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THEORETICAL AND PRACTICAL ASPECTS OF INTRODUCING INNOVATIONS
IN THE ENTERPRISE'S MARKETING ACTIVITY

The subject of this study is a new direction in the marketing activities of the enterprise - neuromarketing, which uses the latest
developments in the field of psychology, neurobiology and behavioral economics in the analysis of consumer behavior. The goal of
the study is to determine the definition of "neuromarketing”, provide a comparative analysis of traditional marketing and
neuromarketing, to identify strengths and weaknesses, opportunities and threats of neuromarketing, and create a new information
component of the system for scanning strategic information of business entities of the country. Further development of certain
theoretical and practical aspects of the use of neuromarketing as an effective modern toolkit for product promotion in commodity
markets has been studied. The following tasks are solved in the article: analysis of the theoretical and practical aspects of the use of
neuromarketing, analysis of the main methods for obtaining and processing relevant information. The following methods are used:
theoretical generalization, comparative analysis, analytical, analysis and synthesis, SWOT analysis. The following results were
obtained: descriptive model of neuromarketing was proposed; the principles of neuromarketing were formulated; the comparison of
neuromarketing and traditional marketing was done; the main ethical problems of neuromarketing research were considered; the
SWOT-analysis of neuromarketing, which will contribute to a clearer understanding of the nature was carried out, advantages and
disadvantages of the new innovative marketing technology were studied, assessment of the prospects for the development of
neuromarketing in the country was considered; proposals for the further development of the marketing information system of the
enterprise by supplementing its primary information obtained in the process of applying neuromarketing — an innovative marketing
technology were developed. Conclusions: It has been established that neuromarketing is an innovative modern instrument of
traditional marketing, a promising method of product promotion. A study of neuromarketing has shown that this area today is one of
the marketing technologies of the future; the functionality of it has not yet been fully formed and explored. However, today
neuromarketing is a powerful innovative marketing tool that, over the quarter century of its existence, has made a significant
contribution to both the development of business structures and the science of traditional marketing.

Keywords: marketing activity; neuromarketing; innovative technology; consumer; neuromarketing formula; relevant
information; SWOT analysis.

Introduction

Analysis of recent research and publications

In today's changing economic conditions, the market
for goods and services is constantly undergoing
drastic changes. The marketing activity of an industrial
enterprise is the direction of its production and
commercial activity, which is aimed at identifying and
meeting the needs of market consumers in products
through exchange for profit. In a competitive
environment to develop effective strategies for
the sale of goods and services, marketers are forced to
look for modern, innovative means of conducting
marketing research on consumer behavior. Recently,
researchers, scientists, experts note that the use of
traditional marketing methods, which are not always
effective and are quite common, does not provide the
desired results [1].

In the period of active development of
neurophysiological and psychological Sciences, the
conclusion of market researchers becomes
logical. In order to study consumer behavior
and their wishes, it is necessary to ensure
the direct participation of consumers themselves in
conducting relevant research [2]. As a result,
many manufacturers have started using neuromarketing in
their marketing activities in order to activate
the process of promoting their products and
services in foreign and domestic markets. A significant
amount of research conducted in this area
indicates that neuromarketing is becoming a tool of the
future, the use of which opens up wide opportunities for
marketers.

Many foreign and domestic scientists have been
engaged in research of theoretical issues of
neuromarketing, namely: J. Saltman [3], A. Trindle [4],
B. Oyeman, M. Lindstrom [5], D. Lewis [6], P. Dooley
[7], E. Plessie, P. Glimcher [8], R. Solso [9]; M. Borodin
[2], 1. Astakhova [10], O. Kurban, S. Kurban [11],
N. Skrygun [12], A. Krasilnikov [13], A. Figun [14],
M. Chernova, O. Klepikov [15] and others. However, the
analysis of the professional literature on the selected topic
of the work showed that some issues of theoretical
orientation require further research, which led to the
relevance of the research topic.

