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Abstract: the article highlights the peculiarities of implementing the results of
psychological research for the development of marketing. It is also analyzed that
psychological knowledge has a direct impact on the effectiveness of marketing
communications and advertising.

The basic principles on which the use of triggers in marketing communications is
based are defined.

The article contains the author’s own interpretation of the directions of development of
the marketing psychologist’s activity in modern conditions.
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Ilocmanoexka npobnemu 6 3a2anpHomy
euenadi ma il 368’530k I3 8AMNCIUBUMU
HAYKOBUMU YU NPAKMUYHUMU  3A80AHHIMU.
Mapxkemune i ncuxonocii ~ HEPO3PUBHO
no8’s13aHi Midxc c00010, OCKiIbKU OLnbuicmo

MAapKeMUH208UX ~MemoOuK Oa3yIomvcs  Ha
PE3VIbMAMAx NCUXONOIUHUX OOCTIONCEHb |
IDYHMYIOMbCA  HA  BIOOMUX — NCUXOJIOSTUHUX
NPUHYUNAX.
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Bapmo 3aznauumu, wo ona moeo, woo
BNIUBAMIU HA IOOUHY, NOMPIOHO 3HaAMU, AK Ye
pooumu  Oinbws  eghexmueno. Y yvomy
KOHMeKCMi Ha O00NOMO2Y NPUX00smb came
mpuzcepu  —  PI3HOMAHIMHI ~ NCUXOAO2IUHI
mexniku. A, omowce, NCUXONO2IYHI 3HAHHA
cmaromu Ko4o8uM Gaxmopom y popmyeaHHi
cucmemu CYYacHux MAapKemuH208Ux
KomyHikayiu. Teopemuunumu ocHogamu w000
ni02omosKu CMyoOeHmie y YboMy HANpsMi
Cyey8anu HOBIMHI OOKYMeHmU npo oceimy, a
came: 3axon Vxpainu “Ilpo  ocsimy”,
epoicasnuti  cmanoapm  euwoi oceimu  3a
cneyianvricmio 053 “llcuxonocia”  ona
nepuioco  (6akanaspcvko2o)  pieHs
0C8IMU, 3ANYYEHO pe3YTbmamu  O0CIIOHNCEHDb

w000 30TlCHEeHHs NPOGHECiiHOI NCUXONOSTUHOT
MidcnpeomMemuoi

oceimu U peanizayii
inmezpayii 'y 3BO. 3micm Kypcié 000
peanizayii memamuxu 00CTIOMNCEHHS
8i000Opadiceno 68 pobouux — npospamax,
HABYATILHO-MEMOOUYHUX peKomeHOayisx,
pobouux 3owumax mowo. Takum yuHoM,

NCUXON02IYHI ~ 3HAHHA ~ mMA  KOMNEmeHyii
CmMaroms 3anOpPYKoI0 YCRIUHO20 MAPKEMUH2) 6
yilomy — ma  CY4acHux — MapKemuH208UX
KOMYHIKayiu 30Kpema.

Ananiz  ocmaunix 0ocnioxycenv i
nyonikauiit, 'y  AKUX  3aNOYAMKOBAHO

po38’sa3anns  yiei  npobnemu i Ha  AKi
cnupaemocs asmop. I[lumannusa ncuxonocii 6
MapxkemuHzy OnocepeoKo8aHo pOo32nAOANUCS
BUEHUMU We 3a 4Yacié 2eumanbmncuxonocii,
makumu sk M. Bepmeeiivep, K. Kogpgpxa [1]
ma IHWUMU  NCUXONO2aMU, SIKI  GUEYAIU
NCUXOJI02TIO TIOOCLKUX OAXMCaHb | MOMUBAYIL.
Tepwi 3apeecmposani 32a0Ku npo NCUxonoeito
8 HAYKOBOMY MAPKEMUH2080M) CEPe0osUnyi
oamyromusca 1998-1999 pokamu, xonu maxi
sueni, sk @D. Komnep, I. Apmcmpone i
/. Conoepc [2, 3] onybnixysanu ceoro npayto
“Ocnosu mapxemuney”, Oe onucanu OCHOBHI
APUHYUNU NCUXONO02TT NOBEOIHKU CHONCUBAUIS.
Baorcnusicme i nocmitina  akmyanvHicmo
NCUXONIO2Tl 8 MapKemuHzy 6 YoMy 1 8
MapKemuH208Ux KOMYHIKAYIAX 30Kpema 0y1u
HeoOHOpPA3080 008e0eHi Mma NiOMEEPONCEH
bazamoma 6YeHUMU.

