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RESEARCH INTO THE EMOTIONAL IMPACT OF MARKETING 
COMMUNICATIONS USING NEUROMARKETING TECHNOLOGIES1 

 
The article analyzes existing scientific work on the study of the emotional impact of 

communication materials on consumers. Theoretical approaches to the study of the emotional 
perception of advertising are considered, the mechanisms of formation of emotional reactions and their 
influence on consumer behavior are analyzed. The primary neuromarketing methods used to evaluate 
the emotional engagement of the audience are summarized. The role of emotions in the consumer 
decision-making process and the formation of brand loyalty is determined. Examples of successful 
advertising campaigns that have achieved emotional impact are provided. The results obtained 
contribute to a deeper understanding of the practical potential of neuromarketing technologies in 
increasing the effectiveness of marketing communications. 
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experience. 
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StКtОЦОЧt ШП tСО ЩrШЛХОЦ ТЧ РОЧОrКХ ПШrЦ КЧН Тt’s МШЧЧОМtТШЧ аТtС ТЦЩШrtКЧt 

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]. 

 
 

                                                           

1
 The research was supported by the Visegrad Fund fellowship No. 62510234 

© 2026 The Authors. This is an open access article under the CC BY license 
(http://creativecommons.org/licenses/by/4.0) 

 

https://orcid.org/0000-0001-8207-9178
https://orcid.org/0009-0001-9820-5615
http://creativecommons.org/licenses/by/4.0


Marketing and Digital Technologies          Volume 10, No 1, 2026 
ISSN 2522-9087     (Print) 
ISSN 2523-434X (Online) 

 

 

36 
 
 

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 behavior [3-5]. 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. 

Analysis of the latest research 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 users on hotel 
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 – CШЦЩКrКtТЯО КЩЩrШКМСОs tШ НОПТЧТЧР tСО МШЧМОЩt ШП “ОЦШtТШЧ” 

Approach Source  Formulation  Main accents 

Neuroscientific 

Antonio Damasio (1994). 
Descartes' fallacy: 
Emotions, reason, and the 
human brain 

Somatic markers that reflect 
the physiological state of the 
body and help make 
decisions 

 
Neurophysiological 
basis of behavior 

Medical and 
biological 

 
Jaak Panksepp (1998). 
Affective neuroscience 

Innate affective brain 
systems that coordinate the 
body's motivational 
responses 

 
Biological regulation 
and survival 

Social and 
cognitive 

Lisa Feldman Barrett 
(2017). How emotions 
are born 

The result of the brain's 
interpretation of bodily 
sensations in a social context 

Constructivist 
approach, the role of 
experience 

Behavioral 

MКrtТЧ LТНЧНströЦ 
(2012). Brand washing: 
The tricks companies use 
to manipulate our minds 
and convince us to buy 

A consumer behavior 
shaping tool that activates 
subconscious reactions and 
brand decisions 

 
Using emotions in 
advertising and 
branding 

Psychological 

 
Paul Ekman. (2003). 
Psychology of emotions 

Universal short-term 
psychophysiological 
reactions to significant 
events 

Versatility and 
expression through 
facial expressions 
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Continue Table 1 

Neuromarketing 
(the definition of 
the authors) 

 
 
 

Own definition 

A complex of 
psychophysiological 
reactions that arise in 
response to external or 
internal stimuli, integrate 
neurobiological, cognitive, 
and social mechanisms, and 
determine a person's 
behavioral response 

 
Crucial role in 
shaping the 
perception of a 
communication 
message in different 
environments 

Source: formed by the authors based on [9; 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 
КЧКХвsТs ШП ЩЮЛХТМКtТШЧs ПrШЦ tСО SМШЩЮs НКtКЛКsО ШЧ tСО tШЩТМ ШП “ЧОЮrШЦКrФОtТЧР КЧН 
ОЦШtТШЧs ТЧ КНЯОrtТsТЧР”. VЇSЯТОаОr sШПtаКrО аКs ЮsОН tШ ЯТsЮКХТгО tСО НКtК. TСО Цinimum 
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 

 

 

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 analysis – "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. 

