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Abstract. Improving the effectiveness of innovations in consumer behaviour research, including the scientific exploration
of new phenomena influencing buyer choices through marketing stimuli based on objective data from neurobiological
experiments, is gaining considerable importance - particularly in digital environments and with the use of artificial
intelligence technologies. This article aimed to provide a critical analysis of the methodological foundations and potential
applications of neurobiological tools in the practical marketing activities of food industry enterprises. Based on this analysis,
the article offered proposals for improving neuromarketing research projects and enhancing their effectiveness. The study
presented the results of integrated marketing research combining physiological process measurements with consumers’
self-assessed decision-making data during product selection tasks. These tasks were designed to assess consumer perception
and the commercial potential of alternative packaging design concepts for a specific tea brand. An eye-tracking system was
employed, with objectively recorded patterns compared against the results of a participant survey evaluating the packaging
design concepts. The generalised findings indicated that categorical differences enabling effective differentiation of the
unique value propositions of a brand - or, in their absence, price — were more influential in purchasing decisions than
packaging design or informational content. The study identified opportunities for cost reduction and added value in the
outcomes of neurobiological experiments by anticipating traditional pre-testing of hypotheses and draft materials, thereby
improving research design and marketing decisions aimed at consumers. Promising directions for future research were
identified and proposed, aimed at refining the methodology and design of neurobiological experiments in marketing. It
is hoped that the study’s results will support both researchers and practitioners in identifying and realising reserves for
enhancing marketing effectiveness, brand development, and business growth

Keywords: marketing; consumers; purchasing goods; brands; packaging; experiments

Suggest Citation:
Shafalyuk, O., Tashchenko, A., & Shafalyuk, O. (2025). Reserves for enhancing the effectiveness of neuromarketing research into
consumer behaviour in brand development by enterprises. Innovation and Sustainability, 5(1), 8-17. doi: 10.63341/vis/1.2025.08.

‘Corresponding author

@ @ Copyright © The Author(s). This is an open access article distributed under the terms of the
—Bv Creative Commons Attribution License 4.0 (https://creativecommons.org/licenses/by/4.0/)


http://orcid.org/0000-0003-1145-7973
https://orcid.org/0000-0002-6038-7337
https://orcid.org/0009-0001-8012-4454
https://inns.com.ua/en

Introduction

The value of neurobiological research is increasingly rec-
ognised globally, with commissioning budgets consistently
rising and the findings becoming a significant component
in the development of companies’ marketing strategies. The
methodological basis of neuromarketing and related inno-
vative concepts and practices, along with the correctness of
its application in the design and interpretation of experi-
mental results, requires additional attention and scholar-
ly examination. The formation of scientifically unfounded
expectations among clients by specialists regarding the
potential for objective explanations and predictions of irra-
tional consumer behaviour driven by emotions, memories,
etc., as well as breaches of scientific and professional eth-
ics, contradict the requirements of marketing and business
effectiveness and social responsibility. These issues impede
progress and diminish the effectiveness of applied neuro-
physiological research in marketing.

