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1 INTRODUCTION

As the market expands and the competition for goods, products and services increases.

Due to a large number of choices, consumers have become avoidant and fickle in their choices.
Neuromarketing using neurophysiological tools that can monitor physiological signals of
consumer behavior can help to promote the growth of commercial goals in such circumstances.
According to Banerjee (2019), the foundation of neuromarketing can be traced back to the 1957
book “The Hidden Persuaders” (Vance Packard). Packard explored how advertising agencies
employed psychological methods to tap into consumers' subconscious desires, persuading them
to purchase the products being promoted (Packard, 1957)*.
Later, in 1984, David W. Stewart's “Physiological Measurement of advertising effect: an
unfulfilled promise” emphasized that physiological measures could reveal individuals'
authentic reactions to marketing information. This marked the beginning of ongoing
investigation and advancements in the field of neuromarketing?.

The term “neuromarketing” itself was first coined by Ale Smidts, a professor at the
University of Erasmus in Rotterdam. It referred to the application of neuroimaging techniques
in market research (Smidts, 2002)3. In the late 1990s, Harvard professor Gerald Zaltman
developed the Zaltman Metaphor Elicitation Technique (ZMET), a groundbreaking research
method that combined neuroscience, psychology, and marketing (Zaltman, 2003). ZMET
aimed to uncover consumers' deep-seated, subconscious thoughts and emotions by analyzing
their visual and verbal metaphors®. This innovative approach laid the groundwork for future
neuromarketing techniques (Goyal et al., 2021). Professor Gerald Zaltman emphasized that
purchasing decisions are often motivated by human emotions that they place on a particular

product rather than solely brand preferences or prices®.

L From book “The hidden persuaders” (1% ed., p.29) by Vance Packard, 2017

2 From “Physiological measurement of advertising effects” by Wiley Online Library, 1984
(https://doi.org/10.29173/eureka7786)

3 From “Neuromarketing: the next step in market research?” by Christopher R Madan, 2010
(https://doi.org/10.29173/eureka7786)

4 From book “Using the Zaltman Metaphor Elicitation Technique to understand brand images” (vol. 21, p.
501-507) by Robin Higie Coulter and Gerald Zaltman

® From “The Subconscious Mind of the Consumer”” (And How To Reach It)” by Manda Mahoney, 2003
(https://hbswk.hbs.edu/item/the-subconscious-mind-of-the-consumer-and-how-to-reach-it)

3
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The investigation will be carried out using the practice of Magnum, Small and Galmart
supermarkets since this chain is considered the largest FMCG chain in Kazakhstan.
Neuromarketing can help FMCG companies create more engaging and persuasive marketing
campaigns by understanding the emotional and cognitive factors that drive consumer behavior,
to create more targeted and personalized marketing campaigns, addressing individual
consumer preferences and needs.

By understanding how consumers perceive and respond to different product attributes, FMCG
companies can develop products that better cater to consumer preferences, ultimately driving
sales and market share and to optimize in-store marketing efforts, such as product placement,

shelf positioning, and point-of-sale displays, to maximize consumer engagement and sales.

1.3 Research Objectives and Questions

The purpose of the study: To determine the impact of neuromarketing on sales of
FMCG sector in supermarkets.

Research objectives:

1. Estimate the theoretical foundations of neuromarketing and its application in
the retail industry.

2. Identify the most effective neuromarketing techniques used to increase sales of
everyday products in supermarkets.

3. Develop a questionnaire to determine the impact of neuromarketing techniques
on the behavior of buyers in supermarkets.

4. Process and analyze the obtained data in order to determine the degree of
influence of color, sound and smell on the sale of everyday products in supermarkets.

5. Formulate recommendations for supermarkets on the use of neuromarketing

techniques in order to increase sales of everyday products.

The research questions are as follows:

1. How well-suited are neuromarketing approaches to the study and forecasting of
FMCG consumer preferences and behavior?

2. How do the main socioeconomic, cultural, and political influences on consumer

responses to neuromarketing stimuli in the FMCG industry vary from those in other markets?
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3. What ethical considerations should be taken into account when implementing
neuromarketing techniques in the FMCG sector in Kazakhstan, and what challenges might
companies face in the process?

4. How can fast Moving Consumer Goods companies in Kazakhstan use the results of
neuromarketing research to inform their marketing plans, product development procedures, and
competitive advantage?

5. In comparison to conventional marketing techniques, how much is the success of
FMCG items in the Kazakhstani market influenced by neuromarketing strategies?

6. How do consumers in Kazakhstan perceive the use of neuromarketing
techniques in the FMCG sector, and does this perception affect their purchasing decisions and

brand loyalty?

1.4 Purpose of the research

The authors aim to explore the current status of neuromarketing in the FMCG sector.
To investigate its impact, to identify the level of development and application. Comparison
with traditional marketing methods will reveal its weaknesses and strengths. Study the
underlying psychological and physiological factors that influence consumer behavior and
decision making in the context of the FMCG sector. Advices and recommendations will be
presented that marketing companies should consider. They will be in a better position to

comprehend their target market and enhance their marketing initiatives.

1.5 Hypothesis

This research will be based on several hypotheses.
Hypothesis 1: Not all companies have adopted neuromarketing in their business.
Hypothesis 2: Only leaders and large companies use neuromarketing.

Hypothesis 3: Neuromarketing in sector FMCG has a positive impact on sales.

Explanation the concept of neuromarketing is given in literature review. Section 3
describes the methodology of the research. Section 4 presents the major findings of the research

conducted. Finally, Section 5 provides a conclusion.
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2 LITERATURE REVIEW

2.1 Theoretical Background of Neuromarketing
2.1.1 Definition and Evolution of Neuromarketing

Neuromarketing, a relatively recent concept (emerging primarily in 2002), has been

rapidly gaining traction among marketers. This marketing technique utilizes brain activity
measurements to help researchers and scientists enhance their predictions of consumer
behaviour and gain an unparalleled understanding of brain function.
Neuromarketing is a science formed at the intersection of marketing and neuroscience. In other
words, it uses neuroscientific techniques, specifically those related to cognitive research, in the
context of marketing (Robaina-Calderin and Martin-Santana, 2022)°. The goal of this
discipline is to create a robust neuropsychological framework that helps explain consumer
behaviour by integrating neuroscientific approaches, behavioural theories, and experimental
models recognized in consumer psychology (Plassmann et al., 2012)’. Furthermore,
neuromarketing expands our comprehension of consumer responses to marketing stimuli by
examining brain processes (Bakardjieva and Kimmel, 2017)8. This unique blend of
neuroscience, psychology, and marketing contributes to the field's multidisciplinary nature
(Royo-Vela and Varga, 2022)°.

As neuroscience progresses and its applications extend to marketing and advertising,
marketers are increasingly utilizing various neuromarketing tools. Although it's infeasible to
investigate every tool, this paper seeks to examine a selection of them, particularly in relation
to Fast Moving Consumer Goods (FMCG), with real-world examples. Successful brands often
employ “multisensory stimulation,” leveraging smell, taste, and visual elements to captivate
consumers. Interestingly, incongruities between these sensory cues can occasionally enhance

a brand's appeal to consumers (Anbazhagan, 2020).

® From “4 review of research on neuromarketing using content analysis: key approaches and new avenues” by

Robaina-Calderin and Martin-Santana, 2022 (10.1007/s11571-021-09693-y)

From “Consumer neuroscience: Revealing meaningful relationships between brain and consumer behavior” by

Hilke Plassmann and Uma R Karmarkar, 2012 (10.1017/CB09781107706552.006)

8 From “Neuromarketing research practices: Attitudes, ethics, and behavioral intentions” by Bakardjieva, E., &
Kimmel, A. J., 2017 (https://doi.org/10.1080/10508422.2016.1162719)

° From “Unveiling Neuromarketing and Its Research Methodology” by Royo-Vela and Varga, 2022
(https://doi.org/10.3390/encyclopedia2020051)


https://doi.org/10.1080/10508422.2016.1162719
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In 2003, Read Montague, a professor of neurology at Baylor College of Medicine,
conducted pioneering research in neuromarketing that significantly contributed to the field. His
study, commonly referred to as the “Pepsi vs. Coke” experiment, sought to understand the

neural basis of brand preference and decision-making in consumers (Montague, 2006).

2.1.2 Primary and Secondary data
Primary data

Primary data is information that a researcher gathers from first-hand sources. A
primary source is acquired initially from original source. It isn't affected by the opinions or
judgments of others. Primary data are collected through: autobiographies, experiments,
diaries, movies and interviews. In this research authors conducted several in-depth
interviews, surveys, using it as a primary data collection method.

Secondary data

Secondary data refers to any dataset gathered by someone, and it involves using
already existing data. Secondary data includes: essays, journals, reviews. Information

obtained from studies, or tests carried out by other persons or for other study.

2.1.3 The multidisciplinary nature of neuromarketing

The term “neuromarketing” combines the concepts of “neurobiology” and “marketing”.
Smidts believes that neuromarketing allows one “to better understand the consumer and his
reaction to marketing stimuli by directly measuring the processes in the brain” and to increase
the “effectiveness of marketing methods by studying the reaction of the brain”.
Neuromarketing determines the consumer's attitude to the product at the subconscious level,
before he realizes his preferences, and suggests methods of influencing buyers.

2.1.4 Key neuromarketing techniques and methods (e.g., eye-tracking, facial coding,

EEG)

Marketers may enhance their plans by utilizing these approaches to generate more
successful commercials, product designs, and overall marketing experiences that resonate with

customers. (Table 1).
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According to Zaltman, the use of neuromarketing technologies in entrepreneurial
activity involves 4 stages (Zaltman, 2003)*.
The entrepreneur formulates the task - the search for the target audience, the study of the brand's
position in the market, and others. In the second stage, the neuromarketing company gives
advertising agencies a description of the target audience and selects potential consumers for
special research. In the third stage, the investigated consumers are invited to a specially
equipped laboratory for research using special, high-precision equipment. With the help of
devices, neurophysiological changes are recorded in terms of parameters in the human body:
- eye trackers register changes in eye movement and track the coordinates of the point of view
(exactly the area where the consumer is looking) to study the interest and attention of the
participants in the experiment,
- a special high-resolution camera helps to collect micro mimic data to accurately determine
emotions (fear, surprise, irritation, joy, and others),
- the polygraph is used to record heartbeat, respiration, and cardiovascular rhythm indicators
and to assess the physical and emotional involvement of exam participants (buyers in the
future),
- an electroencephalograph is used to record the bioelectrical activity of the brain.

The fourth stage includes formulating a final conclusion on consumer decision and preferences.

Table 1 Key neuromarketing techniques

Technique Description

A neuroimaging technique that measures
brain activity by detecting changes in blood
flow. It's used to identify the brain areas
fMRI (Functional Magnetic Resonance | activated during exposure to specific
Imaging) marketing stimuli.

A technique that records electrical activity in
the brain using electrodes placed on the
scalp. It measures the brain reactions to
marketing stimuli in real time and provides
information on attention, engagement, and
EEG (Electroencephalography) emotional responses.

A method that monitors and records eye
movements and gaze patterns. It's used to
assess Vvisual attention, revealing which
elements of an advertisement, website, or
Eye Tracking packaging design draw the most attention.

10 From “How Consumers Think : Essential Insights into the Mind of the Market” by Gerald Zaltman, 2003
(https://www.researchgate.net/publication/31737863_How_Consumers_Think_Essential_Insights_into_the_Min
d_of the Market_G_Zaltman)
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A technique that analyzes facial expressions
to assess emotional responses to marketing
stimuli. It's used to determine if the intended
emotional impact is achieved and to identify
Facial Coding areas for improvement.

A method that measures changes in skin
conductance due to sweat gland activity,
reflecting emotional arousal. It's used to
assess the intensity of emotional responses to
GSR (Galvanic Skin Response) marketing stimuli.

A set of techniques that measure
physiological responses such as heart rate,
blood pressure, and respiration rate. These
measurements help to understand the
emotional and cognitive responses to
Biometrics marketing stimuli.

A psychological test that measures the
strength of subconscious associations
between concepts, revealing implicit biases
and preferences. It's used to explore the
unconscious associations between brands,
Implicit Association Test (IAT) products, and consumer emotions.

Source: (Gill and Singh, 2013)

The influence of sensory systems through specific marketing tools allows companies to
affect consumers and develop a form of “conditioned reflex”. This idea was first proposed and
implemented by Martin Lindstrom . Five primary areas of influence are identified: color —
affecting the visual system, sound — impacting auditory analyzers, scent — influencing olfactory
processes, and tactile and taste sensations, which require specific actions from the buyer.
Lindstrom believes that the proper use of sensory marketing tools can increase sales volumes.
Some research findings are presented below (Table 2), illustrating the effects of these sensory

marketing techniques.

Table 2 The effects of sensory marketing techniques

Condition for tool effectiveness Percentage increase in willingness

Purchase accompanied by pleasant sounds 65%

Pleasant taste of the product 23%
Pleasant scent 40%
Product is pleasant to touch 26%
Product is visually appealing 46%

Source: (Krishna, 2011)
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Music and sounds play an important role in neuromarketing. Marketers use music to
create a certain atmosphere in stores or in commercials. Music can influence mood, shopping
speed, and brand perception. Audible cues, such as clicks, calls, or voices, can also be
associated with certain products or services, evoking emotion and stimulating the desire to buy.
According to Julia Dmitriyeva, business consultant and specialist in marketing, analytics,
strategies from Astana, some cafes use the “cut track” effect. The last 3/5/10 seconds of each
tune are cut off.

This effect creates the need to terminate the process. Artificial slip, incompleteness that needs
to be addressed. This approach is deliberately applied during peak hours in order to increase
the number of landings. Visitors do not want to linger and cannot relax, and therefore quickly
leave. Despite the questionable ethics, we recognize the effectiveness of this method.

For a beauty salon, SPA, or retail store, this approach can be devastating. Clients leave without
experiencing a sense of satisfaction and relaxation, and intuitively begin to look for
alternatives.

If long-term and relaxed contact with customers is important for a business, then musical
compositions should smoothly transition into each other. If the goal is to emphasize a short
contact, such as a quick and efficient tire change, it is necessary to create noticeable breaks (1-
3 seconds) between tracks or a strong contrast in dynamic recordings.