Hesmomna  Oocnionuyvka  poboma,
3anouamrosana we 6 10-x poxax mumyn020

8UUOI

cmonimms Bepmeetimepom, mpusae i OOHUHI.
Cyuacni  ncuxonoeu,  mapkemonocu  ma
HayKkoeyi, — AKI ~ AKMUGHO  3aUMAOMbCsl
BUBYEHHAM MA CUCIEMAMU3AYIer0 3HAHbL NPO
Jo0el, ix no8edinKy ma nCuxoJozito, a makoic

aKmueHo  iHmezpyroms  Yi ~ 3HAHHA 8
MapKemuH2o8Uti pUHOK.

Cepeo  ocmamnHix  OocniodceHb i
nyonikayi — eapmo  GiO3Hawumu - pooomu
T. Komnanieyp, aKa odocnioxcysana
ocobnueocmi  BUKOPUCMAHHA — MEXHON02IU
NCUXONIO2TYHO20 ~ 6NJUGY 8  peKnami  sK

MApPKemuH208UX ITHCMPYMEHMI6 NiOBUUEeHHS
KynieenvHoi cnpomodcnocmi [4]; A. Pabuuk,
AKa Npoamanizysanda, Ccucmemamusysaia ma
Y3a2anbHuIa HaunowupeHiui Memoou
NCUXONO2IYHO20 ~ BNAUBY ~ HA  HNOBEOIHKY
CROJACUBAUIB, WO MOIHCYMb OYMU BUKOPUCMAH]
6 pexnami [5]; O. €scetiyesoi, axa docriouna
NCUXONOCIYHI ACNEeKMU BUBUEHHST NOBEOIHKU
Cnooicueauyis ma  pozenAMyna - mooeii
cnputinamms ma 0o6pooxu ingopmayii [6].

3 oensidy Ha cmpimke 3pocmanHs ysazu
00 NCUXONO2Ii peKnamu, aKmueHe 6UBYEHHs

HAYKoBYsMU NCUXOTIO2TYHUX NPUHYUNIB,
ocobausocmeil, Mexawizmie ma  3aco0is
VCHIWHO020  Npooaxcy NpooyKyii, BUHUKAE

00 ekmusHa HeobXiOHICmb NOOAILUL020, OLIbLUL
2UOOKO20 OOCTIOHCEHHS OKPEMUX BANCTUBUX
NUMAaHb, 30Kpema BUKOPUCMAHHS Memooi
NCUXONI02IYHO20 BNIUBY HA CNOdHCUBAYA ma
11020 NOBEOTHKY 8 CYYACHIU PEKIAMI.

YV ceimosiu mapxemuneosii npaxmuyi
nopao 3 mMpaduyiliHolo pPeKnamor  3apas
BUKOPUCMOBYEMBCSL BENUKULL APCEHANl MemOoOi8
NpPOCYBaHHs (PEKIAMYBAHHS mMA  NPoOaAxNcy)
moeapie i nocaye, AKi OMPUMANU  HA36Y
Mapxkemuneosux KomyHikayiu. Lle smyuwye
38epHymu 0cobnugy yeazy Ha yi Hoei ghopmu
pexknamuHoeo  enaugy. Y  eimuusHAuiu i
3apyOIdHCHILL HAYKOBO-NPUKIAOHIU Jimepamypi
Haniyyemvcs O1U3bKO 30 Di3HUX
MApKemuH2eo8Ux KoMyHikayit, ‘i0eon02iunon
OCHOB010 " AKUX € MPAOUYIHA peKiama.