Research data from G. Ahluwalia et al. (2024) demon-
strated the dependence of consumer rationality levels on
subjective information processing characteristics, the influ-
ence of marketing stimuli, and so forth, particularly in the
era of Marketing 6.0. Studies by T.Y. Copaja Arocutipa et
al. (2025) revealed significant shifts in buyer preferences
under the influence of brand names and product pricing
parameters, confirming the results of numerous other ex-
periments. The conclusions of J.L.P. Lépez & C.R. Mon-
roy (2023) argued that only neuromarketing-related brain
activity studies possess the potential for objective explana-
tion and scientific examination of the “hidden psychologi-
cal traps” inherent in consumer decision-making and prod-
uct selection processes. P. Mikalef et al. (2023) underscored
that information crucial for specialists regarding consum-
er purchasing decisions, traditionally acquired through
questionnaires and similar formats of marketing research,
needs to be more effectively supplemented with objective
physiological data, including through tracking buyers’ gaze
during product selection. Their research, based on ad-
vancements in theories of dynamic attention (forecasting
algorithms utilising ensemble machine learning models)
and examining the priority and influence of elements of
product offerings in consumer choice from available alter-
natives, provided valuable insights into critically significant
information signals that are not subjectively consciously
perceived or are ignored by buyers during surveys. It was
argued that the study of physiological data, particularly sac-
cades and other eye movement patterns, can aid in deter-
mining the attractiveness of goods to consumers and the ef-
fectiveness of buyer interactions with various elements and
formats of perceived information. Furthermore, it can help
understand the patterns and assess the dynamics of chang-
es in these characteristics of purchasing decision-making
over time. However, the accurate interpretation and pre-
diction of cognitive process parameters in decision-mak-
ing solely based on eye movements and pupil characteris-
tics in the perception of visual and other stimuli remain
problematic and require additional scientific validation.
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Among the results of research by scholars on neuro-
marketing issues relevant to the subject area of this article,
the conclusions of A.A. Mansor & S. Mohd Isa (2020) are
noteworthy within the discourse contrasting traditional
and contemporary marketing research methods and tech-
nologies. They demonstrated the expediency of a system-
atic re-evaluation of the prerequisites for applying and
the effectiveness of both classic and innovative marketing
methods, taking into account the enhancing and unique
ideas of the latter. The research by J.M. Penrod (2023) on the
development of cognitive neuroscience technologies and
psychological theories of human decision-making since the
latter half of the 20th century also highlighted the priority
of convergence as a trend and explanatory basis for the cur-
rent progress in neuromarketing. ER. Mashrur et al. (2022)
viewed neuromarketing as a domain of innovative synergy
between cognitive neuroscience tools and marketing, which
is significantly influenced by the advancement of artificial
intelligence technologies. This includes the identification
of new phenomenology in consumer perception of stimu-
li and decision-making, necessitating further research and
deep scientific understanding. Based on the conclusions of
L. Alvino et al. (2020), who identified seven neurobiology
tools for studying consumer behaviour to enhance the ef-
fectiveness of advertising, branding, customer experience,
pricing, product development, etc., the integrated use of
iMotions and GRAIL platforms for experiment results is
advisable. Consolidating and systematising researchers’ re-
corded brain activity and other physiological responses on
a common platform will reduce time and costs for exper-
imenters and facilitate the identification of important in-
terconnections between cognitive and emotional reactions
and neurophysiological processes.

The findings of P.B. Puprediwar & T. Tapas (2024)
demonstrated that for the effective development of neuro-
marketing and to enhance its significance for businesses, it
is essential to address current issues concerning ethics and
the high cost of experiments, limitations in participant sam-
ple size, and the reliance on laboratory settings. Further-
more, it is necessary to form effective combinations with
traditional research methods to augment the explanatory
potential of accumulated data. R. Hadi et al. (2023) explored
the prospects of marketing research and the changing land-
scape of socio-economic interactions and consumer behav-
iour with the progression of the Metaverse, highlighting
aspects of responsibility for academics and practitioners
that are traditionally relevant to the domain of experiments
involving human biology and consciousness, and neuro-
marketing. S. Hemker et al. (2021) emphasised in their
conclusions the necessity of fully ensuring ethical stand-
ards in marketing research and consumer data confiden-
tiality, given the increasing scale of offering customisation
and interaction personalisation in marketing. The demand
for corporate social responsibility is growing, becoming a
guarantor of consumer trust and loyalty, and consequently,
the long-term effectiveness of companies. Y.P. Mada (2024)
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underscored the importance of balancing the advantages,
disadvantages, and limitations of neuromarketing, particu-
larly concerning the prevention of consumer manipulation,
which is as critical as issues of research ethics and ensur-
ing the protection of confidential consumer information.
Research by S. Chatterjee et al. (2023) demonstrated that
neuromarketing holds significant potential for enhancing
customer loyalty and improving other marketing outcomes
for firms, thereby increasing their business value. Increas-
ing the effectiveness and popularisation of neuroscience
experiments in marketing will secure the necessary support
from business leaders for further progress.

Identifying promising opportunities for methodolog-
ical improvement and addressing current challenges and
solutions to enhance the effectiveness of neuromarketing
experiments within companies’ brand management sys-
tems requires additional research. The article aimed to
explore the possibilities of increasing the effectiveness of
neuromarketing research in brand promotion and develop-
ment through in-depth pre-testing and marketing audits of
experimentation projects, including reducing ethical con-
flicts related to influencing participants’ physiology.

Materials and Methods

Consumer testing of new packaging design concepts for
various tea products of a specific brand was conducted at
the request of retail companies interested in enhancing the
competitiveness and effectiveness of their private label of-
ferings. This involved employing neuromarketing research
methods and simulating a retail shelf environment. The
research utilised integrated Varjo headsets and software,
which allowed for the demonstration of the retail envi-
ronment to experiment participants with high resolution
(approximately 35 pixels per degree of visual angle / 4K
rendering per eye) and a high level of immersion, as well as
providing accurate eye-tracking data.