If there are harsh, unpleasant sounds in the space, such as a phone ringing or app alerts, be sure
that in the limited space of an office or store, they are at least distracting, and in the worst case,
they can lead to a deal breaker. After several such sudden calls, the visitor loses the thread of
communication, he is distracted, and he leaves or makes a purchase, but already with irritation.
Since this irritation is more emotional than rational, it is problematic to correct the
misunderstanding that has arisen.

Tactile perceptions are related to the perception of textures, temperatures and shapes of
products or services. Using tactile perception marketers can create emotional context and
atmosphere for consumers. For example, the use of soft fabrics or warm materials can evoke a
sense of comfort and security, which in turn influences the purchase decision.

It is essential to examine the store environment while keeping sensory experiences in mind.
Removing materials that are clingy, scratchy, or unpleasant can potentially improve sales.
Conducting an experiment by placing such materials in the background for a week may provide
valuable insights into customer reactions.

Paying attention to details, such as using memorable materials in packaging, delivery,

take-out services, or business cards, can add an emotional dimension to the purchasing

10
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experience. As one-third of customers rely on touch when making choices, it is crucial to cater
to their preferences and provide a variety of tactile experiences.
The presence of roughness and texture, even when not immediately visible, can influence
customers' perception. Surfaces that are too smooth or have protrusions can reduce the number
of interactions. Glossy finishes should be carefully considered and complemented with other
elements to create a balanced and appealing environment.
Visual perception is one of the most important channels for influencing consumers. Marketers
use colors, designs, images, and other visual elements to grab attention, create associations,
and influence consumer emotions. Visual content can evoke strong emotional responses, which
in turn can influence (Bafios-Gonzalez et al., 2020)*.

Julia Dmitriyeva:

“...If you need to focus the audience on a more respectable one and exclude low- and
middle-income people from visiting the office/shop, just put a wide, light-colored carpet
with a large pile in front of the entrance.

If you need a “middle class” too, put a thin, gaudy carpet in dark colors.

If your flow of "budget” buyers is lower than desired, pay attention to how the entrance
is designed. Even a standard carpet path, or white tiles, or even a light-colored parquet
board, limit the first step of these people. It is physically difficult for them to step on and
enter, and when they enter, they want to escape as quickly as possible.

Why?

- You can’t walk on carpets in shoes.

- My dirty shoes will leave marks on their clean floors.

Attitudes, limitations, basic guilt. And you don’t care where this nuance comes from, just
use it correctly in your business.

The lighter the color and the higher the pile, the more respectable are the people who
allow themselves to step on it without hesitation.

If your space is carpeted, literally and figuratively, there can be no talk of any mass flow
of people.

If this "carpet” cannot be ruled out, create something to lift the buyer's eye from the floor
to the ceiling or the top of the wall. I look at the top - 7 go in easily”

Naturally, a skilled architectural designer is crucial for creating the desired ambiance in
a space, while the marketer's role is to identify the problem to be addressed and determine the

specific goals of the lighting solution. Some potential marketing objectives may include:

1. Directing focus towards specific areas to increase attention and sales of products
2. Encouraging customers to spend more time in the space, leading to higher
spending

Y From “Evaluation of Emotional Responses to Television Advertising through Neuromarketing Evaluacion de
las respuestas emocionales a la publicidad televisiva desde el Neuromarketing” by Bafios-Gonzalez and
Antonio Baraybar Fernandez, 2020 (10.3916/C52-2017-02)

11
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3. Reducing visit duration to increase overall foot traffic
4. Adjusting the emotional state of customers to enhance sales performance or
comprehension of information

Possible lighting solutions for a retail environment may involve:

— Employing double lighting to accentuate clearance areas or essential products,

ensuring that these zones have brighter illumination

— Avoiding overemphasis on secondary products to prevent a decrease in overall
sales

— Creating a sense of muted intimacy, which can be effective in alcohol boutiques,

cafes, and restaurants, allowing customers to lose track of time and relax

— Utilizing bright daylight in fast-food zones or dining areas to encourage quick
visits and turnover

If the ceiling design does not align with the business objectives, alternative solutions
can be considered. For instance, if the goal is to create a sense of smaller space for visitors,
placing lamps closer to the floor rather than the ceiling can achieve the desired effect by
dimming the upper part of the room.
As Anghel (2019) claims, marketers actively use the results of NLP, in particular, it is possible
to single out some psychological techniques by which scientists influence consumers.
Neuro-Linguistic Programming (NLP) is a set of techniques that aim to understand and change
human behavior patterns by focusing on the connection between language, cognition, and
behavior. Some NLP techniques used in neuromarketing include:

1. Anchoring: Associating specific stimuli

2. Rapport building: employing empathy language, matching tone and tempo of
speech, and mimicking body language to build trust and understanding between the marketer
and the customer.

3. Reframing: Changing the way a situation or product is perceived by presenting
it in a different context, which can lead to a shift in the consumer’s attitude or beliefs.

4. Pacing and leading: Gaining the consumer's trust by matching their thoughts
and emotions (pacing), and then gradually introducing new ideas or suggestions (leading).

5. The use of metaphors: Utilizing metaphors or storytelling to communicate
complex ideas or emotions more effectively.

6. Embedded commands: Incorporating subtle suggestions or commands within a

conversation, which can influence the consumer’s behavior or decision-making process.

12
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7. Swish pattern: A technique for replacing an unwanted behavior or emotional
response with a more desirable one.

8. Visualization: Encouraging the consumer to imagine a positive outcome or
experience related to the product or service, which can create an emotional connection and

increase the likelihood of purchase.

2.2 Neuromarketing in the FMCG Sector
2.2.1 Application of neuromarketing techniques in FMCG product development and

Marketing

In the fast-moving consumer goods (FMCG) industry, establishing brand awareness is
a critical aspect of successful marketing execution. Although numerous strategies aim to
enhance brand awareness, comprehending consumer brand preferences can be challenging due
to their fluctuating opinions. Marketers must identify the factors that influence consumers to
favor a specific product in a given situation. Since these factors are not static, organizations
must consistently adapt to comprehend consumers' shifting preferences. A tool that
continuously assesses customer preferences towards brands is greatly needed. Often, consumer
preferences are driven by indirect, unseen forces, commonly referred to as the subconscious
mind. This complexity necessitates the application of neuromarketing in the FMCG sector
(Thangaraja, 2015)*2,

Studying consumer orientation in a store helps to determine how they locate specific
products and whether they can find them easily. Various tools, such as banners, signs, end-of-
aisle displays, and branded blocks, can guide shoppers to the items they need. For instance,
research has revealed that additional displays placed on the right side tend to attract the most
attention from customers. Examining consumer orientation on shelves helps to determine the
time they spend locating desired products and how long they take to make a choice. Research
shows that if shoppers struggle to find what they need on the shelf, the likelihood of them
making a purchase significantly decreases.

Heatmaps of shelves can reveal which elements on a shelf grab the most attention from
consumers. As a result of such studies, some Russian brands had to change not only their shelf
placement strategies but also their packaging design. By implementing recommendations
provided by neuromarketing experts, spontaneous purchases of those brands' products

increased.

12 Prom journal “Fast Moving Consumer Goods distributors’ source of information and marketing intelligence
system on customer feedback”(vol. 2, issue 1) by Thangaraja. A, 2022

13



Application of neuromarketing techniques in FMCG industry

Investigating consumer attention to point-of-sale (POS) materials helps to determine if
in-store advertising is within the shoppers' line of sight, whether they focus their attention on
it, and which elements of the advertising material are most appealing to them. By understanding
which types of offers and discounts are most appealing to customers, retailers can create more
targeted and engaging promotional campaigns that drive sales and customer loyalty. Another
area of interest is the impact of store layout and product placement on consumer behavior.
Neuromarketing can help identify the most effective layouts and product arrangements that
encourage exploration and increase the chances of consumers discovering and purchasing new

items.

Main neuromarketing tricks used in supermarkets

Considering in more detail the similarities in the use of neuromarketing tools, we can
highlight the most obvious:

1) Non-food essentials are located at the end

Supermarkets place these products at the back of the store so that shoppers who come
for bread and essentials go through other departments of the store and buy those goods that
they would not notice if they were located at the beginning. However, the smell of freshly
baked bread is felt even when entering the store, which affects the olfactory receptors and
increases salivation.

2) Arrangement of fruits and vegetables at the entrance

Supermarkets have a department with vegetables and fruits at the entrance to the
supermarket, i.e., at the beginning of the shopping area.

3) Calm music and energetic music in the background

When a customer enters a store and hears soothing music, he feels that he has nowhere
to rush in this place, and the cycle of hectic everyday life has remained outside the supermarket.
In addition, the buyer will be inclined to take a closer look at the goods, which in the end may
push the purchase. Also, both supermarkets are changing the playlist to a more energetic one
during high-demand hours and before the supermarket closes: firstly, so that customers can
shop faster; secondly, to give employees an incentive to serve customers more efficiently

4) The system of rewards and incentives

Supermarkets have most of the sweets at the end of the sales area and at the checkout.
The reason: when going to the store, the buyer, after going around all the departments, gets

tired and subconsciously wants to reward himself when he leaves, when the shopping is over.

14
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The fact that these goods are cheap, very tasty, usually in bright packaging and stimulate the
release of dopamine pushes visitors to spontaneous purchase as a sign of encouragement for a
perfect purchase.

5) Updating and changing the interior of supermarkets

Every few years, supermarkets carry out renovation work, updating the interior design
of the location of the departments of the store. The reason is to push customers to the realization
that a particular supermarket is a new, fresh store that they want to go shopping more often.
Moreover, often people are curious and therefore they go to the updated store to look at the
arrangement and find out what has changed. Considering that in a familiar setting, shoppers
often go straight for the product they came for and are oblivious to other products and the
mental tricks the store plays on us as visitors, this move is likely to drive up sales.

6) Product layout level

Supermarkets position products in such a way as to most effectively influence various
members of the target audience, thereby increasing the likelihood of an emotional purchase.
Products to be sold are often placed at eye level. Basic goods and essential products are placed
on the upper or lower shelves, so that the buyer, in search of the desired item, pays attention to
neighboring goods.

7) Influence through colors and numbers

Supermarkets influence the visual organs of customers through the psychology of color
perception (in the interior, on the logo) and numbers. Different colors and their combinations
in a certain way affect the emotions, mood and consciousness of a person. In turn, setting a
price ending in 9 is an effective method, as this creates a sense of urgency to buy, and also
encourages the buyer to unconsciously underestimate the price, thinking about the benefit.

8) Free antiseptics and magazines at the entrance

At the entrance to supermarkets, visitors are offered to disinfect their hands for free and
use disposable gloves. It is also possible to borrow magazines informing about the latest news
and great offers from the supermarket with recipes. This approach allows the buyer to feel
surrounded by care and attention, which enhances the sense of obligation to pay for a free
service.

9) Location of cheap products in line with expensive ones

In both retail chains, high-end items are lined up with low-price or discounted items.
Reason: a person will unconsciously pay attention not only to products marked with catchy red

or yellow price tags but also too expensive and exclusive products nearby. As a rule, people

15
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are suspicious of expensive products in supermarkets and tend to ignore them. As a result, such
a tool will lead to an increase in the share of the sale of expensive goods.

However, there are a number of fundamental differences in approaches to the use of
neuromarketing tools in the presented retail chains:

1) Parking

Providing the opportunity to park a car is not only a manifestation of signs of courtesy
and courtesy towards customers but also the purpose of influencing the psychology and visual
organs of a person.

2) Carts

Supermarkets offer customers to use capacious carts at no additional cost, thereby
affecting the human visual organs and psychology: when a customer uses a cart for free, he has
a subconscious sense of duty to pay for the free service, as well as a feeling of the need to fill
the cart in order to obtain satisfaction from the purchase and saving time. This tool is effectively
used together with the provision of free parking spaces.

3) Photos at the entrance

When entering supermarkets, visitors are greeted with photos of happy and joyful
workers. Such a tool pushes the buyer to the realization that he is welcome in this supermarket.
What's more, the employees' uniforms, which contain the same colors as the retail chain's logo,
give people the idea that they are in the caring and reliable hands of a team of professionals.

4) Cooking and food court

Having a moderately priced in-house kitchen not only gives supermarkets an advantage
in terms of product line diversity but also encourages shoppers to buy by creating an
environment that is both socializing and relaxing after shopping. Moreover, with the help of
this tool, supermarkets act on the visual and olfactory receptors of customers, strengthening
the positive image of the supermarket.

In summary, analyzing consumer behavior in stores through neuromarketing methods
can provide valuable insights to optimize in-store experiences, improve product visibility, and
create more effective advertising and promotional materials. Ultimately, these efforts can lead

to increased sales and customer satisfaction.

Light

Light is a powerful trigger for attracting the attention of buyers, and the main object is
the psycho-emotional state of the buyer. The human nervous system perceives 80% of light,

while vision is only 20%. From this, we can conclude that by creating the right light accents,
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both static and dynamic, it is possible to increase the conversion of the trading floor from 20
to 60%. It should be remembered that light causes quite strong emotions among consumers,
affects feelings and mistakes in organizing Trade lighting can linger in the mind of the buyer
indefinitely and have a lasting effect.

The most common types of mistakes in the organization of lighting and placement of
accents:

- Insufficiently thought-out lighting. In many retail outlets, accents or the direction of
light are incorrectly placed, for example, many pay great attention to the lighting of the aisles
(the path along which the buyer moves on the trading floor) but forget about the directional
light on racks, shelves or showcases. Particular attention should be paid to this issue when
selling exclusive, niche products sold at the highest echelons of the market.

- Incorrect color temperature. Everyone knows that there are "Warm" and "cold"
products, goods, colors and they need to be highlighted with the appropriate colour of the
spectrum. Back to associations, most consumers associate cool white with hospitals and
operating rooms, but sometimes they help create a feeling of freshness and luxury, while warm
colors are associated with home, and cozy family holidays, but sometimes they give a feeling
of wear and dilapidation.

- Use of obsolete fixtures. In the age of innovative and breakthrough technologies,
everything is changing very quickly, and using the old uneconomical ones that give dim light
and do not allow you to adjust the intensity, temperature and direction of lighting is not just a
mistake, but an irresponsible part of retailers.

There are some documents that regulate the lighting standards for office premises,
which provide and create favourable conditions for employees. Artificial lighting in trading
floors should be organized in several zones. Each of them has its own standard of illumination,

measured in lux (lux):
— Checkout area - 300-500 lux.
— Showcases — 300 Ix.
— Trade stalls and counters with goods in shops without self-service — 300 Ix.
— Trading floors of supermarkets — 500 Ix.
— Food shops with self-service — 400 lux.