Buoinenna ne eupiwmenux paniue
YacmuH  3a2a1bHOT  npodnemu,  KOmpum
npuceauyemocsa dana cmamms. Hesgadxcarouu
Ha me, WO MAaPKEMUH208i KOMYHIKAYII
nepedbauaromu 2nuboKe po3yMiHHs COYiabHO-
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NCUXONIOGTYHUX —~ MEXAHI3MIe  63acMo0li  ma
83AEMOBNIUBY  JH00€ll  OOUH HA  OOHOZO,
EKCNEPUMEHMANbHI  NCUXON02IUHI  Q0CTiO-

JCeHHs 6 Yyl eany3i 6 Hawii Kpaidi 00
OCMAHHBO2O HACY He NPOBOOUNUCSL.
Dopmynweanna  uyineu - cmammi
(nocmanoexa 3a60anns). Ha ocnosi amanizy
CYUACHUX MEHOEeHYill PO3GUMK) MAapKemuHzy
ma — MAapKemuHeo8ux  KOMYHIKayiu,  5Ki
0asylomvcsi NEpeadtCHO HA  NCUXOJIO2IYHUX
3acaoax, mMemoro OOCHIONCEHHSI € GUSHAYEHHS
HANpsAMI8 pPO36UMK) CYYACHUX NCUXOJIO2TYHUX
3acad, WO  CHPUAMUMYMb  NiOBUUEHHIO
ehexmueHocmi MapKemuH208UX KOMYHIKayitl,

OKpeclleHHs. ~ HOGImHIX  cghep  OistbHOCHI
ACUXONI02a-MaPKemon02a SK cy6 ’ekma
OIsILHOCII.

Buxnao  ocmoenoco - mamepiany

00CTIIOMHCEHHA 3 NOGHUM  OOTPYHMYBAHHAM
ompuMaHux Haykoeux pesynomamis. OcHogoio
NCUXOI02TT  MAPKeMUH208UX KOMYHIKAyil €
KOHYenyisi NCcuxooeii  o0CbKUx 0Oadcamw,

Momusayil ma peaxkyiti Ha npoyec KOMYHIKayii

6 yinomy. O6’€ekmom 00CNiOHCeH s € NOOUHA-
cnoocuay  (abo NOMeHYItHULL  CHOXCUBay),
npeomemom — 0ax)canHs, peaxyii, momusayii,

Oii ma ix aneopummiuna i  J02iYHa
NOCNIO0BHICb. Baowcnusumu ons
MApKemuH2080i  KOMYHIKayii  1H00CbKUMU

Gdaxkmopamu € peaxyii Ha my udu IHULY
pexnamuy nponosuyiro. Iloeedinkosa cknadosa
MAKOAC BUBUAEMBCSL | € BANCTUBOIO.

Tomy ncuxonoeist 100CbKOI NOBEOIHKU
ma il 2nubOKull amaniz, npu NpaAeUILHOMY
BUBUEHHI,  O0QIOMb  MOJNCIUBICbL — POOUMU

BUCHOBKU ™A NPOCHO3U W00 NOBEOIHKOBOI

Gopmu cnodrcueaua, a omoice, NPoSHO3YEAMU
HACMYNHi  KPOKU  ChoJjcusaya ma  iXHeE
nooanvule KOpUY8aHHA 6 MAPKEeMUH2O0BUX
yinax. bez posyminna xoua
ncuxonoeii - HcooeH i3 IHCmpyMenmis
MapKemuHeo8ux — KOMyHiKayiti — He  Oyoe
APayio8amu HaneHCHUM YUHOM, a0dxce Nepuitum

KPOKOM 00 3anycKy MapKemuHe080i cmpamezii

€ BUBYeHHA Yitbosoi ayoumopii. Llitbosa
ayoumopis — ye 6ubipKka, Ce2MeHmoB8aHa
yacmuna ooeti 34 NeBHUMU  O3HAKAMU,
00’eonana 3 Memow  GUGUEeHHS Ol
noOAnbUI020  epekmueHo20  NPOCy8aHHs.

0 bazoe6o0i

npooykmy. Ycnix 0yov-sK0i MapKemuHe080i
cmpamezii’ 3anedcums 8i0 sAKocmi 300py ma
auHanizy 0aumux npo ayoumopiro, KitbKocmi ma
AKOCMI ceeMeHmaui.