The authors, specialists with relevant training and ex-
perience in academic and practical work, and members
of the Ukrainian Marketing Association, were involved
in the preparation and execution of the research project.
The ICC/ESOMAR International Code on Market, Opin-
ion and Social Research and Data Analytics (2016) was
adhered to throughout the research process. Adherence to
this code guarantees that respondents will not be harmed
in any way during their participation in the research pro-
cedures. The specialists were briefed on the marketing in-
formation provided by the retail chains interested in the
experimental data. All procedures stipulated by the project
were conducted on the premises of the Marketing Institute
at Kyiv National Economic University named after Vadym
Hetman and the Agency of Industrial Marketing.

Men and women aged 30-60, with average and be-
low-average incomes, who were regular consumers of in-
expensive classic tea, were recruited to participate in the
testing. The sample size and design stipulated the involve-
ment of 300 participants in the testing and interviews, with
150 participants testing each of the two lines of packaging

concept designs, each consisting of 3 product varieties.
After participants were familiarised with the product dis-
play in the category, they were asked questions evaluating
their purchasing experience, specifically the following:

Q15. Which tea brands did you notice on the shelf?

Q17. Which variants of the Svoia Liniia brand tea do
you recall seeing on the shelf?

Q21. Which type of tea from the shelf did you feel in-
clined to purchase?

Q25. Please rate the packaging design of the Svoia Li-
niia tea variants using a 5-Wpoint scale according to the
following criteria:

Opverall appeal;

Ease of finding the necessary information;
Uniqueness;

Likelihood of purchase.

Q27. To what extent do you agree with the following
statements about the Svoia Liniia tea variants? Please re-
spond using a 5-point scale:

Classic;

A confident choice;

High-quality tea;

A brand I trust for its quality;

Good value for money;

Suitable for family tea time;

Ideal for everyday and any occasion.

To mitigate potential bias and inaccuracy in consumer
responses, and to facilitate better interpretation and ana-
Iytical processing of the research results, subjective evalu-
ations were compared with biosensor data. This approach
reduced the extent to which the quality of retrospectively
obtained information from participants’ responses was de-
pendent on their memory, perception of questions, and the
precision of their verbal formulations.

Tracking eye movements while participants examined
the product display on the shelf provided objective data
regarding consumers’ purchasing experience for subse-
quent quantitative analysis in conjunction with the results
of interviews with the neuromarketing experiment par-
ticipants. The sequence and duration of viewing the prod-
uct arrangement on the shelf, both overall and for specific
items and areas of focus, were taken into account. The use
of other biosensors in the testing was not planned, as there
is a lack of objective evidence supporting the validity of con-
clusions drawn from electroencephalography data regarding
participants’ levels of motivation, engagement, cognitive
processing, and other characteristics important for evaluat-
ing product displays in marketing experiments. Specialists
trust in such conclusions, and the demand for them is low.
The duration of focus and level of attention on a particu-
lar product variant, design concept, or packaging element
can be attributed to their importance or attractiveness in
consumer choice, as well as the difficulty or complexity of
their perception, among other factors. The visibility of dif-
ferent Design Concept variants of the brands products on
the shelf was assessed based on consumers’ spontaneous and
prompted recall. Purchase intent was gauged by consumers’
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stated desire to buy specific product offerings from the
shelf, both without and with price display, respectively.

Detailed evaluation of the designs involved consumers
articulating the strengths and weaknesses they identified
in specific packaging variants, as well as the elements and
concepts overall that appealed to the testing participants.
Consumers elaborated on their evaluations using criteria
such as the difficulty or ease of finding necessary informa-
tion on the packaging, the perceived price-quality ratio, the
uniqueness of its appearance and design solutions, confi-
dence in their choice, and the likelihood of purchasing the
products. Brand image characteristics, based on the sub-
jective perception of the different Design Concept vari-
ants of the brand’s products on the shelf, were evaluated
using criteria related to consumers’” perceived trust in the
brand’s quality, the suitability of the specific brand of tea
for family tea time, and everyday consumption and any
situation. Based on the neuromarketing experiments, the
methodology was reviewed, and the stages and elements of
the research project that could be improved to enhance the
effectiveness of execution, the accuracy of evaluations, and
the quality of conclusions were identified.