— Novelty zone (mannequins or racks) — from 500 to 1500 lux.
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— Fitting rooms — from 300 lux.

With the help of 4 types of main lighting, all tasks for customer service and staff work
are solved. In addition, retail premises must be equipped with emergency and optional auxiliary
(duty) lighting systems. Ambient lighting is intended for the comfort of both the staff of the
trading enterprise and the customers themselves, therefore, it fulfils the tasks of increasing the
efficiency of the employees of the trading floors and creating a positive, pleasant atmosphere
for visitors (customers). This lighting is not related to zoning, or the placement of accents, it
should be as diffuse, anti-glare and uniform as possible. The walls of the premises should also
be illuminated, this lighting allows you to zone the space, highlighting the trade sections and
the passages between them. Shop windows, both on the street and in shopping centres, should
also be highlighted with light, their main purpose is to attract and hold the attention of passing
customers, the level of illumination of some areas of shop windows in shopping centres can be
2-3 times higher than the general or working lighting of the store, however, when designing
street windows, one should adhere to the approved standards so as not to create interference
and discomfort for city transport drivers. Here the principle of light contrast is applied when
the accent is achieved not by increasing the level of illumination, but by shading the

background.

Music

Marketing specialists have identified the following basic principles for working with
sound on the trading floor:

- Music is selected depending on the concept of the store and the assortment presented
init.

In supermarkets, customers are best influenced by classics and retro hits. Research
agency Magram Market Research claims that a measured composition with a rhythm of about
60 beats per minute provokes people to spend 36-40% more on purchases than planned. This
kind of music is recommended for medium and high-price shops. Their clients can afford
unplanned expenses. In inexpensive stores, it is better to use energetic music (90-110 beats per
minute), under which people decide to make a purchase faster, and during peak hours, dynamic
music forms the pace and provokes a purchase.

- Slow compositions should be alternated with fast ones so as not to lull the attendants

to sleep. Modern technologies allow creating your own musical accompaniment in each
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department, to lead the buyer from one shopping area to another. Under the influence of sound,
sales can not only grow but also decline. Most consumers note that music in stores interferes
and distracts them from shopping.

- When choosing melodies, it is necessary to avoid unnecessary associations among
buyers. They should not capture the explicit meaning of the song, otherwise, they will delve
into the meaning of the words, distracting from shopping.

- When compiling a music program, it is necessary to take into account the preferences
and age categories of buyers. If it matches, people spend approximately 20% more time in the
store.

- It is better to refuse to use the radio station. A sharp change in tone (alternating a song,
the voice of a radio host, advertising) can cause a negative reaction.

— It is productive to use sound effects that contribute to the appropriate mood of
customers (the sound of the surf in the fish department, the clink of crystal glasses in the alcohol

department, etc.).

2.2.2 Examples of successful neuromarketing campaigns in the FMCG sector

Walmart, a leading retail giant, has been embracing neuromarketing techniques to gain
a better understanding of customer behavior and improve the shopping experience. One way
they might apply neuromarketing research is by optimizing product placement on shelves to
increase the visibility of high-margin items or promote new products. Analyzing customer eye
movements and brain activity helps Walmart create a more efficient and visually appealing
shelf layout (Espinoza and Gallegos, 2018).

In addition to optimizing shelf placement, Walmart may use neuromarketing insights
to improve the overall store layout, creating an environment that encourages exploration and
efficient navigation. By understanding how customers move through the store and which areas
receive the most attention, Walmart can strategically place high-demand or promotional items
for maximum exposure (Bonanno & Goetz, 2012). Neuromarketing can also play a role in
enhancing Walmart's private-label brands, such as Great VValue and Equate. By testing different
packaging designs and analyzing customer reactions, Walmart can develop packaging that
stands out on the shelves and appeals to their target audience.

Another area where neuromarketing research could prove valuable is in evaluating the

effectiveness of in-store advertising materials like posters, digital displays, and end-of-aisle
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promotions. This data helps Walmart design more engaging and persuasive marketing
materials that capture customer attention and influence purchasing decisions.

Walmart may also explore the impact of sensory marketing techniques on customer
behavior. Using neuromarketing insights, they could develop strategies that engage customers
through visual, auditory, olfactory, and tactile stimuli. This creates a more immersive and

enjoyable shopping experience, which ultimately benefits both Walmart and its customers.

2.2.3 The current state of neuromarketing adoption in Kazakhstan's FMCG sector

Research for neuromarketing, as far as we know, has not yet received much distribution
either. Although we know that a number of companies have declared and conducted test studies
with EyeTrackers in practice.

Two main reasons for this:

1) the method is quite expensive

2) the tasks for which the eye tracker is used rarely arise in Kazakhstani companies.

There are cases when local teams involve specialists, experts from other countries in
projects, where these tasks are solved on a regular basis. According to our estimates, there are
approximately 8-10 such research teams in Kazakhstan, which can be innovative and flexible
in solving client problems.

In 2017, at Almaty Management University, the neuromarketing laboratory project was
successfully defended in front of the president of the university. As part of this project, an eye
tracker was purchased in Copenhagen, a device that determines the orientation of the optical
axis of the eyeball in space. The eye tracker is used to track elements of interest to consumers
when choosing products, evaluating the design of the site, account and commercials. The
creation of a neuromarketing laboratory became possible thanks to the sponsorship of Magnum
Cash&Carry LLP. With their support, the atmosphere of the store inside the laboratory was
recreated. Visitors to the lab can experience similar experiences to visiting Magnum, with
shelves, merchandise, and products that can be replaced or supplemented with test items.

In addition, the laboratory allows you to conduct applied research for business. The
university has established active ties with leading scientific centers in Russia and Europe.
Sandwich programs were launched jointly with KazNMU named after S.D. Asfendiyarov and
media agency Qamalladin Media. Despite many benefits of using neuromarketing in sales,

there are some contradictions in researcher’s opinions. According to Addie (2011), as a result
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of electrodes being positioned on the scalp, EEG can only effectively measure brain activity
on the surface, while numerous mental processes, such as those managing emotions and
forming memories, take place deep within the brain, beyond the scope of EEG. Consequently,
the current methods employed in neuromarketing are not ideal for their intended objective.
Nevertheless, even without these limitations, an accurate and holistic understanding of brain
function is required for proper interpretation and comprehension of the results, which is also

an aspect where we presently lack sufficient knowledge.
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3 METHODOLOGY

The aim of the study is to investigate the impact of neuromarketing on consumer
behavior and sales in the FMCG sector in Kazakhstan in the example of Magnum, Small
supermarkets. To accomplish this goal, the authors used a mixed-approaches strategy that
included quantitative and qualitative research methods.

The quantitative research component will involve conducting a customer survey, which
will be designed to gather data on consumer demographics, purchasing habits, product
preferences, and the influence of neuromarketing technigues on their decision-making process.
Participants will be recruited through a combination of convenience and snowball sampling
methods to ensure a diverse representation of consumers in Kazakhstan (citizens of Almaty,
Astana and Shymkent). As for sample size, due to the formula the population of three cities
(Astana, Almaty and Shymkent) was taken as the basis, it is 3710035. Because margin of error
9.6, sample size is equal to 105.This approach allowed to achieve diversity in the audience and
take into account multiple groups and preferences, making our study more representative and
informative.

For qualitative research, the authors conducted in-depth interviews with experts in the
fields of marketing, consumer psychology, and neuroscience to gain insights into the
application of neuromarketing techniques in the FMCG sector in Kazakhstan. These experts
were selected for the interview based on their experience in FMCG and retail:

Expert Mariya Moon, founder and CEO of @noto_agency marketing agency,
Expert Artur Elscheidt, Dostyk Plaza Marketing Manager,

Expert Yelena Naumchik, Marketing Head Magnum,

Expert Natalya Tregubova, Marketing Head at Mega Alma-Ata,

Expert Andrey Lebedev, from Magnum project team.

The exploratory method of visual analysis is an approach to the study of various
aspects of society, culture or economy through the observation, evaluation and interpretation
of visual elements such as images, media, design or visual space. In the context of supermarket
marketing, visual analysis can be used to study how store design, product placement, colors,
banner ads, and other visual elements affect shopper behavior and increase sales.

As for visual analysis, the supermarket “Small”, located at the address: 44 Chingiz Aitmatov

Street, Astana, will be considered. All neuromarketing methods will be analyzed and reviewed.
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4 RESEARCH FINDINGS AND ANALYSIS

4.1 Findings on the impact of neuromarketing on FMCG sector
4.1.1 Findings of survey analysis

A total of 103 people participated in the study. Table 1 and Figure 1 show the gender
and age distributions. There were 18 closed questions with answer options in this question
Respondents from different cities and different ages for an objective conclusion. Therefore, 47
women and 56 men participated in the survey. This approach allowed to achieve diversity in
the audience and take into account multiple groups and preferences, making our study more
representative and informative.

Table 1. Distribution of respondents by sex and age.

Category Frequency Share, %
Gender

Female 47 45,6%
Male 56 54,4%
Age

18 - 24 years old 24 23,3%
25 - 34 years old 26 25,2%
35 - 44 years old 23 22,3%
45 - 54 years old 17 16,5%
55 - 62 years old 10 9,7%
63 years and over 3 2,9%
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Figure 1. Distribution of respondents by sex and age
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A hypothesis was advanced on the potential existence of a link between consumer
preferences for the sort of business they visit, the environment in which they shop, and the
ability to make purchasing decisions based just on smell. The most frequently chosen type of
store was supermarkets and hypermarkets (52.9%), as well as convenience stores or
neighborhood stores (32.4%).

The respondents were quizzed on their awareness of store background music, the value
of atmosphere when selecting a business, and the degree to which scents influence their
inclination to purchase specific items. 51% of respondents indicated that scents play a large
part, 24.5 % indicated that odors don't matter, and the rest respondents indicated that they either
don't detect odors (12.7%) or don't like strong smells (11.8%). A hypothesis was advanced on
the potential existence of a link between consumer preferences for the sort of business they
visit, the environment in which they shop, and the ability to make purchasing decisions based
just on smell. The most frequently chosen type of story was supermarkets and hypermarkets
(52.9%), as well as convenience stores or neighborhood stores (32.4%).

The respondents were quizzed on their awareness of store background music, the value
of atmosphere when selecting a business, and the degree to which scents influence their
inclination to purchase specific items. 51% of respondents indicated that scents play a large
part, 24.5 % indicated that odors don't matter, and the rest respondents indicated that they either
don't detect odors (12.7%) or don't like strong smells (11.8%).

A supermarket's or hypermarket's choice and the effect of smells on customers'
willingness to purchase particular goods are frequently positively connected. Customers are
therefore more inclined to rely their purchasing decisions in supermarkets and hypermarkets
on fragrance. It also follows from these results that respondents, for whom the smell of goods
plays a certain significant role in the choice, more often prefer to visit supermarkets and

hypermarkets than other trading platforms.

Table 3. Attitude of respondents to smells

The influence of smells on the desire to purchase a product | Frequency Share, %
Yes, smells make a big difference. 52 51%

No, smells don't matter 25 24,5%

| don't notice smells 13 12,7%

| don't like strong smells 12 11,8%
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Data from the survey suggests that the propensity to impulsive purchases does not affect
the choice of store, and visitors to all trading platforms can make impulsive purchases equally.
Consequently, customers with impulsive behavior are more likely to pay attention to the
atmosphere in the store. It also suggests that a favorable store environment can encourage
shoppers' impulsive shopping behavior.

In addition, young people often shop under the influence of their friends, celebrities or
bloggers. Therefore, it is important to use promotional formats such as recommendations,
reviews, influencer marketing and co-branding. Recommendations and reviews help build trust
in a product and make sure it's quality. Influencer marketing allows you to communicate the
brand's unique offering to your target audience with the help of influencers and popular
personalities. Co Branding is collaborating with other brands that have similar or
complementary target groups and values. Respondents between the ages of 18 and 24 do not
plan a shopping list, so they tend to make more impulsive and spontaneous purchases. The
survey revealed that people of this generation prioritize brand quality, product packaging, the
way the product is presented, and location.

This indicates that various marketing tools such as advertising, design, loyalty and
social media should be used to attract the attention of young consumers. Packaging design
should be attractive, user-friendly, and reflect the brand values. Loyalty can be increased
through bonus programs, discounts, gifts and personalized offers. Social media plays a key role
as a communication channel with the youth audience. In addition, it's vital to create active and
ongoing communication around the brand, publishing useful and entertaining content, running
contests and promotions to keep consumers engaged.

One interesting group of consumers is the 25-34-year-old. This is the average person
that most advertising campaigns are aimed at. Of course, in the future they will be replaced by
Generation Z. But at the moment they are the core of the entire audience in Kazakhstan. The
survey shows that they visit supermarkets Compared to a younger audience, they try to stick to

their budget and buy what they need. They behave more rationally and are not prone to
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spontaneous purchases. Sometimes they can afford to buy something. Their parents are 45-50
years old, and it is worth emphasizing the similarity in their outlook on life and the fact that
their upbringing influenced this category. People born between 1979 and 1988 and belonging
to the so-called Generation X. It is important for companies to know the consumer behavior of
different age groups and adapt their marketing strategy to them. The 35-44 generation has its
own characteristics of consumer behavior in supermarkets, which can be distinguished by the
following aspects: Frequency of visits. The 35-44 generation visits supermarkets once a week
(41%) or several times a week (36%). This is because these people are busy. People between
the ages of 45 and 54 also compare prices in different stores and choose those that offer the
best deals. They don't tend to experiment with new products or brands, but prefer those they

trust and have tested on themselves.

4.1.2 Findings of Interview with Experts
When organizing interviews with experts there were highlighted three questions to work with:

1) What neuromarketing methods or tools (for example, eye-tracking, face
recognition, etc.) does your company use?

2) How do you choose the right methods or tools for different goals or campaigns?

3) How do you measure the effectiveness of neuromarketing campaigns and what
indicators do you take into account?

There was a qualitative analysis in the form of an in-depth interview, where experts
explained the specifics of neuromarketing, showed specific examples, and also explained the
tools that are involved in their work. The experts were experts in the field of neuromarketing.

Answers of Mariya Moon, founder and CEO of @noto_agency marketing agency

What neuromarketing methods or tools (for example, eye-tracking, face recognition,

etc.) does your company use?