Selection of previously unsolved parts of the overall
problem

An analysis of the professional literature on the
chosen research topic revealed that, despite the significant
amount of theoretical work and the number of applied
research, neuromarketing is a new area that requires the
use of expertise and more thorough research to study a
particular business problem. It was also found that not
only the essence of the definition of "neuromarketing”, but
also some theoretical and practical aspects of
neuromarketing as an effective modern tool "promotion
tool" have not been studied enough. There has been no
complete analysis of the strengths and weaknesses,
opportunities and threats of neuromarketing in order to
use it effectively. This is what determined the relevance of
the research topic.
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Formulation of the purposes of the article (task
statement)

The purpose of the research is to define the
definition of the concept of "neuromarketing”, conduct a
comparative analysis of the concepts of traditional
marketing and neuromarketing, conduct a SWOT analysis
of neuromarketing in order to identify its strengths and
weaknesses,  opportunities and  threats, develop
recommendations for improving the system of scanning

strategic  information  of  business  entities by
supplementing it with  primary  neuromarketing
information.

Results of the research

The concept of "neuromarketing”™ has emerged
relatively recently in the world economy, but, despite this,
is already of great interest to both marketers and potential
consumers. The new way of influencing the market
behavior of buyers of goods opens up the new promising
opportunities to researchers, specialists - representatives
of business entities for improving the effectiveness of both
the whole marketing complex and its important
communication component. That is why neuromarketing,
as a tool for influencing consumer behavior, is gaining
more and more popularity among practicing marketers, is
becoming a necessary condition for launching successful
advertising campaigns, creating and promoting a new,
innovative product. Neuromarketing research allows to
obtain unique primary information about the preferences
of the target audience (potential consumers) about the
features of the product, its characteristics, "soft and hard"
parameters of competitiveness, which together have the
maximum impact on the human subconscious in deciding
to buy a product on the market [13].

An example of the use of neuromarketing is a study
by Frito Lay; a company that produces chips Lays [12]. It
showed that the use of natural and matte colors, as well as
photos of healthy products do not motivate to buy.
Therefore, the company began to use a shiny package of
bright colors with the image of fried chips. Google once
studied which ad formats YouTube users liked best. The
choice was between overlays (small banners at the bottom
of the screen) and prerolls (commercials that run before
the main video). It turned out that viewers prefer overlays,
so the company delved into the development of this area
[27].

It should be noted that the concept of
neuromarketing, as scientists believe, was developed by
psychologists at Harvard University in the last century.
However, the founders of this direction is traditionally
considered to be General Director Retail branding AG
Arndt Traindl and Director at the store branding Retail
branding Bart Aamana. General method for the
neuromarketing was developed in the late 1990-ies,
Harvard Professor Jerry Zaltman, immediately patenting it
called ZMET (Zaltman Metaphor Elicitation Method, i.e.
a method for retrieving metaphors Saltmen) [3]. The
technique ZMET consists in the recognition of the human
unconscious with specially selected sets of images that

cause a positive emotional response and activate hidden
images, metaphors stimulating the purchase of [16].
Marketing technology, which is based on the technique
ZMET quickly, gained popularity among hundreds of
major companies-customers, among which can be noted
Coca-Cola, Pepsi, Nestle, General Motors, and Procter &
Gamble etc. The term "neuromarketing” was suggested by
Professor Smids in 2002, and the first international
conference devoted entirely to neuromarketing study was
conducted in 2004 in the United States. According to F.
Kotler, today, neuromarketing has evolved to a full-
fledged marketing direction [17]. The technology of
neuromarketing put the model, according to which more
than 90% of human mental activity, including emotion,
takes place in the subconscious area that is below the
levels of controlled awareness. The concept of
neuromarketing is based on the recognition that a potential
user primarily perceives the stimuli of the market
environment at the level of neurophysiological signals.

The concept of "neuromarketing” in the Great
Glossary is interpreted as follows: one of the modern
concepts of marketing influence in retail, which is based
on the study of consumer psychology, using the
technology of "scanning™ the brain of potential consumers
to determine which images the target group responds most
actively and relies on the feelings and emotions of
customers [18].