V' nepwin nonosuni XX cmonimms
ncuxonoe  [Hocon  b. Bomcon — cmeopug
KOHYenyito 0ixegiopusmy, 5Ka CbO2OOHI 0d€
8I0N0GIOT NUMAHHS NPO JIAHYIONCOK JIHOOCHKUX
peakyiti. IlJo cmocyemvca  Kopueyeamms
No6eOiHKU, MOOUpIKayii Ybo2o IAHYICKA

peakyi, wo NPaKmuyHo HeoOXiOHO OJis
Mapkemonoaa, mo 1020 6usyas i po3pooias
b. Ckinnep, 8i00OMULL AMEPUKAHCHOKULL
BUHAXIOHUK. Bin BUCYHYE meopir
ONepaHmHo20  0OYMOGIEHHs,  CYMb  AKOI

nonsieae 8 NOCII006HOMY BNIUBI NOBEOIHKU HA
camy nosedinky. Posyminna ma Oosedenns
cnpasedaueocmi yici meopii 003601U10 Oitimu
BUCHOBKY, WO Y BUNAOKY GUKOPUCAHHS
OpenouHzy AK  IHCMpPYMEHm)  OMPUMAHHS
00820CMPOKOBUX pe3yIbmamie.

Tpucep — ye OyksanbHO “‘cnyckosuil
2a4oK ", SAIKULL MOJICe BUKTUKAMU )Y CHONCUBAYIB
nompioHi emoyii:  padicmo, cmpax,
30ugy6anns, eHie mowo. Ili0 eniueom yux
eMoyill  Ccnodcueayi  30IUCHIOIOMb  NOKYNKU.
Haiiuacmiwe  mpucepu  npeocmaeneni  y
suensidi  “npasunvhux” cnie abo ¢paz y
NOBIOOMIIEHHI, ajle ye MaKoHC MOAHCYMb Oymu
efleMeHmu  OU3auHy (Hanpukiao, AYUIbHUK
KIIEHMI8 Ha caumi, JTYUIbHUK 3i 360pOMHUM
8I0iKOM 00 KiHYs akyii abo npocma Haxelka,
KA 6KA3ye HA me, WO KIIbKiCmb moseapy
obmedicena).

o6 npasunvro  euxopucmosysamu
mpueepu 6 pexnami, nompioHo 00ope 3Hamu
ceoro  yinbogy ayoumopiro. Llle  0onum
BANCTUBUM MOMEHMOM € KLIbKICMb mpueepie 6
OOHOM) 38EPHEHHI - 6eUKA KLIbKICMb DIZHUX
NPUHYUNIE  MOXCe 88eCmU  CHOJMCUBAYAd 8
oMaHy, 1 6IH He BUKOHAE Yinbogy Oito. 11]oo
docsiemu  MAKCUMANbHOL  eqhekmusHocm,
NOMPIOHO BUSHAUUMUCSL, K eMOoYyii U Xoueme
BUKTIUKAMU Y CNOHCUBAYA | HA HOMY 3iepamu, a

nomim — CmMeoploeamu - C80€  PEKIAMHE
NOBIOOMIEHHSI.

Takum  wunoM,  MpPoOAHANi3y6aA8UIU
BUUEBUKTIAOCHULL  Mamepian, — BUSHAYAEMO

MApKemuH208y NCUxono2iio K OKpemy 2any3b
nCuUxonoeii.
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Ha oymky asmopxu uyiei nybnikayii,
MApKemuH208a NCUXON02isl — ye NPaAKmuka
CUHXPOHI3aYIi  MAPKemuH208020 KOHMEHM,
KOMYHIKayii ma cmpameziti 3 n08eoiHKOBUMU
npossamu  TOOUHY, SKI  BUBYAIOMbCA  Mda
0eMOHCMPYIOMbCSL 3a 00NOMO2010
ncuxonociynux — docniodcenv.  Iloensio  na
MAPKeMmuH208l KAMNAHII 4epe3 NCUXON02TUHY
npusmy — 0ae  mapkemojnoeam — bazamo
iHGhopmayii, OCKIbKU 8KIIOUAE 8 cebe OCHOBHI
elemenmu  ncuxonocii. Y  ceoro  uepey,
elleMeHmu NCUxonoeii eKkuoyarmy 6 cebe me,
Ak moodu  giduysaroms,  OyMarOmv i
N0BOOAMbCS, WO 6 CYKYNHOCMI 00380JI5€
MAPKemonocam Hana2o0X4cyeamu 36 30K i3
YinbosUMU  ayOUmMOopiamy,  enIUeAMU  Hd
NOBEOIHKY KIIEHmi6 i onmumizyeamu Oi3Hec-
pesyivmamu.