Generally, the interview with expert #1 refutes the hypothesis that all large companies
use neuromarketing. There are a number of reasons for this, such as the high cost of testing the
effectiveness of these interventions, the complexity of implementation, and the lack of an
evidence base.

An expert can attribute music as neuromarketing tool:

"We used various music and recorded special tracks to create a certain atmosphere in

stores. Our goal is not to extract more money from the customer but to increase his loyalty to

26



Application of neuromarketing techniques in FMCG industry

our store and create a pleasant customer experience that will encourage them to buy from us
not only now but also in the future. To do this, we try to offer quality service, attractive prices
and a comprehensive product offer so that customers buy everything they need from us."

Otherwise, the supermarket's marketing department resorts to traditional tools to
increase sales, such as televisions at the checkouts.

“We use the TVs that we have now hung up, and they show ads at our checkouts. We
are just looking at one supermarket to see how these TVs affect the turnover. We also look at
the demand from partners. For example, is it interesting to buy programs on these TVs? If this
is a story, then we give time to live. If it shows the effect that we expected, then we roll it out
on others. We take into account not only these indicators but also others that are also important
for evaluating the effectiveness "We don't have a focus group as such. You can't experiment on
one at all.”

How do you choose the right methods or tools for different goals or campaigns?

How do you measure the effectiveness of neuromarketing campaigns and what

indicators do you take into account?
In order to select the appropriate methods or tools for different goals or campaigns, the
marketing team analyzes the situation, defines goals and puts forward hypotheses. They then
use various techniques such as focus groups, control group testing, and data analysis, and look
at examples of best practices and industry trends to determine the best approach to solve the
problem.

Answers of Artur Elscheidt, Dostyk Plaza Marketing Manager
What neuromarketing methods or tools (for example, eye-tracking, face recognition, etc.)
does your company use?

To evaluate the effectiveness of neuromarketing campaigns, the team uses various
indicators such as sales growth, increased customer loyalty, increased brand awareness,
increased conversions, etc. They also use data analysis techniques such as A/B testing to
compare the results of experimental and control groups. All tests are audited by financiers, who
must confirm the effectiveness of marketing campaigns. Glasses technology is used to track
their gaze at the screen, as well as track the movement of people in stores through cameras.
These tools allow you to analyze consumer behavior both in the online environment and in

offline stores.
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How do you choose the right methods or tools for different goals or campaigns?

When choosing methods and tools for different goals and campaigns, the marketing
team must consider many factors, including product type, target audience, campaign goals, and
budget. Neuromarketing technologies can be useful in testing the design of packaging and retail

shelves, as well as in analyzing consumer behavior when viewing online content.

How do you measure the effectiveness of neuromarketing campaigns and what indicators

do you take into account?

Various metrics can be used to measure the effectiveness of neuromarketing campaigns,
including conversion, brand awareness, engagement metrics, and sales. You can also use eye-
tracking technologies to understand which content items users are looking at the most. In the
case of analyzing consumer behavior in stores, indicators such as the time spent in the store,

the number of visits to certain areas and the number of sales of certain products can be used.

Answers of Yelena Naumchik, Marketing Head Magnum
What neuromarketing methods or tools (for example, eye-tracking, face recognition, etc.)
does your company use?

Different neuromarketing tools were used: "When a person enters a store, usually in well-
organized stores they are greeted by a scent. It's the smell of coffee, it's the smell of baked
goods in most of them it's aroma marketing. Secondly, we are immediately greeted by light
colors and fresh layouts, fruits and vegetables. And definitely a sense of light in the space.
That's what gives us the impression. And it comes right away, unconsciously. We don't analyze

it in any way, but we understand that the food here is fresh, it's delicious.”

How do you choose the right methods or tools for different goals or campaigns?

The expert noticed the arrangement of the goods on the shelf. Those below eye level are the
more budget-friendly products, and a little higher are the products of the premium segment:
”Customers should be very comfortable and comfortable looking at the premium goods, but a
little bit from the bottom upwards. So if we want to increase, say, the saleability of an expensive
product, we can lower it a little, and then it will be among the budget products. If a private

customer does not pay attention to the top shelves, because he thinks we are expensive, then at
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the sight of our product lower, in this case, he already noticed it. Conversely, often products

that are just entering the market, tend to stand up higher. They pay special money for that.”

How do you measure the effectiveness of neuromarketing campaigns and what indicators
do you take into account?

Through A/B testing. If we have two stores with similar profits and assortment, in one store
we will apply neuromarketing tools to compare the increase in sales compared to the second
store.

4.1.3 Findings of visual analysis

Figure 2 — the photo was taken at the entrance to the “Small” supermarket. Vegetables,
fruits, and greens are laid out on showcases near the entrance.
By laying out vegetables and fruits closer to the entrance to the supermarket, the store

management pursues several marketing goals:

- Creating a Positive First Impression: Vegetables and fruits are usually bright,
fresh and attractive, so placing them at the entrance helps create a pleasant and fresh impression
of the store, which can encourage shoppers to spend more time and money inside.

- Association with freshness and healthy eating: Placing vegetables and fruits in
a prominent place can be associated with a healthy lifestyle and emphasize that the store cares
about the quality of the products offered to customers.

- Psychological effect: After buying fresh fruits and vegetables, shoppers may
feel more conscientious and may be able to afford to buy something less healthy or more

expensive further down the route.

- Encourage Impulse Buying: Displaying fruits and vegetables at the entrance can
encourage shoppers to make impulse purchases, especially if the products are presented with

attractive promotions or discounts.

- Slowing down the pace of buyers: Vegetables and fruits often require careful
selection, and buyers usually spend time choosing the best products. This can slow down the
pace of shoppers, which in turn can lead to additional purchases.

Thus, placing vegetables and fruits closer to the entrance to the supermarket is a
marketing strategy aimed at creating a positive store experience, stimulating impulsive

shopping and increasing overall revenue.
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In Figure 3, we can observe a large number of goods sold by a promotion. Yellow price
tags and prices ending in 9 and 5 are also common marketing gimmicks used by retailers to
grab customer attention and encourage purchases.

Yellow price tags: Yellow is generally associated with warning, activity, and attention.

Prices ending in 9: The so-called "9 effect" Prices Ending in 5: This marketing technique is
similar to the 9 effect and is based on the psychology of price perception. Prices ending in 5
(for example, 4.95 or 9.95) can give the impression that the product is being sold at a reduced
or attractive price, which can also encourage purchases.

Figure 4 shows that the supermarket uses deep large carts. Deep carts in supermarkets
are also part of a marketing strategy to encourage shoppers to buy more. Here are a few aspects
related to using deep carts for marketing purposes:

Visual Perception: Deep carts can give the impression that shoppers haven't bought enough
items yet, even if the cart is already full. This can encourage shoppers to keep adding items to
their cart, increasing their total purchases.

Convenience: Deep carts provide more space for product placement, making shopping more
comfortable for shoppers. If shoppers feel more comfortable, they may be inclined to spend
more time in the store and make more purchases.

Bulk shopping targeting: Deep carts can also psychologically motivate shoppers to buy more
items, especially if the store offers volume discounts or special offers.

Behaviour Normalization: The presence of deep carts in a store can create the feeling that large
purchases are the norm or expected behaviour of shoppers. This may encourage shoppers to

make more purchases to match this expected behaviour.

Different lighting in a supermarket can also be used as a marketing tool to attract the
attention of customers, create a certain atmosphere and stimulate sales. As we can see from
Figures 2 and 5, there is a presence of accent lighting in an area of vegetables and fruit. Accent
lighting can be used to highlight specific products or areas of a supermarket, drawing the
attention of shoppers to special offers, new arrivals or seasonal products. This can encourage
buyers to pay attention to these products and possibly make a purchase. The main area of the
entrance and walking area are also lighted brightly.

Creating an Atmosphere: Lighting can also be used to create a specific atmosphere or mood in
a supermarket.
Shelf Lighting: Illuminating product shelves can make them more attractive and visible to

shoppers, making it easier to select products and encourage purchases.
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Decorating a supermarket with a holiday theme, as shown in Figure 6, is another
marketing gimmick that is used to capture the attention of shoppers, create a festive atmosphere
and increase sales. This can stimulate purchases and increase overall sales.

Holiday associations: Holiday decorations can remind shoppers of the upcoming
holiday and be associated with gifts, treats, and family traditions. This can encourage shoppers
to purchase holiday-related products such as gifts, decorations, holiday food, and other seasonal
items.

Having free parking with a map is another marketing tool that supermarkets can use to
attract and retain customers (Figure 7). There are several reasons, why Small uses parking:

Convenience for shoppers: Free parking simplifies the process of visiting the
supermarket, making it more convenient and comfortable for shoppers. This can increase the
likelihood that customers will choose this particular store for their purchases, instead of

competing stores with no parking or with paid parking.

- Attract New Customers: Having free parking with a scheme can attract new
customers who are looking for a convenient parking spot during their shopping. The parking

map can also help new visitors find a free parking space quickly and save time.

- Increased time in store: If shoppers aren't worried about the cost of parking,
they'll probably spend more time in the store, which in turn can lead to more purchases and

revenue.

- Increasing customer loyalty: Free parking can serve as an additional incentive

for repeat store visits and build customer loyalty.
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5 DISCUSSION AND CONCLUSION

5.1 Discussion of Results

The previous chapter has provided an analysis of the data gathered during the survey.
Promotions as they pertain to attitudes and purchasing behavior in comparison to each other
have been reviewed and from the insight gained, a better understanding of how purchasing
behavior is affected by different promotions and how attitudes towards promotions affect the
purchasing behavior associated with those promotions has been obtained. This chapter will
discuss the findings of the research and offer recommendations on improvements to

promotions.

5.1.1 Limitations of the Study

The FMCG industry is distinguished by its swift pace and substantial scale, where
consumer conduct holds a notable influence over its functioning. The limited range of their
practicality could present a difficulty, specifically for comparatively minor enterprises
functioning in the swiftly evolving consumer goods industry. Furthermore, these
methodologies are distinguished by a substantial time commitment, which includes both the
data collection process and the ensuing analysis stage. The matter of generalizability poses a
challenge in neuromarketing research due to the restricted number of participants typically
engaged, which is frequently attributed to the substantial time commitments involved. The
limitations of neuromarketing pertain to its capacity to provide valuable insights into
immediate, subliminal reactions to marketing cues, while it may not fully encompass more
intentional, conscious cognitive processes that significantly impact consumer behavior. The
nascent field of neuromarketing is presently encountering the obstacle of non-standardization,
which has led to a dearth of consistency in the methodologies employed. The absence of
uniformity may present a difficulty with regards to the comparison of results across varied
research undertakings.

In conclusion, while neuromarketing exhibits potential for providing valuable insights
into consumer behavior, its integration within the fast-moving consumer goods (FMCG)
industry poses specific challenges. It is essential to consider these limitations when examining
results obtained from neuromarketing investigations and integrating them into marketing

strategies.
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5.1.2 Discussion of the questionnaire results

The outcomes presented suggest that the sensory environment of a store, such as
ambient music and fragrances, exerts a certain degree of influence on a customer's store
preference.

The most commonly preferred store types were supermarkets and hypermarkets,
followed by convenience or neighborhood stores. The options of online stores, markets, or
farmers were the least preferred among the participants. The aforementioned observation
implies that consumers exhibit a preference for retail establishments that offer a diverse range
of choices and the convenience of obtaining multiple items in a single location, as exemplified
by supermarkets and hypermarkets.

A tenuous positive correlation exists between the selection of a supermarket or
hypermarket and the level of attentiveness towards background music. The findings indicate
that individuals who exhibit a higher level of awareness towards background music are inclined
towards selecting supermarkets and hypermarkets as their preferred shopping destinations.
Conversely, a feeble adverse correlation exists between the preference for farmers' markets and
attention towards background music. The aforementioned observation implies that individuals
who exhibit a decreased level of awareness towards ambient music are inclined towards
selecting markets and farmers as their preferred shopping destinations.

On average, a positive correlation can be observed between the selection of a
supermarket or hypermarket and the impact of olfactory stimuli on the inclination to acquire
specific products. This implies that individuals who place greater emphasis on olfactory cues
when selecting products are more inclined to opt for supermarkets and hypermarkets. The
research revealed that there is no statistically significant association between store type and
impulsive purchasing behavior. This implies that the act of making impulsive purchases does
not have an impact on the selection of the type of store. Irrespective of the type of store they
patronize, customers exhibit a similar propensity for making impulsive purchases.

The significance of the store atmosphere is moderately correlated with impulsive
buying behavior. The aforementioned statement implies that individuals who engage in
spontaneous buying behavior are inclined to place a higher significance on the ambience of the
retail establishment. This implies that the establishment of a positive retail atmosphere through

neuromarketing tools could potentially stimulate impulsive purchasing tendencies.
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5.1.3 Discussion of the Interview

The findings from the interviews with the two experts suggest differing attitudes and
approaches towards neuromarketing in their companies.

Expert Mariya Moon, founder and CEO of @noto_agency marketing agency :

This expert's company seems to use more traditional marketing methods, although they
do make use of music as a neuromarketing tool. This use of music is intended to create a
pleasant atmosphere and increase customer loyalty, rather than explicitly to boost sales. Other
traditional tools, such as televisions at the checkouts displaying advertisements, are also
utilized. Expert’s company is careful with its approach and tests the effectiveness of its
strategies before rolling them out across all stores. They seem to focus more on creating a
comprehensive shopping experience with quality service, attractive prices, and a wide product
range. The expert doesn't mention explicitly using any neuromarketing technologies like eye-
tracking or facial recognition. This could be due to the reasons mentioned earlier: the high cost
of these technologies, the complexity of their implementation, and the lack of an established
evidence base supporting their effectiveness.

Expert Artur Elscheidt, Dostyk Plaza Marketing Manager:

Unlike Expert Mariya Moon, Artur Elscheidt’s company does make use of more
advanced neuromarketing technologies. They track consumer movements in their businesses
with eye-tracking eyewear and cameras. This may indicate that they are more eager to
comprehend the specifics of customer behavior and how it influences their purchasing
decisions. For various campaigns, they take into account variables like the product kind, target
market, marketing goals, and budget while deciding on strategies and tools. They assess the
success of their neuromarketing initiatives using a range of indicators, including conversion
rates, brand recognition, engagement metrics, and sales. In-store behavior analysis is used to
evaluate variables like time spent in the shop and visits to certain locations. They also employ
eye-tracking data to discover what customers focus on the most. The two specialists’ divergent
strategies are a reflection of the many viewpoints that exist in the industry about
neuromarketing. While some businesses, like the one represented by Expert Mariya Moon,
could be more conservative and depend more on conventional techniques, others, like the one
represented by Expert Artur Elscheidt, are more receptive to utilizing cutting-edge
neuromarketing technology.