Thus, neuromarketing can be defined not only as a
new direction, but also as a new field of marketing
research, which studies the sensory, cognitive and
emotional responses of consumers to marketing incentives
that influence their decision-making about purchasing a
specific product [19], which will contribute to the growth
of sales volumes of industrial enterprises or distributors,
jobbers, dealers-independent large market intermediaries.

Neuromarketing, as a new type of science
"marketing”, is based on the achievements of
neurobiology, neurophysiology, psychology, behavioral
economics and, of course, traditional (classical)
marketing. This opens up new possibilities not only for
determining the consumer's attitude to products, which is
characteristic of traditional marketing, but also for the
impact on his subconscious. The proposed descriptive
model of neuromarketing is shown in fig. 1.

Neuromarketing is an innovative tool of marketing
science, in the modern sense - innovative marketing. The
condition for implementing the strategy of advanced
development of industrial enterprises today is the
introduction of the concept and technologies of innovative
marketing, production and sale of innovative products,
which directly affects the high level of competitiveness of
the enterprise in foreign and domestic markets [20-22].
Let’s formulate the basic principles of neuromarketing as
follows:

a) the impact on consumer behavior by methods of
neuroscience to form in them a positive perception of
supply;

b) the use of unexpected, non-standard stimuli of
potential consumers;

c) the effective use of all human senses as a
condition for victory in the struggle for the buyer;
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d) the use of tools of all types of neuromarketing in
conducting neuromarketing research;

e) the permanence of the process of studying
opinions and stimulating behavioral reactions of
consumers.

[ NB — Neurobiology ]

I

[ PS - Psychology

I

[ BE - Behavioral Economics ] =

I

NB+PS+BE+NP+CM=NM

NM
NEUROMARKETING

[ NP - Neurophysiology ]

I

[ CM - Classic marketing ]

Neuromarketing allows to answer the following
questions:
a) what motivates buyers to make irrational and
impractical purchases or vice versa;
b) why some brands become cult, while others remain in
oblivion;
¢) the influence of what factors can increase sales of
expensive goods;
d) how does the design of the product or site affect the
desire of consumers to use them?

Fig. 1. Descriptive model of neuromarketing. Source: author's development for [2, 13-15].

Adherence to these principles will contribute to the
development of sales strategies of industrial enterprises,
increase the efficiency of their marketing activities, and
increase sales of goods (services). All this indicates that
the introduction of the latest innovative neuromarketing

technology in the system of traditional marketing is a
relevant and promising area of modern domestic
enterprises. Comparative characteristics of traditional
marketing and its new type — neuromarketing are
presented in fig. 2.

Analysis of respondents' opinions and reactions
after their acquaintance with the researched
material

The basis for further research is the answers of
the respondents

A

A

Low research
costs

Research methods:
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experiment, interview, content analysis, focus

group

Subjective expert
assessment

?

ﬁ
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[ NEUROMARKETING ]
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costs ' formalized
measurement of electrical resistance of the assessment

skin, monitoring of the cardiovascular system,
registration of facial muscle contraction,
analysis of evoked potentials, eye tracking

A 4
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Registration of the respondents' reaction at the
moment of acquaintance with the researched
material

Processing of data sets (BigData) about
respondents' reactions

Fig. 2. Comparative characteristics of traditional marketing and neuromarketing. Source: author's development
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According to the results of neuromarketing research,
the company receives adequate, relevant specific primary
information, on the basis of which the array (bank) of Big
Data is formed. The received information about the
reactions of the respondents becomes a new source of
replenishment of the marketing information system (MIS)
of the enterprise, part of a continuous system consisting of
procedures and methods for continuous receipt, analysis
and interpretation of both primary and secondary
information needed to provide, integrate, support and the
transfer of information to the managers of the enterprise in
a form suitable for them to make informed management
decisions [23].