Results and Discussion

With the evolution of consumer choice and the increase in
its variability, alongside the simplification of subjectively
acceptable purchasing behaviour algorithms, the propor-
tion and significance of impulse and rapid routine purchas-
es are increasing. Approximately half of the products dis-
played on shelves remain unnoticed by consumers, and the
average time it takes for food items to be placed in a retail
shopper’s basket is 20 seconds (Blyznyuk, 2023). Factors re-
lated to product packaging design account for around 70%
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of all impulse purchases and determine the effectiveness of
marketing communications with target audiences through-
out the cycle of product selection, purchase, and use (Prod-
uct packaging testing..., n.d.). Neuromarketing research
simulating purchasing situations and using biosensors to
record consumer states during purchase decision-making
significantly reduces the risks of decreased effectiveness in
brand development and companies’ marketing activities.
The results of the conducted neuromarketing research
into Ukrainian consumers’ perception of different tea pack-
aging designs (Fig. 1) using iMotions and GRAIL platforms
showed that when brand differentiation based on product
quality and characteristics is limited, design gains influence
in the perception and price expectations regarding compa-
nies’ offerings to target audiences in the market.
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Figure 1. Tea packaging design concepts tested
Source: compiled by the authors

The testing results revealed that consumers did not
differentiate between various product varieties within the
brand’s offerings and did not perceive or understand their
intended uniqueness and value (Fig. 2). Similarly, the brand
umbrella effect did not materialise, as the study found a sig-
nificant difference in the parameters of product perception
under the influence of price.
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Figure 2. Parameters of perception of packaging design concepts on the shelf

Source: developed by the authors
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Preliminary identification of consumer perception/at-
titude parameters towards the brand, which preceded the
detailed testing of design concepts, showed that only about
34% of participants considered purchasing the brand’s
products under variant 1, and 21% for variant 2. After the
experiment, participants viewed the shelves with prices,
60% of them (in the respective group) expressed a desire
to buy products of Design Concept 1 and 45% for Design
Concept 2.

In the researchers’ conclusions, a higher correlation
between price and the brand value demonstrated by pack-
aging design is noted. Although experiments by S. Kaheh et
al. (2021), which investigated the influence of price factors
on choice between competing product offerings, including
well-known brands, also showed that buyers often preferred
to purchase a lower-priced product for a similar item, even
if the participant had previously favoured a well-known
brand option. This is further supported by the results of
testing Design Concepts 1 and 2, which did not reveal op-
portunities for implementing premium pricing effects for
the brand. The relationship between spontaneous brand re-
call and the desire to purchase products from its line at the
proposed prices was also observed and is indicative here. A
scenario contrary to that anticipated for branded goods is
evident in tea selection — an emphasis on the option with
an attractive price, with the final purchase decision being
made based on the acceptability (absence of objections,
rejection, negative experience) of certain brands or char-
acteristics of a specific product variety. Price itself is not
directly a value for consumers, and the excessively applied
dumping pricing in Ukraine contrasts with the develop-
ment of effective long-term relationships with consum-
ers based on strengthening their perceived uniqueness of
brand offerings and increasing target audience loyalty.

The findings presented in this article corroborate the
conclusions of D. Juki¢ (2023), which suggest that brand
success is dependent on both the perceived value of prod-
ucts by consumers and the specific characteristics of well-
known brand identification. Consumer loyalty to brands
is significantly influenced by their emotional engagement
during the process of selecting purchasing options, as well
as the preservation and accurate communication of the
identity of a well-known brand to target audiences. Howev-
er, emotions cannot be reduced to mere knowledge or sim-
ple sensory perception of brand elements; they are linked
to certain subjectively imagined and more complex images
associated with them. It is advisable and recommended for
companies to utilise the potential of neuromarketing re-
search to identify and constructively address elements of
these images in enhancing branding effectiveness. Support-
ing the efficacy of these recommendations and providing
specificity to the methodological emphases of experimen-
tation projects are the conclusions of Z. Xu et al. (2023).
Their research aimed to explain the discrepancies between
the results of physiological response measurements and
surveys (regarding self-assessment of product selection
processes) among experiment participants, as well as the

phenomenon of consumers favouring brands whose indi-
viduality does not align with their personal characteristics.
Their research highlighted the necessity for continued re-
search based on the neuroscience concepts of “emotion/
feeling” and testing the relevance of the “similarity-attrac-
tion” hypothesis when building brand concepts and defin-
ing target marketing audiences.