This underlines the reality that there is no universally applicable method to marketing

and that the most effective tactics rely on a range of variables, including the particular aims of
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the business, the type of the goods or services it provides, its target market, and its financial

constraints.

Expert Yelena Naumchik, Marketing Head Magnum :

The expert has a clear understanding of neuromarketing tools and has already applied
them in his experience. One of the companies where our expert worked applied face reading in
order to be more client-oriented. She told us that it's important to consider factors that can affect
the results, such as lighting, if the lighting is not right it can affect the determination of age and
emotion. She also talked about the positive application of aroma marketing and the impact of
proper lighting. Like second expert for different purposes, they take into account the type of
product, the target market and the budget. They also used data from emotion tracking to
understand customer satisfaction. Unlike expert Mariya Moon, the companies where our expert
worked are more loyal to new technologies and try to incorporate neuromarketing technologies

into their strategy.

Expert Natalya Tregubova, Marketing Head at Mega Alma-Ata

This expert doesn't consider neuromarketing as a separate discipline, it's more of a tool
that exists, but he shared his opinion and that he has applied methods. For example a light that
illuminates the meat with a special halo so that its freshness and color attracts the customer.
But he mentioned that in such shops the turnover increases by 10-20%, and it depends on the
overall positioning. That is, to raise sales, you need to use comprehensive neuromarketing
tools, aroma marketing, light, shelves, etc. You can't make an impact from one method alone,
you have to change the concept completely. To test them, like other experts, he believes it is
worthwhile to conduct pilot runs, do an AB analysis and carry out research. He is primarily
driven by the desire to satisfy the customer, to show something familiar from a new perspective
and to attract attention. He stresses that all tools, including neuromarketing tools, must be
ethical.

Expert Andrey Lebedev, from Magnum project team

As for expert Andrey Lebedev shared opinion and that has methods in use. For example,
a lamp that illuminates meat with a special halo, so that its freshness and color attracts the
buyer's attention. But he noted that in such stores the turnover increases by 10-20%, and it
depends on the overall positioning. That is, to increase sales, you need to use comprehensive
neuromarketing tools, aroma marketing, lighting, shelving, etc. You can't make an impact with

just one method, you have to completely change the concept. In a context where the main
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objectives are to appeal to all the senses in order to make the consumer feel comfortable, this
has an impact on key performance indicators such as: traffic, time spent, overall sales turnover,
reviews and mentions. The most important catalyst for the goods turnover in neuromarketing
is the music according to this expert as a rule at the weekend is more dynamic music, thus it

makes it possible to regulate the consumption of customers and sales dynamics

5.1.4 Discussion of the visual analysis

The examination of the arrangement of fruits and vegetables in the supermarket's
layout, particularly their proximity to the entrance, exposes various fundamental tactics
employed in retail marketing. The visual appeal of fresh and vibrant fruits and vegetables can
significantly influence shoppers' initial perceptions. The aforementioned phenomenon
generates a constructive first impression of the retail establishment, potentially influencing
customers' psychological inclination towards a satisfactory shopping encounter. The emphasis
on fresh produce conveys a prioritization of healthy lifestyle choices and superior product
standards. The act of positioning can serve to strengthen the store's dedication to excellence
and appeal to individuals who prioritize their health and well-being. The phenomenon of
prioritizing the purchase of healthy items leading to the creation of a “health halo™ effect has
been observed. This effect can result in shoppers experiencing a sense of virtuousness
regarding their healthy choices, which may subsequently lead to a perceived justification for
indulging in less healthy options later during their shopping excursion. This has the potential
to enhance the sales of more luxurious or costly products. The presentation and promotional
strategies of fresh produce have the potential to elicit impulsive buying behavior. An
aesthetically pleasing arrangement of recently harvested produce has the potential to attract
clients and stimulate impulsive buying behavior. The act of choosing fresh produce typically
necessitates a considerable amount of time, as consumers tend to scrutinize these commodities
for their level of freshness and overall quality. The decelerated tempo of shopping can
potentially prolong the duration of customers' stays in the store, thereby augmenting the
probability of supplementary purchases.

The practice of pricing products with a final digit of 9 or.99 is commonly employed in
retail settings to create a perception of value among customers. This is due to the phenomenon
of customers tending to round down and perceive such products as being less expensive than
their actual price. Prices that terminate in 5 or.95 can create a comparable impression of value,

which is frequently interpreted as a reduction or bargain, thereby stimulating sales. The
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utilization of deep carts has the potential to induce a sense of scarcity among customers, thereby
engendering a feeling of inadequacy in their purchase even when the cart is fully loaded. This
phenomenon has the potential to stimulate increased expenditures. Moreover, the practicality
of possessing a spacious cart can facilitate more convenient shopping experiences, which may
result in customers prolonging their stay in the store and increasing their buying frequency.
The existence of these carts may potentially establish a standard for bulk shopping behavior,
prompting patrons to procure additional items in order to comply with this perceived
convention.

The supermarket's strategy accomplishes a variety of goals. The implementation of
accent lighting within a retail environment serves to highlight particular merchandise or
designated areas, such as promotional items or fresh produce, thereby stimulating customer
interest and potentially increasing sales through further exploration and subsequent purchases.
The general illumination within a retail establishment can potentially establish a distinct
ambience or effect, whereby diverse lighting techniques may evoke varying affective reactions
and degrees of ease. llluminated shelving enhances visibility and facilitates product
identification and selection, thereby enhancing the overall shopping experience for customers.
Moreover, the utilization of lighting can be employed to augment the perceived caliber of
commaodities, particularly in the case of perishable goods. Enhancing the visual appeal of these

products can potentially augment the probability of their purchase by customers.

5.1.5 Conclusion

In this paper, both qualitative and quantitative research methods were conducted. As a
result, it was possible to build an understanding of the market of Kazakhstan, and the use of
neuromarketing in the FMCG sector. The best way to do this was through interviews, the
selected experts proved that they have an understanding of neuromarketing and know how to
implement it.

This study was based on several hypotheses.

Hypothesis 1: Not all companies have implemented neuromarketing in their business.

Hypothesis 2: Only leaders and large companies use neuromarketing.

Hypothesis 3: Neuromarketing in the FMCG sector has a positive impact on sales.

The first hypothesis is confirmed, the difficulty of implementing neuromarketing is its
cost of research. More often than not, companies implement some tools that are exceptionally
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suitable for them and not very costly. There is a specialist and marketing manager - Elena
Naumchik, she said that in her experience was the use of eye tracking and aroma marketing.
Also it was confirmed by experts from Magnum, first of all these actions are aimed to improve
service. But for example Maria Moon, founder and CEO of a marketing agency said that not
all companies use neuromarketing, and other experts have confirmed it. And it is worth noting
that some companies use neuromarketing without fully understanding its actions, they know
that the smell of baking attracts customers but they are not going to study it deeper. They think
that the increase in profits is not so big for such costs.

The second hypothesis is that "only leaders and large companies use neuromarketing.
It is also confirmed, and in general it follows from the first hypothesis, because they are
interrelated. Leaders have a lot of outlets, they are interested in profits for the future, so such
costs are recouped over time. Also, they use the research already done, because, as previously
cited, in the first place, their goal is to improve service to customers. Aroma marketing and
neuromarketing tools related to light are used most often.

The third hypothesis was also confirmed, all of the experts used A/B tests. Thanks to
Split testing we found out which of the tools are the best, and further used on all retail stores.
Also, pilot launches are often used in relation to the implementation of neuromarketing. Some
neuromarketing techniques have been used for a long time, like yellow price tags and shelf
arrangements with aroma marketing. From all the results obtained, it becomes clear that the
use of neuromarketing tools creates a pleasant atmosphere in the FMCG sector, which
encourages people to make spontaneous purchases and spend a long time. Increased sales are
associated with shoppers being more likely to notice products on the shelves or feel in a
favorable environment. Also, the correlations in the survey show that people in supermarkets
with neuromarketing spend more and make spontaneous purchases, thus increasing the revenue
of the place.

This study and the confirmation of the hypotheses shows that the application of
neuromarketing is worth paying attention to, the authors used quantitative and qualitative
research methods. Drawing from the analyzed information, the following conclusions are
derived with respect to the research inquiries: The use of neuromarketing techniques, including
eye-tracking and facial recognition, has demonstrated efficacy in comprehending consumer
behavior. Consumer behavior research provides valuable insights into the subconscious
reactions of consumers, which can serve as a reliable predictor of their purchasing decisions.
Notwithstanding, these methodologies are frequently intricate and costly and necessitate a

well-defined evidentiary foundation to establish their efficacy.
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A variety of cultural, economic, and social factors have an impact on how consumers
react to neuromarketing stimuli. These factors include local traditions and preferences, income
levels, price sensitivity, peer influence, and societal norms. The distinctive demographic and
socio-economic context of the Kazakhstani market may result in variations in these factors
compared to other markets.

The ethical dimensions of neuromarketing encompass the principles of safeguarding
consumer privacy, disclosing the application of neuromarketing methods, and preventing the
exploitation of susceptible populations. Organizations may encounter obstacles, such as
opposition from customers who are uneasy with these methodologies and regulatory
impediments, in the absence of well-defined standards pertaining to neuromarketing
methodologies.

Neuromarketing research results can assist FMCG companies operating in Kazakhstan
in customizing their marketing strategies to better align with consumer behavior, creating
products that cater to subconscious preferences, and achieving a competitive advantage by
providing a shopping experience that is more attuned to consumers' psychological
requirements. The potential effect of neuromarketing tactics on the efficacy of fast-moving
consumer goods in the market of Kazakhstan, in contrast to conventional marketing methods,
can be significant. Although conventional marketing methods can be successful,
neuromarketing tactics possess the capacity to access subconscious consumer behavior,
thereby resulting in more efficacious marketing campaigns and increased sales.

To summarize, the field of neuromarketing presents potential opportunities for
comprehending consumer actions and enhancing marketing results in the fast-moving
consumer goods industry. However, it is crucial for corporations to adopt an ethical and
transparent approach towards this practice while considering the distinct cultural, social, and

economic circumstances of their intended audience.
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APPENDICES

Appendix A
Customer Survey on Neuromarketing in the FMCG Sector in Kazakhstan

Please take a few minutes to complete this survey about your experiences and preferences
regarding Fast Moving Consumer Goods (FMCG). Your answers will help us understand the
impact of neuromarketing on consumer choices. All responses will be kept confidential.

Section 1: Demographic Information
1. What is your age?

e 18-24

o 25-34

e 35-44

e 45-54

e 55-62

o 063+
2. What is your gender?

e Male

e Female
3. What is your employment status?

e Student

e Employee

e Retired

e Business Owner
e Self-employed
e freelancer

e unemployed
4. What is your approximate monthly income?

e 150-250K
e 251-300K
e 300-350K
e 350-400K
e 401-450K
e 450-550K
e 550K+
5.What city do you live in?

e Almaty

e Shymkent
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e Astana
e Aktobe
e Karaganda

e other
6. What kind of products do you purchase the most?

e Food
e Beverages

e Personal care items
7.Where do you most often buy groceries?

e Inasupermarket or hypermarket

e In aconvenience store or in the neighborhood

e Inaspecialized store (for example, meat, fish, bread, etc.)
e At the market or at the farmers' place

e In the online store
8.Which supermarket do you visit?

e Magnum

e Galmart

e Small

e Minimarket

e other
9.How often do you visit supermarkets?

e Several times a week
e Once a week
e Several times a month

e Once amonth
10.What factors influence the choice of a particular store?

e convenient location
e pricing policy

e product range

e interior/exterior

e shop concept
11.What impressions does the store where you most often shop leave?

e Large assortment

e Competent division into zones according to the type of product
e Bright, spacious, clean room

e Pleasant music

e The products are neatly laid out
12.How much do marketing campaigns influence your decision to purchase FMCG?

e Great influence
e Some influence
e Negligible impact

43



Application of neuromarketing techniques in FMCG industry

e No impact at all
13. On a scale of one to five, where from 1 (negative, it annoys me) to 5 (I like it), rate the
marketing activities carried out in the supermarket

14.How often do you buy something you didn't plan to buy when you went out to get
groceries?

e Very often
e Quite often
e Sometimes
e Rarely

e Never
15.Do you pay attention to the background music in the supermarket?

e Yes
e NO
e Sometimes

e | find it difficult to answer
16. How important is the atmosphere (lighting, sound, smell, convenience of laying out
goods) in the supermarket when choosing a store to buy groceries?

e Very important
e Important, but not decisive
e Not very important

e It doesn't matter at all
17.Do you pay attention to the presence of a discount when choosing a product?

e Yes, the discount is an important factor when buying an item
e No, the discount does not affect my product selection

e Depends on the type and quality of the goods

e Depends on the size and conditions of the discount

e Depends on my budget and needs
18.Do smells affect your desire to purchase certain products?

e Yes, smells are strongly influenced
e No, smells don't matter

e | don't notice the smells.

e | don't like strong smells.

Thank you for participating in our survey. Your responses will help us better understand
the impact of neuromarketing on consumer behavior in the FMCG sector in Kazakhstan.

Please provide any additional comments or feedback about your experience with this product
or brand:
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Appendix B

Script of Interview with Expert #1

1) What neuromarketing methods or tools (for example, eye-tracking, face recognition,
etc.) does your company use?

2) How do you choose the right methods or tools for different goals or campaigns?

3) How do you measure the effectiveness of neuromarketing campaigns and what

indicators do you take into account?