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 Тs К sЮЛПТОХН tСКt ПШМЮsОs ШЧ ЮЧНОrstКЧНТЧР МШЧsЮЦОrs’ 
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 psychophysiological 
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 measure Use in marketing research 
 

Methods that analyze brain activity 
Electroencephalography 

(EEG) and 
magnetoencephalography 

(MEG) 

Electrical activity of the 
brain 

 - examines immediate reactions to a 
stimulus and reveals the level of attention 
and emotional arousal to advertising, 
branding or other marketing materials; 
- helps to reveal activity in different areas 
of the brain responsible for emotions and 
cognition 

Functional magnetic 
resonance imaging (fMRI) 

Activity in small 
structures of the human 
brain, changes in blood 

flow 

- shows which areas of the brain are 
activated when making decisions, viewing 
advertising or interacting with a brand; 
- allows you to determine not only the 
emotional reaction, but also to assess the 
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 marketing 
stimuli (commercials, packaging, logo, 
website design); 
- allows you to predict emotional 
engagement, attention and decision-making 
process 

Methods that analyze physiological responses 
Galvanic Skin Response 

(GSR) Measurement 
Electrical conductivity 

of the skin, which 
changes as a result of 

emotional arousal, when 
the level of sweat glands 

in the feet or palms 
changes 

- analyzes the level of emotional 
involvement in advertising content or a 
product 
- assesses the level of stress or tension that 
consumers may experience when 
interacting with advertising 

Heart rate variability (HRV) Heart rate, which is an 
indicator of the 

autonomic nervous 
system 

- helps determine whether a consumer is 
stressed or excited when interacting with a 
company's product or advertising 

Methods that analyze behavioral responses 
Electromyography (EMG) Electrical activity of 

facial muscles 
- assesses subconscious facial expressions 
that may reveal a consumer's true emotions 
toward a product or advertising stimuli 

Eye-tracking Eye movement and gaze 
concentration 

- helps to identify which elements attract 
attention, and also influences advertising 
and packaging design, product placement 
on the shelf, and site effectiveness 

Source: developed by 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:  ЧОЮrШЦКrФОtТЧР КХХШаs ЛrКЧНs tШ МrОКtО МКЦЩКТРЧs tСКt rОsЩШЧН tШ МШЧsЮЦОrs’ 
emotional needs;  trКМФТЧР КЧН КЧКХвгТЧР МШЧsЮЦОrs’ ОЦШtТШЧКХ rОКМtТШЧs КХХШаs ЩrШНЮМt НОЯОХШЩОrs tШ 
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 in 
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 emotion: joy – fear, trust – 
disgust, surprise – expectation, and fear – anger. 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 repeat purchases, while 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, and frТОЧНsСТЩ. TСО ЦКrФОtТЧР МКЦЩКТРЧ “SСКrО К BШttХО ШП CШМК-CШХК” Тs КЧ 
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, 
КМСТОЯОЦОЧt КЧН ТЧsЩТrКtТШЧ. TСО МКЦЩКТРЧ “JЮst DШ It” ТЧsЩТrОs ЩОШЩХО tШ ШЯОrМШЦО tСОТr 
limitations and achieve better results, creating an emotional connection with the brand through 
К sОЧsО ШП МШЧПТНОЧМО КЧН strОЧРtС. AЩЩХО’s КНЯОrtТsТЧР ТЧТtТКtТЯО МКХХОН “TСТЧФ DТППОrОЧt” 
demonstrates not only the technical advantages of products, but also focuses on how gadgets 
МКЧ МСКЧРО ЮsОrs’ ХТЯОs, ОЯШФТЧР ОЦШtТШЧs ШП МrОКtТvity, 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 ЩКЧНОЦТМ, tТtХОН “TСО CШЧЧОМtТШЧ TСКt UЧТtОs.” TСО ОЦЩСКsТs аКs ШЧ tСО 
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 
sЮЩЩШrt, rОХТКЛТХТtв, КЧН ХШЯО ПШr ПКЦТХв. TСО “PrШtОМt ВШЮr ЇаЧ” КНЯОrtТsТЧР МКЦЩКТРЧ ШП tСО 
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. 

Conclusions from this research and prospects for further developments in this area. 
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, memorization, 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. 
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Ʌɟɬɭɧɨɜɫьɤɚ ɇɚɬɚɥɿɹ Єɜɝɟɧɿɜɧɚ, ɞɨɤɬɨɪ ɟɤɨɧɨɦɿɱɧɢɯ ɧɚɭɤ, ɞɨɰɟɧɬ, ɞɨɰɟɧɬ ɤɚɮɟɞɪɢ 
ɦɚɪɤɟɬɢɧɝɭ, ɋɭɦɫьɤɢɣ ɞɟɪɠɚɜɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ (ɋɭɦɢ, ɍɤɪɚʀɧɚ). 

ɋɢɧɟɧɤɨ Ⱦɚɪɢɧɚ ȼɚɫɢɥɿɜɧɚ, ɚɫɩɿɪɚɧɬ ɇɚɜɱɚɥьɧɨ-ɧɚɭɤɨɜɨɝɨ ɿɧɫɬɢɬɭɬɭ ɛɿɡɧɟɫɭ, 
ɟɤɨɧɨɦɿɤɢ ɬɚ ɦɟɧɟɞɠɦɟɧɬɭ, ɋɭɦɫьɤɢɣ ɞɟɪɠɚɜɧɢɣ ɭɧɿɜɟɪɫɢɬɟɬ (ɋɭɦɢ, ɍɤɪɚʀɧɚ). 