The conclusions of the study by C. Paladino et al. (2024)
proved useful in shaping the design of the marketing exper-
iments and tests presented in this article. Their study in-
dicated that even valuable and promising neuromarketing
research findings can have limited practical application in
brand management due to methodological issues in con-
ducting experiments and challenges in the accurate and
universal interpretation of conclusions. A significant con-
tributing factor is the frequent use of reverse inference by
researchers, which distorts the interpretation of neuroim-
aging results and other data.

Design Concept 1 was more noticeable and stood out
to consumers during their review of the shelf. The identi-
fication of eye movement trajectories and fixation points
using the iMotions and GRAIL platforms supports the
validity of this assertion. According to self-report data,
50% of experiment participants spontaneously recalled the
brand with Design Concept 1 on the category shelf display,
whereas only 25% of shoppers spontaneously noticed De-
sign Concept 2. In total, 75% of participants unequivocally
noticed the brand’s products on the shelf, while only 51%
of consumers noticed Design Concept 2, which significant-
ly reduces its potential for impulse purchase (Fig. 2). On
the one hand, the aforementioned results of this study col-
lectively support the conclusions of A.S. Koyluoglu (2024)
regarding the “eyes-mind” hypothesis, including concern-
ing changes in consumer perception characteristics in the
world that are difficult to assess and predict without the
application of combined marketing research and analyti-
cal tools. On the other hand, and similarly, they necessitate
acknowledging the problems concerning the relevance of
conclusions about consumer thoughts and attention based
on statistical and graphical analysis of visual patterns and
eye movement sequences or other physiological character-
istics of research participants.

The authors concur with the conclusions of V. Thakur
& A. Shaikh (2024), who asserted that all key tools for find-
ing and justifying solutions in modern marketing (such as
neural networks, fuzzy logic, and genetic algorithms) are
associated with processing large and complex datasets.
These datasets integrate subtle consumer preferences in
the continuous optimisation of marketing strategies with-
in iterative cycles of systemic feedback. In this context, the
conclusions of P. Mikalef et al. (2023) are entirely pertinent
to this experimentation project and others, indicating that
despite the growth in data from scientific and marketing
research, specialists still possess limited awareness regard-
ing the influence of various types and formats of informa-
tion/signals on the buyer’s decision-making process during
product selection. The understanding of which information
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signals are most crucial at different stages of consumer deci-
sion-making remains limited, hindering accurate and effec-
tive predictive generalisations and evaluations. Researchers
often rely on specific aspects of choice and machine learn-
ing algorithms that can provide the necessary accuracy for
experimental success (such as sensory perception and the
structuring of product packaging elements, display layouts,
etc.). It is acknowledged and taken into account, including
in recommendations to companies, that the results of such
studies, with limitations, can be used to optimise param-
eters of marketing interaction with consumers and gain a
better understanding of their choices and experiences. In
research projects, businesses and specialised agencies are
advised to avoid simply testing declarative hypotheses
that are not in doubt. R.N. Khushaba et al. (2013) did not
consider expensive projects monitoring the physiological
processes accompanying consumer product choice, using
commercial EEG devices and eye-tracking systems, to be
effective, as their results indicate the importance of cracker
taste and filling compared to their shape.

Similarly, the results of the research presented in this
article were not limited to merely reconfirming already
known and proven patterns in the organisation of market-
ing stimulus perception and product choice decision-mak-
ing. The projects and conclusions of neurobiological ex-
periments with the noted limitations in effectiveness were
critically evaluated. In virtual reality retail store shopping
experiments, F Saffari et al. (2023) found, through analysis
of electroencephalogram data (frontal asymmetry), a differ-
ence between planned and unplanned purchase decisions,
as well as distinctions between periods of purchase con-
sideration and periods without decision-making. Predict-
ably and quite naturally, but using near-infrared function-
al spectroscopy devices with a brain-computer interface,
S. Bak et al. (2022) detected a higher level of impulse pur-
chasing of goods in online duty-free stores during consum-
ers international trips compared to regular online stores.