" moHumMmaro Temy Baumiedl aumiuoMHoM pabotel. Ho s gymaro, uto 3TO OoOsIblIE
OTHOCHUTCS] K MApPKETUHTY, XOTSI BO3MOXHO, ONEPALMOHHBIN JIeMapTaMeHT, OTBETCTBEHHBIH 3a
TOPTOBIIIO BHYTPU TOPrOBOI'O 3ajia, TAK)KE€ UMEET CBOE€ MHEHHE I10 3TOMY ITOBOAY. S XOTeln Obl
CIIPOCUTh, 3HAKOMBI JIU BbI ¢ OorepoM TuxoHoM CMHUpPHOBBIM U ero kaHajioM Ha YouTube,
rZie OH JICJUTCS MHTEPECHBIMHU BHJICO TIPO cymepMapkeTsl B Poccuu n o0bsacHseT Tapudsl u
Jpyrue HEMOHSATHbIE MOMEHTHI JJIs KJIMeHTOB. Hampumep, OH rOBOPUT O TOM, HOYEMY AJIs
OTMEHBI MOKYIIKH Ha Kacce HYKHO BBI3BIBATh COTPYAHHKA C KIFOYOM. OH Takxke OOBSICHSET,
[I0YeMy BbIIIEUKa CTABUTCS B KOHIIE MarasuHa, a He y BXOJa, IJ/Ie 3alax MOXXET MpHBIIEYb
nokymnareiae. Ho 3To He 3HAa4YMT, YTO TOProBBIA 3aJl NMPOEKTHUPYETCA S TOrO, YTOOBI
MaKCUMH3UPOBaTh NpuObUIb. ITO npocto MUp. Knnentam ynoOHee nokynaTrh TOBapbl, €Ciin
OHHU PAacIOJI0kKEHbI HA ONITUMAIBHOM IyTH. Hukakoro 3arosopa Her.

51 pabGoraro B MapKeTUHIe KpyIHEHIlero pureisiepa B CTpaHe U YBEpeH, 4YTO MU(BI O
TOM, YTO OM3HEC-3JI0/IeU MBITAIOTCSI OOMaHyTh MOKYNaTeNel, He IMEIOT HUKAaKUX OCHOBAaHUIA.
HekoTopble KIMEHTBHl HE JOBEPSIIOT PO3HUYHBIM MarasMHaM H3-3a HEOOJBIIMX OLIMOOK B
LIEHOOOPa30BaHMHU, AKUUAX WM HauuciaeHuH OoHycoB. Ho 3TO 0ObIYHBIE TEXHHUYECKUE
po6JIeMbl, KOTOPbIE MOT'YT BO3HUKHYTH B JIF000H KOMIaHuu."

[ToroMy 4TO B KOHIIE KOHLIOB JIFOOOW 4YEJIOBEK CO 3pENbIMH B3IUIsSAaMU Ha OU3HEC
MIOHMMAET, YTO HY)KHO CJeJaTh CaMblil yJIOOHBIN cepBUC Ul KIMEHTAa, U TOTAa OH K Tebe
npua€r. Mbl He Ha pBIHKE OAMH J€Hb, 4YTOOBI CErofHs o000JpaTh KJIMEHTAa TaKUMU
HEHPOMapKEeTUHIOBBIMM WHCTPYMEHTaMHM, 4TOOBI YBEJIMYUTh NPUOBUIb U Mapxky, a 3aBTpa
MOTEPATh ATOTO KIMEHTA, KOI/la OH pacKyCuJ BCe HAIIM XUTPOCTH. KoHeuHo HeT. DTO BOT Te
MHU}BI, B KOTOpbIE X0UueTcs BepUTh Hapoay. Ha camom fiene Mbl ctapaeMcst yrOAMTh KIMEHTY,
JlaTh EMY CaMYIO HU3KYIO LIEHY, CAaMYIO IIOHSATHYIO HaBUTAIINIO, CAaMbI{ JTy4YIIHI CEpBUC, CAMbIE
YHCTBIE 3aJIbl, CAMble YJI00HBIE MOJIKH, CAMbIE XOPOLINE aKIIUU, KOTOPBIE MbI COTPYTHHYAEM C
napTHepamu, ClieluaibHO JJIs KIMEHTOB, U TaK Jajee.

B o6mem, Tonpko mpedepeHIun A KIMEHTOB, OTOMY YTO MBI MOHHUMAaeM, 4TO
TOJIBKO TaK MOKHO 00€CIEUUTh JIOJTOCPOUHYIO BXOJ JUIS JIUIEPCTBA, KOTOPOE Mbl UMEEM Ha
TEKyIIUHd MOMEHT. Mbl Bcerja OYEHb AaKKypaTHO MOAXOAMM K KakMM-TO HOBBIM
sKcrepuMeHnTaM. Beerga ux TectupyeM o4eHb aKKypaTHO, IOTOMY UTO KJIMEHT TOXE 3TO BCE
qyBCTBYET. [l0TOM HauMHaIOTCS pa3roBOphl O TOM, YTO MBI CIIELUAIBHO CIENAIN ITOT 3arax,
4yTOOBI U3 MeHsI OoJiblIe JeHer BeITU. Ha camoMm aene HaM 3To He Hago. Eciu Bel mocMoTpuTe
Ha HaIlly MUCCHIO, Mbl HaIlOJIHAEM JKU3Hb, U MBI XOTUM JIaTh MTOJIE3HBIA CEPBUC JIOASIM, UTOOBI
OHM MOTJIM TPATUTh CBOOOJIHOE BPEMS HAa CEMbIO, Kapbepy U JIEHCTBUTEIBHO Ba)KHbIE BELIH.
Mpbl XOTUM OBITh HEOTHEMJIEMON YacThbIO MX JKU3HU U XOTUM OBITh JIIOOMMBIMHU, a HE TaK,
YTOOBI MBI IPUMEHSITN KaKHE-TO IITYYKH, YTOObI YBEIMUUTH NPOAaKu. VIHTepecHO Ha ypoBHE
TEOPHM, HO KOIJa Bbl MOWIETE B MPAaKTUKYy MU OyneTe Kaxabli JeHb MITH OOK O OOK ¢
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KOHKYPEHTOM, BbI MOWMETE, 4TO HYXKHBI OOJiee MOHSATHBICE M MPOCThie Bemm. M maxe ux
peain30BaTh KAYECTBEHHO B MacliTabax — 3TO He MMpocTas 3aaaya.

WHTepecHO Ha ypOBHE TEOPHH, HO KOT/Ia BBl MOMAETE B MPAKTUKY U OyaeTe KaXKIblid
JIeHb OOK OOOK HMJATHU C KOHKYPEHTOM, Bbl MOWMETE, YTO HAa CaMOM Jielie HYXHbI Oosee
MOHATHBIE U OoJiee mpocThie Benr. Y gaxke Mx peann3oBaTh Ka4YeCTBEHHO B MacmTabax - 3To
He mpocTas 3a1ava. [loaToMy roBopro "TecTupoBaTh', TO OU€Hb YAaCTO IPUMEHSETCS 3TO CIOBO.
Mpel nonycTuM 3a IpOLUIBIM ToA BeIpociau ABa pasa - 250 cynepmapkeTroB. Mbl HE MOXeEM
MIPOCTO TOTOMY, YTO KTO-TO BEPUT U CUUTAET, UTO ITO XOpOIlIasi ujes, HOWTH U pacKaTaTh ee
Ha 250 ¢unmmano macmrtaboB. Hampumep, apomamapkeTuHr. A eciiu OH He cpaboTaer, MbI
CTOJIBKO JICHET BJIOXKWIH. Mbl Oy/ieM TeCTUPOBATh €ro Ha KOM-TO (ujralie, KacareJIbHO TaKuX
Beuieil. Mol ucnonvzyem meneeusopul, KOmopsle Mol Celuac noGecuiu, U OHU y HAC HA
Kaccax noxasviearom pekinamy. Mol écezo 1uuib 6 00HOM cynepmapkeme CMOMPUM, KAK
UMEHHO 6]1UAem HA MOeapoodopom Imu meneeusopul. Tak sxce cmompum, KaKoi cnpoc co
cmopouvl napmnuépos. Hanpumep, unmepecno u 6bIKynams Rpopammy 6 Imux
meneguszopax? Ecau smo ucmopus, mo mot 0aém epema noxcums. Ecnu ona nokazvieaem
mom 3¢hghexm, Ha KOMOPBLIL Mbl PACCHUMBIEATIU, MO20A Mbl PACKAMbBIEAEM ee HA OPY2UX.
Mpul yuumpuieaem ne moibKo Imu noKazamesnu, HO U Opy2ue, KOmMopwvle MaKHce atCHbl 0
ouyenku Ippexkmuenocmu. Kax maxoeoii ¢poxyc-epynnet y nac nem. Ha oonom 6wt ne
MoodKceme IKCnepuMeHmuposams Ha eécex. Bol ucnonvzyeme konmponwvnyto 2pynny ¢om om
ceemenma. /[na uezo nyycna? Bovt depéme cecmenm, nanpumep, mysmcuunost om 30 oo 40
Jlem, Komopwvle Nblom aiKo20jb, U y Hac ecmv 3akpvuimuiii Kiyo6 "Party Club" ona
anKo2onuKos-madaunukos. Tam Mmbl, Hanpumep, HA HUX OmMRPAGNAEM KAKYIO-HO
KoMMyHUKauuro, umoovt kynums ''Nemiroff' u nonyuumso 6onycol. Mot omnpaeuu push-
YB8EO0OMIIEHUA U CMOMPUM, YMO UMEHHO RPOUCX00uUm cpeou mux Jiooei. B smom
ceemenme 0v110 5000 uenogex

Jns TecTupoBaHMsSI MBI HCIOJB3YeM KOHTPOJIBHYIO TPYIIy, HAalpuMep, B OJHOM
cermMenTe. Hanpumep, Mbl MOXeM B34Thb cerMeHT MYXuuH oT 30 1o 40 jeT, KOTOpble MbIOT
QJIKOTOJTb, U OTIIPABUTh UM KOMMYHHUKAIIHIO O TOM, YTO €clii OHU KymsT Nemiroff, To moxygar
60Hychl. MBI oTnpaBisieM push-yBeJOMIIEHUS U CMOTPUM, KaK 3TO BIMSIET Ha MOKYyNKy. Eciu
MBI TaKk)ke OepeM KOHTPOIBHYIO TPYIITY U3 3TOTO CErMEHTa U HE ]JaeM UM KOMMYHHKAITUIO, TO
MBI MOKE€M CPAaBHHUTH PE3YJIbTAThl U MOHATH, KaK 3((HEKTUBHO ObLIa MPOBEICHA aKIIHSI.

AHaJOTUYHO MBI MOKEM MPOBOJUTH TECTHI Ha (huuanax, Oepst aHaTOTUYHBIN (uIHa
C TaKOW ’K€ TOProBOM IUIOIIAJbI0, KOJWYECTBOM IIOCETUTEIEH M CPEAHUM YEKOM. MBI
CMOTPHUM, HaCKOJIBKO pacTeT TOBApOOOOPOT MPH peKiiaMe ONpPeAeTCHHOTO MPOIYKTa.

Bce mecmubl npoxooam ayoum uepe3 punancucmos, Komopwvie O00JHCHBL
noomeepoums Ipghexmusnocms mapkemun2oevix akyuil. /[o momenma punancuposanus
Mbl npeononazaem 2unome3vl U UCNOb3yeM (YOKyc-cpynnel.

Kak 371ech B 0T/1€)1€ MapKeTHHTa TIOYyYaeTCs, OHU BBIABUTAIOT KAKHE-TO TUIOTE3bI WIIN
NoCT(HAKTyM CTaBAT emmé?

Hy, ouenp no-pazHomy. Y Hac ouyeHb AMHAMHUYHBIMH OHM3HEC, OYE€HBb ONEPAIMOHHBIN
MapKeTHHI B puTeisie. BOT KaXXIplil IeHb Ha JIpyroil He MoX0oX. B oquH neHp MBI pemaeM
YBOJIbHEHHUE U MEHBIIYIO TpobsieMmy PR, TaM KTO-TO HaIén Kakyo-TO JTOXJIYIO MBIIIb B HOCKE,
a MHOTJA MWIAT TaM KaKylo-TO MOIICHHMYECKYIO0 CXE€MY, TaM KTO-TO JI€JaeT, U OHa y HacC
3aHUMaeT Bech JieHb. lHor1a 60JIbIlIe BpEMEHN YXOAUT Ha 3aITyCK KPU3UCHBIX KOMMYHHMKAIIUN
u T.0. Tak Kak s 3aHUMArOCh MPOAYKTOM, Y MeHs Ooibliie pa3zpaborku. Ho s 310 Kk yemy
TOBOpIO, YTO 1€ y OHW3Heca BCerja CHTyaTHBHbIE M Bcerjga pasHble. KoHedHo, ecTb
CTpaTernyeckoe MpeCTaBjIeHHe U BbIBEJCHHE, HO MOTYT OBbITh pa3HbIE LI€TH, HAPUMEDP, MbI
BUJIMM, TTI0YEMY-TO Y HAC HAUMHAET MajgaTh ToBapooOopoT B llIsiMkeHTe. MBI TaM HaUYMHAEM
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IyMaTh HaJ KOHKPETHOH 3a/aueii: kak nmoBeIcuTh Tpaduk B IlIsimkenTe? M MBI Tam co Bcex
HMHCTPYMEHTOB aHAIU3UPYEM, UTO MBI MOKEM KOMIUIEKCHO CZeNaTh U Kak MbI 00 3TOM Oyaem
KOMMYHHIIHPOBaTh. Kakoi nomkeH ObITh KOHEWHBIH 3¢ dekrt. [lemaem nmuoHep-GUHMOIENTb.
Tonpko MbI moTpaTwiu Ha 3TO jAeHer. CKOJbKO MbI JOJDKHBI Ha 3TOM 3apaboTaTh, €CiH
noiokHbl? He Tonbko mocie. BOoT Takux BOT MPOCUETOB, €CTECTBEHHO, MBI MJIEM JENaTh
IIPOEKTHI.

Hy, To ectb, s HE Mory Bam cka3aTh KOHKpeTHO. BOT BOT Tak BOT Tak MONLIU. JTO
abCOJIIOTHO pa3HbIe MOTYT OBIThH LI, KOHEYHO. B OCHOBHOM. DTO HY)XHO MOHHMATb, YTO
BCErJa MbI CTPEMHUMCS YBEJIUYHTH TOBApOOOOpOT, MPUHECTH Ooiblle TpaduKka B MarasuH,
YBEJIMYHMBATh CPEJHUM UEK, YBEIIMUMBATH JOJIO JIOSUIbHBIX KIMEHTOB, IOTOMY YTO HaM HY>KHO,
YTOOBI JIFOJIU TOJIB30BATUCH KapTaMH JIOSUIBHOCTH. MOXKET, I Hac 3TO ouU(pPOBaHO U YEKU
yxke. To ecTb BbI TOT1a BUAMM, KTO 4TO ITOKynaeT. Ho 4To, moka oH He B JIOSJIbHOCTH, MBI TOTO
HE BUJIUM.