Since neuromarketing is a fairly new concept of
marketing research, it increases the interest of researchers
and practitioners in a more thorough study, analysis of the
peculiarities of its application. One of the most common
and effective methods of analysis is the so-called SWOT-
analysis, which is known to involve the identification and

Table 1. Strengths and weaknesses of neuromarketing

assessment of strengths, weaknesses, as well as
opportunities and threats. It studies the internal strengths
and weaknesses of the object of study, evaluates the
prospects for further development of its capabilities,
taking into account the manifestation of risks and effective
ways to protect against them, provided by the market [20,
21]. As practice shows, currently SWOT-analysis is used
in various fields. Its versatility allows it to be used at
different levels and for different objects [24, 25]. All this
became an objective basis for conducting a SWOT-
analysis of neuromarketing, which allows a more
thorough understanding of the current state of
neuromarketing and future prospects for its development
in Ukraine. Strengths and weaknesses of the use of
neuromarketing, i.e. its advantages and disadvantages are
presented in table 1.

Opportunities and threats of neuromarketing are
presented in table 2.

Strong side

Weak side

More effective study of various consumer inquiries regarding
the impact on them of individual components of a set of
marketing activities, which allows you to quickly get hidden
information about the specific benefits of brands, products of
different manufacturers

The need for both the use of specific equipment required for
research, and the need to involve highly qualified specialists who
are able not only to obtain specific information, but also to process
it correctly, competently

Evaluation of the appearance of the object using biometric
tools

High cost of neuromarketing research

The use of certain psychological tools to assess the perception
of the brand of the enterprise or its product

The duration of the collection of neuromarketing information and
the duration of its special processing

Focus on the marketing concept, which is formed on the basis
of consumer data

The need for additional study of the ethics of neuromarketing
research

High quality of neuromarketing information, the effectiveness
of the impact of marketing incentives on consumers, the lack

of subjectivity in research, the clarity of the obtained primary
data

Insufficient attention from scientists to a more detailed study of
the problems of the spread of practical use in the country of
methodological tools of innovative technology - neuromarketing

Overcoming a number of barriers in the process of conducting
marketing research using traditional methods

Quite a complex procedure for conducting neuromarketing
research in terms of choosing a room equipped with special
medical devices

Variety of used special instrumental methods used in
neuromarketing research

The need for highly qualified interviewers and respondents who
are a priori positive about participating in experiments

Increasing the company's profit and increasing the efficiency
of promoting its brand, product, provided the use of
neuromarketing tools

The emergence of a negative synergistic effect due to the shortage
in the country of scientists, researchers, specialists in the field of
neuromarketing

The uniqueness of the information obtained from the results of
neuromarketing research, which is based on a combination of
certain aspects of the theory and practice of marketing,
psychiatry and neurophysiology

Private results obtained from conducting neuromarketing research
on the basis of a small sample do not always provide a high level
of representativeness of the obtained primary information

Source: developed by the authors taking into account [14, 16, 24, 25].

Table 2. Opportunities and threats of neuromarketing

Opportunity

Threat

1

2

Formation of a new direction of research in marketing,
interesting for the study of human neural activity at the time
of purchase of goods

State reduction of planned funding for sectoral applied research in
the fields of psychiatry, neurophysiology and marketing

Increasing the sample size several times when conducting
neuromarketing research compared to traditional provides a
higher level of adequacy of the information obtained

Over time, the likelihood increases that in the near future a person
may and will be completely deprived of the ability to make
reasonable independent decisions about the choice of a particular
product

Study of the reaction of many people (potential consumers of
market products) both in the natural environment and in the
laboratory

Impossibility to fully predict the social consequences of the
introduction of the achievements of neuroscience in the marketing
activities of enterprises
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The end Table 1

1 2

Correspondence of the developed methodology of collection Outflow of qualified personnel in the field of marketing and

of primary neuromarketing information to the set purposes of | medicine due to insufficient funding and reduced attention from
research for the decision of concrete problems of commodity | managers to the conduct of fundamental, exploratory and applied
producers - subjects of market relations research in the country

Carrying out of neuromarketing researches on various The presence of demographic, financial, political, economic
organizational forms: external, internal, mixed instability in the country

Development of products that best meet consumer demand Conscious use of the mechanism of manipulating the
consciousness of consumers

Obtaining primary, exclusive, reliable, relevant, targeted
marketing information, the use of which will strengthen the
market position of the enterprise in a competitive
environment

There is an urgent need for both marketers who have the
necessary knowledge and have certain skills in the field of
marketing, and the need for highly qualified specialists in the field
of neuroscience, who are able to solve applied marketing issues.