Indicative of the limitations in effectiveness, which
companies and specialised agencies are advised to avoid,
are the studies by D. Mendoza Ocasal et al. (2025). These
focused on examining the fragmented and comprehensive
influence of branding elements on purchase decision-mak-
ing. The researchers found an increase in the strength of
influence on brain activity and consumer choice with the
transition from presenting experiment participants with
brand images to photographs of well-known brands fea-
turing a broader representation of their brand concept ele-
ments, as well as promotional videos. It is well-known that
images “work” better in the human consciousness than text,
and video is more effective than images (Spytska, 2024). Re-
searchers need to consider the individual experience of ex-
periment participants (e.g., a pet dog, being bitten by a dog
in childhood, a dog as an allergen - brain activity will differ
significantly when shown the same image, including among
others intended to evoke related associations), consump-
tion situations, and the specifics and positioning of brands
(both subjectively and typically). Synchronised interaction,
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rather than the fragmented operation of brain “areas’, as
well as the influential uniqueness of personal experience
and the emotional colouring of the associations formed
by experiment participants, requires particularly careful
consideration by specialists. This is recommended to be
normatively included in neuromarketing research projects.

A preliminary audit and refinement of the research pro-
ject materials used for testing the proposed design concepts
by the trading companies was not planned, but could have
contributed to more effective results. The clear advantages
of Concept 1 over the other could be distinctly predicted,
considering well-established principles of perception. If the
brand is not a determining factor in choice, as established
above, then the characteristics of the specific product vari-
ant among the alternatives become significant. These char-
acteristics in Concept 1 are highlighted within a particular
colour field, which simplifies their identification. The block
of colour separating the brand name and tea characteris-
tics creates a certain rhythm for consumers’ perception of
the packaging information. Bright collages demonstrat-
ing the specific flavour profiles of the tea create a cohesive
background image in the upper part of the packaging. In
Concept 2, the brand name is poorly identified. This is not
critically important when its perception is undifferentiat-
ed, but it conceals the advantageous pricing of the private
label. Significant characteristics of the product variants
are presented using fonts and inscription colours that are
difficult to read, which disrupts their holistic perception.

Among the advantages of Design Concept 1, testing
participants noted the large and expressive font, which
highlights the name and characteristics of different product
varieties, and the design was perceived as more modern.
37% of participants in the corresponding group spontane-
ously recalled and positively evaluated the presence of the
“Leaf Tea” mark on the packaging of Concept 1. Consum-
ers highlighted its presence as a favourably noticeable pack-
aging element (compared to the “premium grade” mark on
the packaging of the Design Concept 2). Conversely, its ab-
sence on some product packaging variants was noticed by
consumers and noted as a drawback. For both tea packag-
ing design concepts, experiment participants noted a lack
of categorical differences for effective differentiation of the
brand’s product offerings (Fig. 3). This was evident in buy-
ers evaluations at the level of both product characteristics
and the consumption situations for the tested brand of tea.

The integrated and critical drawback of Design Con-
cept 2 identified by consumers was its unmodern/outdat-
ed, stereotypical design. The black tea packaging variant
received particularly negative evaluations, being perceived
as non-unique and inexpressive (Fig. 4). A necessary
prerequisite for high brand value is the uniqueness of its
offerings. This includes moving beyond stereotypical as-
sociations linked to the product category or dominant
brands within it, such as “harmony with oneself and the
world”, “peace and tranquillity” for tea. Securing a brand’s
own positioning “territory” that does not conflict with the
millennium-old history of tea drinking but progressively

Innovation and Sustainability, 2025, Vol. 5, No. 1 13
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develops it through marketing concepts and design solu-
tions is a complex task requiring non-trivial creative ap-
proaches. Among other points, and in full agreement here,
it is advisable for companies and specialised agencies to
consider the results of neurobiological studies using meth-
ods such as those by A. Fici et al. (2024). Their article
demonstrated differing levels of cognitive and emotional

engagement in consumer behaviour across competing re-
tail platforms, impacting customer experience outcomes
and business effectiveness. Accordingly, investment in
developing retail platforms of a specific format should be
preceded by their careful design and optimisation based
on research into users’ cognitive and emotional responses
and their customer experience.
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Figure 3. Brand image characteristics of tea packaging design concepts
Source: developed by the authors
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Figure 4. Evaluations of tea packaging during the purchase decision-making process

Source: developed by the authors

In applying the concept of neuromarketing, business-
es and specialised research agencies unequivocally require
specialists to possess a deep understanding of the patterns
and characteristics of consumer perception of all position-
ing elements within a product category, as well as the de-
velopment of its cultural codes, to achieve effective differ-
entiation of marketing offerings. The latter allows for the
innovative supplementation of stereotypical associations,
for instance, by utilising the elements and harmonies of
contradictions prevalent in popular Eastern philosophy
and culture, including the calming or invigorating effects
of tea consumption, as well as derivative traditions/ritu-
als and local norms/images (“English breakfast” (British,