Ⱦɨɫɥɿɞɠɟɧɧɹ ɟɦɨɰɿɣɧɨɝɨ ɜɩɥɢɜɭ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ ɡɚ ɞɨɩɨɦɨɝɨɸ 
ɧɟɣɪɨɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ 

ɍ ɫɬɚɬɬɿ ɩɪɨɚɧɚɥɿɡɨɜɚɧɨ ɿɫɧɭɸɱɢɣ ɧɚɭɤɨɜɢɣ ɞɨɪɨɛɨɤ ɳɨɞɨ ɞɨɫɥɿɞɠɟɧɧɹ ɟɦɨɰɿɧɨɝɨ 
ɜɩɥɢɜɭ ɤɨɦɭɧɿɤɚɰɿɣɧɢɯ ɦɚɬɟɪɿɚɥɿɜ ɧɚ ɫɩɨɠɢɜɚɱɚ. Ɋɨɡɝɥɹɧɭɬɨ ɬɟɨɪɟɬɢɱɧɿ ɩɿɞɯɨɞɢ ɞɨ ɜɢɜɱɟɧɧɹ 
ɟɦɨɰɿɣɧɨɝɨ ɫɩɪɢɣɧɹɬɬɹ ɪɟɤɥɚɦɢ, ɩɪɨɚɧɚɥɿɡɨɜɚɧɨ ɦɟɯɚɧɿɡɦɢ ɮɨɪɦɭɜɚɧɧɹ ɟɦɨɰɿɣɧɢɯ ɪɟɚɤɰɿɣ ɬɚ 
ʀɯɧɿɣ ɜɩɥɢɜ ɧɚ ɩɨɜɟɞɿɧɤɭ ɫɩɨɠɢɜɚɱɿɜ. ɍɡɚɝɚɥьɧɟɧɨ ɨɫɧɨɜɧɿ ɦɟɬɨɞɢ ɧɟɣɪɨɦɚɪɤɟɬɢɧɝɭ, ɹɤɿ 
ɜɢɤɨɪɢɫɬɨɜɭɸɬь ɞɥɹ ɨɰɿɧɸɜɚɧɧɹ ɟɦɨɰɿɣɧɨɝɨ ɡɚɥɭɱɟɧɧɹ ɚɭɞɢɬɨɪɿʀ. ȼɢɡɧɚɱɟɧɨ ɪɨɥь ɟɦɨɰɿɣ ɭ 
ɩɪɨɰɟɫɚɯ ɭɯɜɚɥɟɧɧɹ ɫɩɨɠɢɜɱɢɯ ɪɿɲɟɧь ɿ ɮɨɪɦɭɜɚɧɧɿ ɥɨɹɥьɧɨɫɬɿ ɞɨ ɛɪɟɧɞɭ. ɇɚɜɟɞɟɧɨ ɩɪɢɤɥɚɞɢ 
ɭɫɩɿɲɧɢɯ ɪɟɤɥɚɦɧɢɯ ɤɚɦɩɚɧɿɣ, ɹɤɿ ɛɚɡɭɸɬьɫɹ ɧɚ ɟɦɨɰɿɣɧɨɦɭ ɜɩɥɢɜɿ. Ɉɬɪɢɦɚɧɿ ɪɟɡɭɥьɬɚɬɢ 
ɫɩɪɢɹɸɬь ɝɥɢɛɲɨɦɭ ɪɨɡɭɦɿɧɧɸ ɩɪɚɤɬɢɱɧɨɝɨ ɩɨɬɟɧɰɿɚɥɭ ɧɟɣɪɨɦɚɪɤɟɬɢɧɝɨɜɢɯ ɬɟɯɧɨɥɨɝɿɣ ɭ 
ɩɿɞɜɢɳɟɧɧɿ ɟɮɟɤɬɢɜɧɨɫɬɿ ɦɚɪɤɟɬɢɧɝɨɜɢɯ ɤɨɦɭɧɿɤɚɰɿɣ. 

Ʉɥɸɱɨɜɿ ɫɥɨɜɚ: ɧɟɣɪɨɦɚɪɤɟɬɢɧɝ, ɟɦɨɰɿʀ, ɛɿɛɥɿɨɦɟɬɪɢɱɧɢɣ ɚɧɥɿɡ, ɧɟɣɪɨɧɚɭɤɚ, ɪɟɤɥɚɦɧɿ 
ɩɨɜɿɞɨɦɥɟɧɧɹ, ɫɩɨɠɢɜɚɰьɤɚ ɩɨɜɟɞɿɧɤɚ. 
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