Kakne KOHKpETHBIE METOJbl HEMPOMApKETHHIa, BIMSIOIIME HAa 3pEHHUE, CIyX, BKYC,
00OHSIHUE U OCSA3aHUE, BBl UCIIOJIB30BAJIN B CBOEH MpakTHKeE?

Ha moeli mamsitu Mbl He OOCYKIOanu METOJbI, BIHUAIOIIME HA BKYC, OOOHSHHE U
ocsizanue. [loTeHnanbpHbIe MapTHEPHI TPEAiarajii TAKMEe HHCTPYMEHTHI, HO MBI HE TIPHUIaBaJIH
3TOMY OOJIBIIIOTO 3HAYEHUS, TAK KaK HE BCEr/la €CTh OCTpas MOTPEOHOCTh B TAKUX MeToaax. S
YBEpEH, YTO B MUPE €CTh KPYThbI€ KEHCHhI MUCIOJb30BAaHUS HEMPOMApPKETHUHTa, HO 3TO BCEraa
HY>KHO TOHMMATh YETKO M UCTHOJIb30BaTh UX TOJBKO TOT/IA, KOT/Ia €CTh KOHKPETHBIN 3 dexT,
KOTOPBIA HEOOXOUMO JIOCTHYb.

Mpl ucnonv3oeanu paziudHy0 My3vlKy U 3anUCbléaiu CneyuaibHbvle mpeKu, Ynoovl
cozoamsb onpeodenenHyio ammocghepy 6 macazunax. Hawa 3aoaua ne 3axnouaemcsa ¢ mom,
umoosl evIMAHYMb 0071bUle O0eHe2 U3 KIUeHmda, a4 6 MoM, Ymoodvl yeeaiuyums e2o
JIOAIbHOCMb K HAWEMY MA2A3UHY U CO30anb NPUAMHbBLIL KIUEeHMCKUIL Onblm, KOMOopblil
0yoem noomanxkueams €20 K momy, 4moovl deiams y HAC NOKYNKU He MOAbKO ceiuac, Ho
u 6 Ooyoywem. /[Ina amozo mul cmapaemca NPeONONCUMb KAYeCMEEHHBLL CEePEUC,
npueieKkamesbHbvle YEHbl U KOMNJIEKCHOE NPeOnodHceHue npooyKkmoe, 4moodvl KiueHmbl
HOKynaau y Hac eéce, Ymo um HeooXo0umo.

MpI IpoYHTaT MHOTO OM3HEC-TUTEPATYPHI, T/Ie TOBOPUTCS O TOM, KaK MY3bIKa MOKET
BIIMATh Ha TIOBEJCHUE KIMEHTOB B MarasuHe. [IpepbIBHCTasi My3blka 3acTaBIs€T JIIOJEH
ObICTpee yXOAWTb, a CIHOKOWHAas My3bIKa MOXET VYBEJIUYUTh BpEMs, MPOBEACHHOE
MOKYIATEISIMU B Mara3uHe.

Opnnako MBI HE BCET/Ia OCO3HAEM, Kak MY3bIKa BIUsAET Ha Hac. Hampumep, ecnu Mbl
CIIyIIaeM TPHUSATHYIO MY3bIKY, MBI MOXEM OCTaBaThCS B MarasWHe JIOJIbINE, JaKe €CIIU He
0CO3HAeM 3TOTO.

Hexotopsie puTennepsl UCIOIB3YIOT MY3bIKY, YTOOBI YCKOPUTH MOBEICHHUE KIMEHTOB,
HO 3TO HE BCerJa Jy4llnid moaxoj]. BaxkHo co3gaBaTh MpUATHYIO aTMocdepy B MarasuHe,
YTOOBI KJIMEHTHI YyBCTBOBAJIU ce0s1 KOM(MOPTHO U MPOBOAUIHU OOJIbIlIE BpEMEHH BHYTPH. ITO
MOXKET BKJIIOYaTh B C€Osl YHCTOTY M MOPSIOK B MarasuHe, YAOOHYIO HaBHTaIUIo, SIPKOE
OCBeEIICHHE, ITOHITHEIC [IEHHUKH U ITOJCBCUCHHBIE aKI[HH.

BaxxHo moOHMMATH, UTO KaXKABIH Mara3uH YHUKAJICH, U HE CYIIECTBYET YHUBEPCATHHOTO
pemenust s Bcex. OnHAaKo, MOHMMAaHHWE TOTO, Kakwe (HaKTOpPhI BIUSIOT HAa TIOBEACHHUE
KIIMEHTOB, MOKET MIOMOYb PUTEHIIEpaM cO3/1aBaTh MPUATHYIO aTMOC(EPY B CBOMX MarasmHax
Y TIPUBJIEKATh OOJIBIIIE MOKYTIAaTEeH.

Takxe BaXHO OOpaTUTh BHUMaHHE Ha TaKWe OYEBHJHBIE BEIIM, Kak YHCTOTa U
OTCYTCTBHE HEMPHUATHBIX 3aMlaxOB B TOProBoM 3ajie. [Ipu 3TOM HYXHO Tak)ke TOHMMAaTh, YTO
KpoMe MY3BIKH, Ha KIHMEHTa MOXET BIHUSATh MHTEPhEp Mara3uHa, €ro Ju3ailH ¥ HaBUTaLWs,
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MIO/ANKCAHHBIE KATETOPUU TOBAPOB U LIEHHUKH,  TAK)KE KAUECTBO OCBEILIEHUS U PACIIOJIOKEHUE
TOBApOB Ha MOJIKaX.

B utore, uyToOBl mpuBIEYs OOJBIIE KIMEHTOB U YBEIMYUTH MPOAAXKH, HEOOXOIMMO
yAENsATh BHMMAaHHE BCEM acleKkTaMm co3AaHus KoMpopTHOW u ymoOHO# aTmochepsl B
MarasuHe.

Tem Gonee B Takoe kpusncHoe Bpems. Ceituac B Poccun BBIXOIUT HOBBIM (popmar
Mara3uHOB, Ha3bIBaeMbIi "4mkuK-TIBDKUK". OH mpemiaraer 0a30BbIid aCCOPTUMEHT TOBApOB
10 HU3KUM IIeHaM. Mara3uHbl ¢ YHUKaJIbHbIM ACCOPTUMEHTOM M MPEMHAIBHBIM AJIKOTOJIEM,
Kak, HanpumMmep, "["anamapt", KOHEUHO, IPUATHBI Ul IOKYIIOK, HO TOPOTHU Ui OOJIBIIMHCTBA
mozaei. Ham Marasun nosunuonupyercs kak "Hapoaubliii", HO Mbl cTapaeMcsi UMETh JIYUIIUH
MHTEpBEP, YeM Yy KOHKYPEHTOB, YTOOBI MOKYMNATEsIM OBLJIO MPUATHEE HAXOAUTHCSA B HAIUX
TOProBhuIX 3ayax. JIroOble KenaHus clienaTh Mara3uH JIydllle U KpacuBee HaJ0 OLEHUBATH 110
CTaHJapTaM M JIeHbraM, HHau€ MOXXHO IIOTEpATh LIEHOBOE JUAEPCTBO U MOTEPATH
nokymaresei. Puteitnn - 370 HU3KOMap>KUHAIBHBIA OM3HEC, MO3TOMY Mbl OYE€Hb TIIATEIBHO
MPOIyCKaeM JIt00bIe HeH uepe3 (PUHAHCOBBIN KOHTPOJIb. XOTS MBI XOTHM YTOJUTH KIUCHTY,
HO MHOTJa TPOUCXOAUT HAOOOPOT, WU MBI MoiydaeM AedekThl. Mbl qymMaeM O Hamiei
HEeOOJIBIION Map)ke OYeHb XOPOUIO, MPEKIE YEM €€ CKUTaTh B KAKMX-TO IPOCKTAX.

Taxoe To>xe ObiBaeT. [loaToMy, 3HaeTe, s ObI IOCMOTPEI Ha BallIEeM MECTE HE TOJIbKO Ha
Teopuro. UTO MBI MPOYUTAIM TaM TaK KJIACCHO BOOOINE, YTO ATO TaKOe B TEOPUH, BCE
MOTEHIIUAJIbHbIe UHCTPYMEHTBI, HO MOCMOTpENl Obl HA pealibHble KEeUChI, KOTOpbIE OBLIM Ha
pBIHKax, npudyeM He oOs3aTenbHO B Kazaxcrane. [locmorpute B Poccun, B EBpone. Moxer,
tam Wildberries, kakue-to BonmMapTel u B AMepuKe Kakue Jellalnu KiIaccHble Keichl? Bot
HeHpoMapkeTHHT, Touemy? OOpaTtuTe BHUMaHHWE, KOrja OyaeTe CMOTPETh TAaKUE KEHCHI,
[I0YEMY OHHU Yalle BCEr0 3aKaHYMBAIOTCS KaKUMH-TO Tectamu? Ilouemy, Harpumep, Mbl HE
3Ha€M HHU OJIHOM CETH, B KOTOPOH BO BCeX (uMalax MaxHET CBEXO, Koraa XJios WM
bpykTamu, s He 3Haro0, Kade, Boineukoil. [Touemy atoro Her? Bceé-Taku, ecnu 3TO Bce Tak
KJIACCHO, MTOYEMY KTO-TO HE CAENAeT 3TO MMOCTOSHHBIM CTaHJAapTOM CBOETO cepBuca? 3HAUUT,
€CTb, HABEPHOE, KAKUE-TO NPUYMHBI, IOUYEMY ITO HE HyXkHO? BoT, Hanpumep, Te ke 3amnaxu.
Bort, oauH pas s mpuny, 3T0 Kak ¢ napgpomoM. Bel modyBcTBYeTeE 3amax npusiTHOro napgroma,
BaM Oyzmer mnpuatHo. Bropoit pa3 mouyBcTByeTe, ckaxere: "Boma? HWHrepecHo,
neiicreurensHo?" Tpetuil pa3 mompocute, yxe 4yeTBepThii pa3. OH BaM yXe HaJ0ecT, a B
IATBHINA pa3 OH BaM OyJleT HENPUATEH U OTBPATUTENEH, YK€ B mecToil pa3. COOTBETCTBEHHO,
BOT TakuWe BEIlUM, OHM MOIYyT OBITh B paMKaX KaKHX-TO MPOMO-KaMIaHWM, TaKUX
Y3KOHAIPABJIEHHBIX, TUIMA TPU JTHA WA HEJIEIIO KIACCHO MaxHET, IPUXOJUTE Ha "HIOXaTh", U
yepe3 HeAeNo 3TO BCE Mpoila€T. 3aTo ocTaHeTcs BreudatieHue, uMumpk. Ho 3To kakue-to
IIPOEKTHI, Kelchl. Korga Mbl 4To-TO cenany NpUKOoiIbHO, KOHTEHT CHSUIM, BE3/E MO XAIITETOM
UX pPa3MECTUIIM, UMUK CO3/1aJIU, UHTEPECHAS, TOCMESITUCH, 3a0bUIH.

Ecnu Bbl XOTUTE y3HaTh, €CTh JIM Y MarHyma KpacHbI IIBET, TO MOXHO MOIBITAThCS
HaWTH CKPBITBI CMBICI BO BCEM, YTO J€laeTcss B MAapKETHHIEe, M 3TO HANpaBJIE€HO Ha
CTUMYJIMpPOBAaHUE TPHOBUIM M BO3ACHCTBHE HAa TICHXOJOTHIO KiueHTa. OOHaKo s, Kak
MapKeTOJIOT CO CBOMM OIBITOM, HE BEPIO B TAKHE BEIIU. S| cunTaro, 4To palMoOHalIbHbBIN KIIMEHT
MIOHMMAET IIEHHOCTH, KOTOPBIE BBl IIPEJIaraeTe, 3a Kakyro [IeHy, 1 3HaeT CBOM NOTPEOHOCTH.
51 He cunTaro, YTO UX MOACO3HAHKUE MOKET ObITh OOMaHYTO LIBETOM HJIM JIOTOTUIIOM.

Msl Bcerza crapaemMcs UYETKO M SICHO OOINAThCS C KJIMEHTOM, a He IbITaTbCs
MIPOBOILMPOBATH €r0 3MOLMUU 3€JCHBIM IIBETOM WJIH JAPYTMMHU MOJOOHBIMHU NpueMaMu. Mbl
JTyMaeM O TOM, Kak HauboJiee YeTKO OOBSICHUTh MEXaHHUKY HAITUX JIEHCTBUI KIUEHTY, YTOOBI
OH MOT JIETKO U MPOCTO MOJIYYUTh TO, YTO EMY HYXHO.

HenaBHo Mbl coBmecTHO ¢ kpynHedmuMm B CHIT MOCKOBCKMM areHTCTBOM IO
CTpaTernyeckoMy OpeHIMHTY pa3pa0oTaJu HOBYIO 3THUKY I Hamed KoMmmaHuu. Mel
M3MEHWIM LIBET Hamlero OpeHga Ha 0Oojee TPEHIOBBIM M MOJOJSKHBIA gentoo, YTOOBI
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[IpUBJICYb HOBOE IIOKOJICHME KIMEHTOB. Bce HalM peleHus NPUHUMAIOTCA Ha OCHOBE
paloHaJIbHBIX COOOpaKeHUM U MpOopabOTKM CTpaTerud, a HE Ha OCHOBE AMOLHUNA U
IIOZICO3HAHUS KIIUEHTOB.