Source: developed by the authors taking into account [14, 15, 24, 25].

The unambiguous advantage of neuromarketing is
the use of many methods to identify the consumer's
subconscious attitude to products/design/advertising and
their components. These methods vary according to the
tools used, but they all have a common goal - to create a
set of techniques that affect the subconscious of
consumers and ensure their loyalty, turning loyalty into a
desire to own a product, and this desire - a regular need.
In addition, the use of neurobiology methods to study
consumer reactions allows you to see more objective
reactions and emotions of the buyer to advertising or
product than those that can be learned from the customer,
who often gives already processed, interpreted and
rational, and therefore incomplete and insufficiently
objective information.

Neuromarketing methods in accordance with [12, 14,
26] include such as: monitoring the human cardiovascular
system (measuring heart rate, pressure and vascular tone);
measuring the electrical resistance of the skin (to detect
increased sweating); recording facial muscle contractions;
analysis of evoked potentials (analysis of the brain's
response to certain stimuli); eye tracking (recording the
direction of the gaze, pupil size and duration of gaze
delay). Eye tracking allows to determine the degree of
concentration of a person on a particular object and the
change in his emotional state. It should also be noted that
increasing the sample size several times will improve the
quality of information obtained as a result of
neuromarketing studies, and this will improve statistics
and forecasts.

As well as strengths and capabilities, neuromarketing
has weaknesses and threats. One of the important
weaknesses of neuromarketing is the question of research
ethics. This is a problem that needs further study, as there
are new tools for research, new schemes of processing and
application of the results [10, 15]. In fact, firms,
companies have gained access to the subconscious of their
customers, that is, acquired the ability to control the
decision-making process to purchase a particular thing or
service. However, due to the ability to observe the brain in
high spatio-temporal resolution and receive information
about events in it in real time, in the last one and a half to
two decades, significantly increased opportunities to
understand consumer behavior in purchasing decisions
and this trend will eventually only intensify.

Deep awareness of the secrets of the human psyche
makes it possible not only to diagnose various diseases,
determine the capacity and judgment of intellectual
abilities or gain accurate knowledge about the benefits of
shopping, but also allows you to use the information to
control the processes occurring in these cases. In addition,
neuroscanning is "armed" by forensic and government
agencies to identify specific behaviors of a particular
person. Today, against the background of a revolutionary
breakthrough in neuroscanned technologies, the question
of awareness of the possible consequences of the
uncontrolled application of these methods is more relevant
than ever. Against this background, the creation of an
effective comprehensive neuroethical approach, both in
theory and in practice, is significantly delayed. It can be
assumed that any attempts to determine the extent and
limitations in the use of neuromarketing will currently
encounter barriers related to the inability to fully predict
the development of neuroscience and social consequences.

As for the main existing ethical problems of
neuromarketing today, they include: the omission of the
main objectives of the experiment (researchers interfere in
the private opinions of the consumer, which he cannot
hide, and use them for their own purposes); discrimination
of individuals by influencing the psychophysiological
vulnerabilities of the consumer; the use of remote images
in advertising or product design that do not correspond to
its essence; lack of funds for supervision and control of
neuromarketing research [10]. In addition, there is a
danger that in the near future a person may be deprived of
a reasonable choice, as the emotional component of
personal consumer decision-making will be leveled by
experts in the field of neuromarketing. As a result, the
potential buyer will not be able to refuse the goods offered
to him. Nevertheless, it can be stated that the level of
awareness of the need to accelerate the process of
formation of neuroethics and, as a consequence, a positive
attitude to neuromarketing as an innovative technology of
marketing research has recently increased.