»

aristocratic style), “warm atmosphere”, “alpine freshness”,
healthy/ecological/organic products, etc.). In this con-
text, the packaging’s design message becomes the brand
concept’s calling card, forming the basis for developing
characteristics crucial for the successful development and
effective promotion of brands: uniqueness, positive image,
recognition/awareness, and so forth. This study highlights
important methodological issues and solutions that define
the potential for increasing the effectiveness of neuro-
marketing research in brand development for companies.
It also testifies to the potential for further investigation,
accumulation, and systematisation of harmonised objec-
tive data regarding consumers’ cognitive, emotional, and
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behavioural responses. The horizons and possibilities of
these studies are significantly expanded with the intensi-
fication of the development and influence of neural net-
works, the digital environment, and the use of new genera-
tions of biosensors in scientific and practical experiments.

Conclusions

The results of the study made it possible to achieve the stat-
ed aim of identifying ways to enhance the effectiveness and
ethical standards of neuromarketing experiments in order
to support the profitability and development of compa-
nies’ marketing activities and brands. The generalisations
and conclusions in the article demonstrate that utilising
neurobiological methods and tools in marketing research
enhances the understanding of consumers’ cognitive and
emotional responses during purchase decision-making
processes. However, it was established that the results of
neuromarketing experiments and the elements of spe-
cialised methodology require significant rethinking and
systematisation. The reasons for product choice and the
processes of purchase decision-making are often not fully
consciously perceived by consumers, being determined by
a complex spectrum of sensations, socio-psychological atti-
tudes and stereotypes, emotions, etc., the influence of which
is challenging to identify and assess solely through self-re-
ports and interviews with experiment participants. Based
on a critical evaluation of available scientific findings, in-
cluding their practical application, it was revealed that the
application of neuroscience methods and tools can provide
a more objective measurement of a wide range of consum-
er reactions when observing their purchasing behaviour.
Following the identification of reserves and the formula-
tion of recommendations for businesses and specialised
agencies, it is noted that neuromarketing methodology
requires systemic improvements and correct implemen-
tation in research practice. Furthermore, traditional mar-
keting knowledge can be effectively applied to account for
the vectors of influence on buyer reactions stemming from
situational and object-of-choice specificities, the impact of
customer experience patterns and attitudes, and so forth.
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Drawing upon the experience of processing the per-
ception of branded product offerings in food and bever-
age displays in scientific and practical research, this pub-
lication proposes effective approaches and case studies for
integrating traditional and neurophysiological research
tools, refining specific stages of experimental work, and
evaluating the correlation/significance of components, in-
cluding the direct parameters of choice variant perception,
consumption experience, and brand concept influence
factors, as well as the possibilities and challenges of their