[TpaBUTENHCTBO COBMECTHO C HAIIMMHU KOJIJIETaMU-OpeHI-MEeHEeIKepaMu, BOT 3TO BCE
npopabotasiu. KoHeYyHO, OHM CTapajuch OTpPa3uTh Halle IO3UIUOHUPOBAHHE U
KOPIOpaTUBHbBIE LICHHOCTH B ali/ICHTHUKE, OBICTPOM, YECTHOM M HAJEKHOM, HO s HE BEPIO BO
BCSIKME TICEBJOHAYYHBIE HCCIIEIOBAHUS, B KOTOPBIX TOBOpUTCA O ToM, uTo 40% moneit
KJIMKAIOT Ha OPaH)KEBYIO KHOIKY. S cuuTaro, 4to 3T0 mojHas yyub. Eciu y Bamero 6penaa
OpaH)XEBBI IIBET, TO, MOXET OBbITh, C/AENAaTh KHOIKY OpPaH)XEBOH LBETOM JIydllle, 4YeM
(uoNIeTOBOM, HO €CNIM Bbl, HAIPUMEP, UCIOIB3YyEeTe LBET Ma/KEHTa, TO CHEIaeM KHOIKY
Ma/KEHTOBOTO I1BeTa. EClM KHOMKa He akTHBHA, caenaeM e€ cepbiM 1BeToM. EcTh oOmume
BEILM, KOTOPBIE Y JIFOAECH aCCOUMUPYIOTCS C 4YEM-TO, HANPUMEp, KENTHIM LBET y JIIOAEH
ACCOLIMUPYETCS CO CKUAKAMU. DTO YXKe TaKOW HEeTJIaCHBIN cTaHAapT Ha pbiHKe. Eciu BBl X0THTE
MOACBETUTh CKUJKY, CEJAalTe LHEHHHK KENTOro 1BETa. DTO HE HEUPOMAPKETUHT, a IPOCTO
BbIpaOOTaHHAs MPHUBBIYKA B3aUMOJICHCTBHUS C LIBETOM M KyIbTYpOl. Tak MBI BCEM PHIHKOM
IpY>KHO HA4HEM IMPOJBUTATh CKUIKH Ha 3€JICHOM IIBETE WU Yepe3 5 JIeT JIIoAu OyayT UCKATh
CKHJIKM Ha BCEM 3eneHoM. CaMu e 4Yaille BCero 3a 3TUM CTOMT MepBblid Opena. Hampumep,
KOIHMPOBaJbHAsl MallMHA HA3bIBAE€TCA KCEPOKCOM IOTOMY, UYTO MEpBas KOMIIAHUS, KOTOpPAst
BBIITYCTHJIA KCEPOKC, OblIa Tak Ha3BaHA. TOYHO TaK K€ KaKOW-TO OOJBIION OpeH KOTJa-To
JTABHO HA4YaJl MCIIOJIb30BaTh KENThIE IEHHUKU M BBI3BAJ MPUBBIUKY y noTpedutens. Janbiie
€ro KOHKYPEHTBI, YTOObI HE HCIOJB30BaTh 3TOT APPEKT, HAYMHAIOT UCIIOIH30BATH KEMTHIN
L[BET, YTOOBI HE TPATUTH CBOHM PECYPCHI HA TO, YTOOBI MEPEOOyUUTh KIMeHTa. Takum o0pa3oM,
B OJIUH JIEHb 3TO CTAHOBUTCS cTaHiapToM. Eciu Obl M3HAYaJbHO 3Ta KOMIAHUS MOLUIA C
JIPYTUM [IBETOM, LIBET ObLIT ObI IPYTHM.

Ckazarp, 4TO Baml Npo(hecCHOHAIM3M HEAOCTaTOYeH, HO, Hampumep, B AMEpHKe
IIKOJIbHBIE aBTOOYCHI JKENTOTO [BETA, IOTOMY YTO MIMEHHO KENTHINM MPUBJIEKAaeT BHUMAHUE, a
HE KpacHbIA. JTO CBSI3aHO ¢ TeMOM BHUMaHus. Hanpumep, x€nThiil GaHHEp JIydllle 3aMETUTb,
4yeM Kakoil-mubo npyroi nper. Ha rumspke sk€nTeli ¥ rony0oil 6aHHEpB! CUNTAIOTCS CaAMBIMU
3aMEeTHbIMHM. Ba)XHO yuuTBIBaTh IIBETAa M UX ACCOLMALMM Y JIIOJEH. B TO ke BpeMsi He CTOUT
MPUHUMATh 32 3HAHUS TICEBJOUCCIECIOBAHUS W CTaThbHM, HAMHMCaHHbIE OJorepaMu, a He
npodeccnoHanbHBIMU MapkeTosioramu. Heo0xoaumo oOpaiaThesi K SKCIEpTaM U peaibHbIM
JaHHBIM, a HEe KITMKOEHTY U TICEeBOHAYYHBIM CTaThsIM.

MapxeTtosor, HanpuMep, Tam, KOTOpbIi paboTaeT HaJl KOHKPETHBIMU OM3HEC-3ajauaMu
OH He BeNET MapallyleNbHbIN OJIOK, TJie OH paccKa3bIBaeT BCE, UTO TaM peaibHO ACWUCTBUH,
KOTOPBIMH OH B KOMITAHUHU JIEJIUTCS AENAIOT TO, YTO 3TO KOHPUAEHIMaNbHAas HHpOopMausl.

Script of Interview with Expert #2

“MBI UCITIOJIB3YEM CHEUAIBHBIE TEXHOJIOTUY AJIs1 TECTUPOBAHUS BCETO, YTO CBSA3AHO C
oHJIaliH KoHTeHTOM, Bkmodass UX/UI caiftoB, npuiokeHuil W OHJIAWH pekjaambl. Mbl
UCIOJb3yeM OYKH, KOTOpble HAJeBalOTCA Ha IJla3a PECIIOHJIEHTOB, YTOOBI ONpEIETUTh Ha
KaKHe MecTa Ha 3KpaHe O0JIbIIe BCETro MajgaeT B3MsiA. Tak Mbl MOKEM MOHATH TEIJIOBYIO KapTy
U ONpe/eInTh, YTO UMEHHO NpUBJIEKaeT BHUMaHHE OOJIbIIEe BCEro. JTa TEXHOJIOTUS TaKxkKe
HCIIONB3YETCS U1 TECTUPOBAHUS TOBAapOB HA IOJIKE, a TAKXKE JUIsl TECTUPOBAHUS IU3aiiHA
ynakoBok FMCG ToBapoB. MBI MOKEM TECTUPOBATH BCE BUJIbI KOHTEHTA, BKIIIOUAsl PEKIIAMY,
YIaKOBKH, KpeaTwBbl, (OTO, BHACO M AU3aH CANTOB W TMPUIOKEHHA. ITa TEXHOJIOTHS
II03BOJISIET HAM TECTUPOBATH BCE, HA UTO CMOTPUT TJla3, KAK BUPTYaJIbHO, TaK U B PEAIILHOM
MHpE.
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Bot Temepp peub MAET O MOXOXKEH TEXHOJOTHH, KOTOpAas MO3BOJISIET OTCIEKHUBATH
IBIDKEHUE JIOAEH OHJAaWH uepe3 KaMmepy. OTO aHAJOIMYHO TEXHOJOTHH, KOTOpas
UCTOJNB3YeTCsl B MarasMHax, IJie YCTQHABJIMBAIOT KaMepbl JUIS OTCIC)KHUBAHUS JIBHKCHUS
moaed Ha ToproBod miom@anud. C MOMOIIBIO TaKUX KaMep MOXHO Yy3HaTh, B KaKOH yacTu
MarasuHa JIIOJM MPOBOJAT OOJbIE/MEHbIIE BPEMEHU M T.JI. Takas K€ TEXHOJIOTHUS MOXKET
WCIOJIb30BAThCS Il OTCIECKUBAHUS ABMIKEHUS JIFOJEH U ONpesieIeHus TOro, KaK pa3jnyHble
(bakTOpHI, TaKKE KaK 3alaxy U My3bIKa, BIUSAIOT Ha IOBEJCHUE TOTPEOUTENIeH. DTO MO3BOISIET
TOYHEE TECTUPOBATh U ONpPENENATh, CKOJIBKO BPEMEHU MPOBOAAT JIIOAM B Mara3uHe, Kakue
TOBApHI OKYMAIOT U T.J. B nTore, Takas TeXHOJIOTHS MO3BOJSIET O0JIee TOYHO aHATM3UPOBATh
MoBeIeHNE TOTpeduTeneit B oduaitH-Mara3uHax.”

Script of Interview with Expert #3

Korga yenoBsek BXOOUT B MarasuH, Kak npaBuio, B XOPOLLO OpraHn30BaHHbIX MarasmHax ux
BCTpeyaeT 3anax kode, 9To 3anax Bbineyvkn B 6OMNbLUMHCTBE CBOEM 3TO apOMaMapKETUHT.
CnoXHO C NOMOLLbI0 KOhEeMALLMHbI HAMOJTHUTL 3TO OrPOMHOE MPOCTPaHCTBO BO34YyXa,
Nno3aToMYy, Kak NpaBuro, 3T0 Macrno, KOTOPOe MUCMOoNnb3yeTcs Yepes nynoBepusaTtop. Bo
BTOPbIX HAC BCTpeYaeT cpasy Xe CBeTrble TOHa M Hac BcTpeyaeT fresh Bbiknagka, oBowm u
dpykThl. V1 0693aTenbHO oLwyLLIEHNE CBETA NPOCTpaHcTBa. BoT aTo Ham JaéT BnevyaTneHme.
A OHO mpaeT cpasy ¢ COOTBETCTBEHHO, HEOCO3HAaHHO. Mbl €ro HUKaK He aHanuM3npyem, HoO Mbl
NoHMMaeM, Y4TO 34eCb CBexas efa, 34ecCb BKYCHO. [1poayKTbl AOMKHbI BbIrNA4eTb
MakcumarbHO anneTuTHO K pasHoobpasHo. TennoTta ceeTa A0MKHa OblTb pa3HOW Ha pasHbIX
ToBapax. To eCTb, ecrnv MsICHble TOBapbl, AeTCKUe, MSICHbIe AenukaTecsl, Tam byaeT 4yTb
YyTb PO30BaThIi LBET. [MoToMy, 4TOBbI MSICO Bbin TaKOW PO30BEHbKas, BOT COOTBETCTBEHHO,
Tam, rae 3eneHb AormkeH 6biTb 6onee xonoaHbIN. ECTb eLle 0AMH MHTEPECHbIN KeNe
HeCKOmnbKo net Hasap lMNsaTépoyka BBena HOBYIO (OULLIKY, HANOXWB Ha Non NpuHT. BoT BCA
N3nomaHHasi, 1 CMOTpeTb Ha 3TO peanbHO 6onbHO. B Poccun oo cnx nop mcnonb3yeTtcs 370,
BOT Ha HEro CMOTPETb HENPUATHO, HO CAeraHo 3TO cneumanbHO YTOObl NnoceTuTenu
CMOTpPENM Ha MNOfIKK, @ He BHU3. Tak YTO HEMPOMAapKETUHT, HOBblE NCCNEeA0BaHNS, BbIBOAbI,
OHW OYEHb aKTUBHO NPUMEHSIOTCA B B3Hece o4eHb 1 akTUBHO BepyTca Ha BOOPYXEHUe.
Takke bonblLOe BHUMaHWE yAenseTcsl pacnofoXeHWo ToBapoB Ha norke. Kakon gomkeH
ObITb TOBap? BOT 3TO TO, YTO NpemMuarnbHble TOBap NOBbLILLE, HO HE COBCEM HaBepXY,
noToMy 4to ByaeT TpyaHO JOTAHYTCA. Bam AomkHO BbiTb 04eHb YA0OHO U KOMMOPTHO
CMOTpPETb Ha NpeMuanbHbIN TOBap, HO MPU 3TOM YyTb YyTb CHU3Y BBEPX. A TOBap
COOTBETCTBEHHO, HE NPEMMUanbHbIN AOSMKEH BbiTb NOHWXKE. M03TOMY ecnu Mbl XOTUM
NOBbLICUTb, AONYCTUM, MPO4ABAEMOCTIN AOPOroro ToBapa, Mbl MOXEM €ro YyTb-4yTb CHU3UTD,
n OoH Torga 6yaet cpeam 6roaxeTHbIX. M 910, HaBepHOe, 30n0Tas Xuna, u 0gHO N3 CaMbIX
BaXHbIX HanpasrieHnn. BoT NO3TOMY OH, KOHEYHO Xe, eCNN BXOAUT Ha PbIHOK KaKON-TO
HOBbIN TOBap, Takon cpeaHnin GrogKeTHOro knacca. Hanpumep, BOT y MeHs 6bin 6bin
nccneaoBaHue Ans ManeHbKom pO3HUYHOW CETU. Y MEHSI MHOIO KOHCYNbTMpOBana B
Poccun. BoT Gbina Takasa ToproBas ceTb, KoTopas n3 hepmepckux NpoayKToB, TOYHee
xopouwlero msaca. KnueHt oTkpbin B NogmMockoBbe CBOKO CeTb MarasmHoB. W oHu BbicTpo
MOHSANM, YTO KA4eCTBO accouuupyeTcs ¢ pepmMepCcTBOM. YOMBUNNCL HEMHOXKO, MOTOMY YTO
Y HUX ObINo oLyLleHne, YTO epMepPCTBO 3TO aHTUCAHUTAPUSA U HE HECTabuUIbHbIA YPOBEHb
KayecTBa 1 BCE 9TO TOoXe npaBaa. B marasvHe y foma Hemano ToBapa, 9TO HEMMOXO, HO UM
WMHTEpPeCcOo BCE Taku nonyyaTtb, Kakon TO KoMnriekc. BoT n mbl npoBoAMAM UccnegoBaHus,y
HalLen poKyc rpynnbl Mbl CNpallMBany Balun nepBble BNevaTneHns, AeTCKMe BneyaTneHms
C MarasmHoM. VI MHe pacckasbiBanu, HanpyMmep Y4TO OHU Bbl XOTeNn 4yBCTBOBAaTbL YTO
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MarasuH 3TO MareHbkasi KnagoBka, rae ecTb Bce camoe Heobxoaumoe. NMocne aToro
BO3HMKAET BOMPOC, Kak 370 NposBuTb. Mbl pelumnnu caenatb 13 3Toro MmarasuHa 6onee
AomallHee MecTo, o6aBUTb AepeBSAHHbIE CTENNaXM U BO3MOXHO Apyrue aTpubyTbl
KoTopble 6yayT HanomuHaTtb 00 ytoTe. Kak namepsatb adhdekTnBHOCTb? Kak u
achbpekTnBHOCTL NOObIX Apyrmx. B nepsyto ovepeab A/BTecTtbl . CTOUT NOHUMATL YTO bya
puUTEnn 370 OYeHb. Ecnn XOoTMM NpoBepuUTb rMNoTesy, TO HaYnHaeM TecTupoBaHue
CpaBHMBaHUA ABE TOProBble TOYKM CO CXOXKEWN NPUBLINBIO U OTCREXMBAEM pesyrbTaTbl U
n3meHeHus. Ecnvm mbl BUanm NpupocT B NpoAaxax, TO COOTBETCTBEHHO, MacluTabupyem.
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Figure 2 Photo from a Small supermarket
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" Figure 3 Shelves with promo products
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Figure 4 Photo of carts from Small supermarket
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Figure 7 Parking area of Small supermarket
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