Conclusions

The study of theoretical and practical aspects of the
application of innovations in marketing activities of
enterprises revealed that today neuromarketing is
definitely an innovative, promising technology to
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stimulate market demand, increase the effectiveness of
measures to promote the product, brand, and website. As
traditional marketing and sociological methods of
collecting information are not always reliable, as the
consumer is influenced by many factors, it should be
expected that the frequency of neuromarketing research in
the near future will only increase. Therefore, the task of
conducting a SWOT-analysis of neuromarketing and the
use of the obtained results in the marketing activities of

innovations in the marketing activities of enterprises
requires the joint efforts of both marketers and specialists
in the field of neuroscience to carefully study the
mechanism of influence on consumer behavior with the
ultimate goal to ensure the effective promotion and sale of
goods in markets. Today, neuromarketing is a powerful
innovative marketing tool, which for a quarter of a century
of its existence has made a significant contribution to the
development of business structures and the science of

enterprises became important. The introduction of traditional marketing.
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TEOPETUYHI TA TIPAKTUYHI ACHEKTH BIIPOBAIKEHHS ITHHOBAIIIA ¥
MAPKETHHI'OBY AIAJIBHICTD IIIAITPUEMCTB

Ipeamerom mociimkeHHS AaHOI POOOTH € HOBHII HaNpsMOK Y MapKETHHTOBIN AisUTBHOCTI MiJNPHEMCTBAa — HEHPOMApPKETHHT, KU
BHUKOPHCTOBY€E HOBITHI po3poOKH y cdepi rcuxoiorii, HelpoOionorii Ta MoBeAiHKOBOI €KOHOMIKHM B aHaNi3i ITOBEAIHKM CHOXHUBAYiB.
MeTtoro nocmipkeHHsT € BH3Ha4YeHHs JediHiuii MoHATTS "HeifipoMapKeTHHI", IpPOBEAEHHS IOPIBHAJIBHOTO aHai3y MOHATh
TPAaAMIIHHOTO MAapKeTHHTY Ta HEHpPOMapKeTHHIy, BHSBJIEHHS CHJIBHHX Ta CJIA0KUX CTOpiH, MOXJIMBOCTEH Ta 3arpos