harmonisation - all of which are useful for enhancing the
marketing effectiveness of businesses. The results demon-
strate that the level of consumer differentiation between
various product varieties within brand lines, as well as the
perception/understanding of their unique value as intend-
ed by companies, can and should be effectively identified
through pre-tests on a minimal sample, with subsequent
adjustments to research projects. This will significantly
increase the cost-effectiveness of neuromarketing experi-
ments. It is shown that using iMotions technological solu-
tions in neuromarketing research allows for strengthening
their evidence base, systematising integrated measure-
ment results from different researchers, regardless of their
experimental hardware, and optimising research projects
to improve their economic efficiency. Continued experi-
ments using a new generation of hardware that allows for
the recording of emotional responses and their changes, in
parallel with monitoring buyers’ eye movements, as well
as for studying consumer behaviour patterns in the digital
environment, are of interest for future research in the field
of food neuromarketing.
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AHoTauifa. IligBuiieHHa eeKTUBHOCTI iHHOBaLil y cdepi MapKeTUHIOBUX HOCTIIKEHb IOBENIiHKU CIO>XMUBAYiB,
HayKOBe OIIpal[loBaHH: HOBVX (peHOMEHIB BIUIVBY Ha BUOip IIOKYIIiB MapKeTHHIOBYIX CTYIMYJIiB Ha OCHOBI 00 €KTMBHMX
IaHVX HelIpoOiolIOriYHMX eKCIIepYIMEHTIB, a TAKOX Y IU(PPOBOMY CepefjOBUIL Ta 3 BUKOPUCTAHHAM TeXHOJIOTil IITY4HOTO
iHTenexTy, HabyBalOTb BEIMKOI aKTya/JIbHOCTi. MeTolo 1i€l cTaTTi OyB KPUTUYHMII aHa/Ti3 METOJOIOTIYHUX HepefyMOB
Ta HEepCIeKTUB 3aCTOCYBaHHA iHCTPYMeHTIB Helipo6ionorii y ImpaKTW4Hil MapKeTMHIOBiil Jis/IbHOCTI MifIpUEMCTB
Xap4oBoi iHAyCcTpil, a TaKo>X GOpMYBaHHA Ha Liill OCHOBI IIPOIIO3NIiN IIOA0 YAOCKOHATEHHA HOCTITHUIIBKIX IIPOEKTIB
HellpOMapKeTVHTY, IIi/iBUIeHHA IXHbOI epeKTUBHOCTI. ¥ CTaTTi IIpefiCTaB/IeHO Pe3y/IbTaTH iHTerPOBAaHNUX MapPKeTHHIOBJX
TIOCTiI>KeHb q)iSiOIIOI‘i‘-IHI/IX TIPOLIECIB i TAaHMX CAaMOOLIIHIOBAaHHA NPUIHATTA pillleHb CIIO)KMBAYiB, 32 BUKOHAHHA HUMN
3aBJlaHb BMOOPY TOBapiB, po3pOONIeHUX [IA OLIHIOBAaHHA CHPUIHATTA i KOMEPLIHUX NepCIeKTUB albTepPHATUBHMX
BapiaHTiB M3aliH-KOHIIEMIill YIIaKOBKM Yal0 KOHKPeTHOro 6peHny. Bylo BUKOpUCTaHO CHCTeMy BifCTeXXYBaHHA PYXy
3iHNIIb OYeil, BUABJIEHI Ha OCHOBI 00’ €KTMBHUX JaHVX IIaTePHM CIIBCTAaB/LAINCA 3 pe3y/IbTaTaMl OIUTYBaHHA yYaCHUKIB
TeCTYBaHHA [AM3aliH-KOHIIEMIill YIIaKOBKM. Y3araJbHEHHsA pPe3yNbTaTiB MOCIPKEeHb ITOKas3any, IO KaTeropiajibHi
BigMmiHHOCTI 1A edpexTuBHOI AudepeHmianil MIHHOCTI YHIKa/JIbHUX TOBapHMX IIPOIIOHYBaHb OpeH.y, a 3a iX Opaky,
niny, 6y BaxmBimyMy ¢paKTOpaMy BIUIMBY Ha 3aKYIIiBe/IbHI pillleHHA, HDK YMHHMKY AU3aliHy Ta iHPOpMaTUBHOCTI
YIIaKOBKM. BCTaHOBIEHO MOXMUIMBOCTI €KOHOMIl BMUTpAT Ta HiABUINEHHS LIHHOCTI pesyabraTiB Hellpo6ionorivHmx
eKCIIePVMMEHTIB LIUIAXOM Iepefi0aueHHA TPaMLiIHOIO IpeTecTy rimores i po6odux MaTepiamiB g yEOCKOHa/ICHHA
IPOEKTY JOCIIPKeHb i MapKeTMHIOBUX pillleHb JyiA cHoXuBayiB. OOIPYHTOBaHO i 3allpONOHOBAHO IEPCIEKTVBHI
JUIS TIOfA/IPIIMX MOCTIPKEHDb HAIIPAMKM YJOCKOHA/IEHHA METOHO/IONII i IIPOEKTIB Heﬂpo6ionoriqﬁmx €KCIIEPUMEHTIB y
MapKeTHHTy. ABTOpY ImyOtiKanii CliofiBaloThCs, WO pe3y/IbTaTy FOCTIKEHHS JOIIOMOXXYTh HaYKOBLAM i IIpaKTUKaM y
BUABJICHHI Ta peasisanii pesepBiB mijBuILeHHA e(eKTUBHOCTI MapKeTHHTY, PO3BUTKY OpeHpiB i 6i3Hecy

KAIOHOBi CAOBQ: MapKeTHHT; IOKYIILL; KYIIB/Is TOBApPiB; TOPriBeIbHI MapK1; YIIAKOBKa; eKCIIEPUMEHTI
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