (2010). What emotional reactions can tell us about the aktithers: An
appraisal perspective on person perceptaognition & Emotion,24(1), 128-140.

26. Bagozzi, R. P., Gopinath, M&, Nyer P. U. (1999). The role of emotions in marketing. Journal of
the Academy of Marketing Science, 27(2), 1336.

27.Yoon C., Gutchess A. H., Feinberg F., & Polk T. A. (2012). A functional magnegsonance
imaging study of neural dissociations between brand and person judgments. Journal ofe€onsum
Research39(3), 559-573.

Jlemynoscoka Hamania €6zeHigna, 00KmMoOp eKOHOMIYHUX HAVK, OoyeHm, 0oyeHm kagheopu
mapremunzy, Cymcoruii Oepoicasnuil ynieepcumem (Cymu, Yrpaina).

Cunenrxo Jlapuna Bacuniena, acnipanm Hasuanvno-naykoeoeo incmumymy 0Oi3Hecy,
eKoHOoMIKU ma meneOxcmenmy, Cymcokuil depacasruii yHisepcumem (Cymu, Yrpaina).

Hocniodcennn emouiiinozo 6naugy MAapKemMUHZO8UX KOMYHIKAUill 3a 00HOMO2010
HellpoOMapKemuH208UX MexHo02ill

Y cmammi npoananizosano icuyrouuti Haykosuti 00poOOK U000 OOCTIONCEHHS eMOYIHO20
BNIUBY KOMYHIKaYIiHUX Mamepianie Ha cnoxcusauda. Pozensanymo meopemuuti nioxoou 00 6UGYEHHs
eMOYIIHO20 CAPULHAMMSL PEKAAMY, NPOAHANI308AHO MEXAHIZMU OPMYBANHA eMOYItHUX peaKyill ma
iXHIll 6nIU8 HA NOBEJIHKY CROJMCUBAYIB. Y3a2ANbHEHO OCHOBHI MemoOu HeupoMAapKemuHzy, sKi
BUKOPUCMOBYIOMb Ol OYIHIOBAHHA eMOYIUHO20 3aNydueHHs ayoumopii. Busnaueno ponv emoyii y
npoYecax YXeaneHHs CHONCUSHUX pPiuenb | GopmysanHi nosnvHocmi 00 Opendy. Hasedeno npuxiaou
VCNIWHUX DEeKNaMHUX KaMnawuitl, axi 06azyiomvcs Ha emoyitinomy ennusi. Ompumani pezyivmamu
CHpUAIOMb  2IUOUOMY PO3YMIHHIO NPAKMUYHO20 NOMEHYIANY HeUpOMApKemuH208Ux MexXHON02il Y
RIOBUWEHHT eheKMUBHOCTNI MAPKEMUH208UX KOMYHIKAYILL.

KirodoBi cioBa: HelpoMapKeTHHT, eMolii, 0i0JioMeTpUYHUA aHili3, HeHpoHayKa, peKJIaMHi
MTOB1IOMJICHHS, CTIO)KMBAIIbKA ITOBE/TiHKA.
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