HEWpOMapKeTHHIY, [0 CTBOPUTh HOBY IH(OpMaLiifHy CKIaJOBY CHCTEMM CKaHyBaHHsS CTparteriuHol iHdopmanii cy0’eKTiB
rocrofaproBaHHs kpainu. [lomanpimmii po3BUTOK OKPEMHX TEOPETHIHO-TPAKTUYHHUX ACHEKTiB 3aCTOCYBAaHHS HEHPOMAapKETHHTY SIK
e(eKTHBHOTO CYy4acHOTO iHCTPYMEHTApil0 CHCTEMH MPOCYBaHHS MPOAYKIii HAa TOBApHUX pUHKaX. B cTaTTi BUPINIYIOTHCS HACTYITHI
3aBJaHHS: TIPOBEJCHHS aHAJi3y TEOPEeTUYHHX Ta NMPAKTUIHHUX ACHEKTiB 3aCTOCYBAaHHS HEHPOMApKETHHTY, aHANi3 OCHOBHUX METOJIIB
OTpUMaHHA Ta OOpOOKH penieBaHTHOI iH(popMarlii. BUKOPHCTOBYIOTECS Taki MeTOAW: TEOPETUYHE y3aralbHEHHS, NMOPIBHAIBHUI
aHaJ3, aHANITHYHHUHN, aHami3 Ta cuHTe3, SWOT-anani3. OTpruMaHO HACTYIHI pe3yJbTaTH: B pOOOTI 3alPOIIOHOBAHO AECKPUIITHBHY
MOZeNb HEHpOMapKeTHUHTY; C(OpMYyIbOBAHO NPUHIMIN HEHPOMAapPKETHHTY;, TPOBEACHO IOPIBHAHHA HEWPOMapKeTHHTY Ta
TPAAMIIIHHOTO MapKETHHTY; PO3IJSIHYTO OCHOBHI €THYHI MpPOOJIeMH HEHPOMapKeTMHIOBHX AOCITIKeHb; nmpoBeneHo SWOT-aHami3
HE{POMapKEeTHHTY, W0 CHPUATHME OUIBII YITKOMY DO3YMIHHIO CYTHOCTI, IepeBar Ta HEJOJIKIB HOBOI iHHOBALiHHOI TEXHOJNOTIi
MapKeTHHIYy, OI[HI[ TMEepCIeKTHB PO3BUTKY HEWPOMapKeTHHIY Y KpalHi; po3poOieHO MpOMOo3MIii M0N0 MOJAIbLIOTO PO3BUTKY
MapKeTHHI0BOi iH(OpMamiiHOi CHCTEMH MiANPHEMCTBA HIIIXOM JOMOBHEHHS ii MEPBHHHOIO 1H(POPMAIli€l0, OTPIMAHOIO B MPOIIEC]
3aCTOCYBaHHS HEWPOMApKETHHTY — I1HHOBAI[ifHOT TEXHOJOTii MapkeTHHTY. BucHOBKHM: BusHaueHo, 1m0 HEWPOMAapKETHHT €
IHHOBAaIIHUM CyYacHHM IHCTPYMEHTOM TPAIHI[IHHOTO MapKeTHHTY, HEepPCHEKTUBHUM METOJOM IPOCYBaHHS ToBapy. BuBueHHs
HeWpOMapKeTHHTY N0Ka3ajo, Mo el HalpsM Ha ChOTOHIIIHIH IeHb € OHI€I0 3 TEXHOJIOTiH MapKeTHHTY Maii0yTHbOT0, (QyHKI[IOHAT
SKOTO Iie i moci He 10 KiHI cdopmoBaHO 1 mociimkeHo. [IpoTe chOrojgHi HEHPOMAPKETHHI € TMOTY)XHHM IHHOBAI[iiHUM
IHCTPYMEHTOM MapKEeTHHTY, SKWH 3a 4BEpPTh CTOJITTS CBOTO ICHYBAaHHS 3pOOMB CyTTE€BHH BHECOK K y PO3BHUTOK Oi3HECOBHX
CTPYKTYP, TaK i B HAyKy TPaJHL[iiHOr0 MapKEeTHHTY.

KiiouoBi cjioBa: MapKeTHMHrOBa MisUIbHICTh, HEWPOMAapKETHHI; iHHOBALiffHA TEXHOJIOTiS; CIOXKHMBad; (opmyna
HeWpOMapKeTHHTY; peneBaHTHa iHpopmartis,; SWOT-anamis.
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TEOPETUYECKHUE U IPAKTUYECKHUE ACIIEKTHI BHEAPEHWS NTHHOBAIIUI
B MAPKETHHI'OBYIO JEATEJBHOCTbD IIPEAIIPUATHUA

IIpenmeToM mccrnenoBaHUsl DaHHOM pabOTHI SBISAETCS HOBOE HAIPABICHWE B MAapKETHHIOBOM AEATENbHOCTH MPEANPHUATHI —
HEWPOMapKeTHHI, KOTOPBIH HCIOJIB3yeT HOBeimMe pa3paboTK B 00JAacTH IICMXOJOTHH, HEHpOOHMONOTMM M IOBEICHYECKOi
SKOHOMHMKM B aHanu3e TIoBeaeHHs mnortpeOureneld. Ilesqblo unccienoBaHMsl SIBISICTCS oOmNpeneieHHe NIeDUHUNNHN ITOHATHS
"HepoMapKeTHHT", IPOBEACHNE aHAIN3a ITOHATHH TPAJAUIIMOHHOTO MapKEeTHHIa M HeHPOMapKEeTHHTa, BEISBIICHHE CHIIBHBIX U CITa0bIX
CTOPOH, BO3MOKHOCTEH U YTpo3 HEHPOMAapKETHHTa, YTO CO3/1aCcT HOBYIO HH(GOPMAIMOHHYIO COCTABIISIONIYIO CHCTEMBI CKAaHHPOBAHHS
CTpaTeruyeckoii MHQpopManuu CyObEKTOB XO3SHCTBOBaHHMSA CTpaHbl. JlanbHelllee pa3sBUTHE OTICIBHBIX TEOPETHYECKHX U
NPaKTHYECKUX AacIeKTOB MNPHMEHEHHs HeflpoMapkeTHHra Kak 9S({EKTUBHOrO COBPEMEHHOTO HWHCTPYMEHTApUS CHCTEMBI
MPOJBIKEHHS NMPOAYKINH HAa TOBAPHBIX PHIHKAX. B cTaThe pemaroTcs cIeyrole 3afaqM: IPOBeICHNE aHAIN3a TEOPETHUECKUX U
MPaKTUYECKUX AaCMEeKTOB INpPUMEHEHUs HEeHpOMapKeTHWHTra, aHalu3 OCHOBHBIX METOJOB IONy4eHUS U 0OpabOTKH peleBaHTHOM
nHpopmarmy. Mcnone3yroTcs Takine MeTOAbl: TEOpeTHYeckoe 00OOIIeHHe, CPaBHUTENBHBIN aHAIN3, aHAINTHYECKWH, aHAIN3 U
cunTe3, SWOT-ananmu3. [lomydeHsl cremyromme pe3ynbTaThl: B paboTe MpeUIOKeHA JECKPHITHBHAS MOJAENb HEeHpOMapKeTHHTa;
cOpMyIUPOBAaHbl NPUHIUIEI HEWpPOMapKeTHWHra; IPOBEACHO CpaBHEHHE HEHPOMApKeTHHTa M TPaAUIMOHHOTO MAapKEeTHHIA;
paccMOTpeHB! OCHOBHBIE ITHYECKHE MPOOIeMbl HeHpPOMapKeTHHIOBUX HcclieoBanuil; mpoeneH SWOT-ananu3 HelpoMapKeTHHTa,
qr0 OymeT crnocoOcTBOBaTh Ooee YETKOMY IIOHHMAHUIO CYIIHOCTH, HPEMMYINECTB M HEIOCTaTKOB HOBOH WHHOBAIIMOHHOM
TEXHOJIOTHH MapKeTHHIA, OLICHKE MEePCIIEeKTUB Pa3BUTUS HEHPOMapKETHHTA B CTpaHe; pa3pabOTaHbI MPEUIOKEHHS 110 JaTbHEHIIeMy
Pa3BUTHIO MAapKETHHTOBOW MH(MOPMALMOHHOW CHCTEMBI MPEANPHUATHS MONOIHEHHWEM €€ IEePBUYHON HMH(pOpMaIyy, MOTydeHHOH B
IpolLecce TNPUMEHEHHUs HEWpPOMapKeTHHra - WHHOBAalMOHHOW TEXHOJOIMM MAapKeTHHra. BbIBOABI: YCTaHOBIEHO, 4TO
HeHpOMapKETHHT SIBJISICTCS HHHOBALMOHHBIM, COBPEMEHHBIM UHCTPYMEHTOM TPaJULIMOHHOTO MapKETHHIa, IEPCIEKTUBHBIM METOZ0OM
MIPOABIKEHUs ToBapa. M3yueHue HelpoMapKeTHHra IOKa3ajo, YTO 3TO HalpaBICHUE Ha CETOJHSIIHMHA JEHb SBISETCS OJHOW W3
TEXHOJOrHH MapKeTuHra OyayIero, ¢pyHKIIMOHAI KOTOPOTO €lie 10 CHX IIOp He 10 KOHLA copMHUpOBaH U HcciaenoBaHsl. OJHAKO
CeroJHs HEHPOMAPKETUHT SBJSIETCSI MOIIHBIM HHHOBAI[MIOHHBIM HHCTPYMEHTOM MAapKeTHHIA, KOTOpBIH 3a 4EeTBEPTh BEKa CBOETO
CYIIECTBOBAHHS CAENAN CYyIIECTBEHHBIN BKJIA( KaK B pa3BUTHE OM3HEC-CTPYKTYp, TaK ¥ B HAYKy TPaJUIIOHHOTO MapKETHHTa.

KniodeBble c10Ba: MapKeTHHIOBasl AEATEIbHOCTh;, HEHPOMApKETHHI; WHHOBAIIMOHHAS TEXHOJIOTHSA; MOTpeduTens; (Gopmyna
HelipoMapKeTHHTa; peaeBaHTHas uHpopmanus; SWOT-ananus.
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