Mapkemuneosuti  ncuxonoe —  ye
gaxieeyp y  eanysi  ncuxonoeii,  AKull
CHIBNPAyIoE 3 Opeanizayiamu, woo 8UHAYUMU,
AK  HauKpawe — 3a0XOMumu  CHONICUBAYI8
Kynyeamu nesHuti npooykm. ILle uacmuma
eany3i ncuxonoeii, 8i00Moi’ K iHOycmpiantbHo-

op2auizayitna NCUXOJLOCIAL. Tcuxonoeu-
MapKemonocu ModiCYmob Npayiosamu Ky
KOHKpemHiu KOMNAHII, max i 8

KOHCANMUH20BUX (DIpMAx, sIKI KOHCYIbMYIOMb
PI3HI 810U MAPKEMUHZ).

Problem setting. Marketing and
psychology are inextricably linked, as most
marketing techniques are based on the results
of psychological research and are based on
well-known psychological principles. It is
worth noting that to influence a person, you
need to know how to do it more effectively. In
this context, it is triggers — a variety of
psychological techniques — that come to the
rescue. And, therefore, psychological
knowledge is becoming a key factor in the
formation of a system of modern marketing
communications.

Thus, psychological knowledge and
competencies become the key to successful
marketing in general and modern marketing
communications in particular..

Recent research and publication
analysis. The issues of psychology in

Takum uqunOM, 6NIUE NCUXOIOTUHUX
3HAHb HA  MapKemuHz 1 MAPKEeMmUH2081
KOMYHIKQyii He MIbKU  NOB A3aHUU i3
ehexmugHicmio MapkemuHzy, aie U Modxice
pozenaoamucs 8  KOHMeKCmi  OisiibHOCmi
NCUXOJI02a-MapKemono2a.

Bucnoeku 3 0anozo oocniocenna ma
NepcnekmusU NOOAILUUX PO3BIOOK Y OAHOMY
HanpsAmKky. Takum 4uHoMm, MOJCHA BUSHAYUMU

630EMO36 30K  NCUXOJNOIYHUX — 3HAHbL I3
MapKemuH2oM ma MAapKeMUH206UMU
KomyHikayismu.. Taxooic eapmo 6i03Hawumu
BANCIUBICIb  NCUXONOSIYHUX — 3HAHL  OJIA
ehekmueHo20  po3BUMKY — MAPKEMUH2O08UX

KOMYHIKQYILl.

Kpim  moeo, oocniodicenns  6ussuno
HOBULL Hampsam )y pobomi ncuxonoea —
MapKemuH208020 NCUxonoea, AKull nepeddadae
CHOCMEPEdICEeHHs. Ma AHANI3 CROXCU8AYIE OJis
BUBHAYEHHS IXHbOI NOBEOIHKU.

Takum uuHOM, NOOATLUUL HANPIMOK
odocniodcenb Yy cghepi  MapKemuHeo80i
ncuxonoeti nepeobauae BU3HAYEHHS
AKMYAnbHUX HANpIMie pooomu MapKemuH-
208020 NCUXON02A, KOHKPEMU3AYII0 OCHOBHUX
KoMnemeHyiu ma iHCmMpyMeHmis ix
@POopmy6anHs i pO36BUMKY.

marketing were indirectly addressed by
scientists back in the days of Gestalt
psychology, such as M. Wertheimer, K. Koffka
and other psychologists who studied the
psychology of human desires and motivation.
The first registered mention of psychology in
the scientific marketing environment dates
back to 1998-1999, when such scientists as
F. Kotler, G.Armstrong and J. Saunders
published their work “Fundamentals of
Marketing”, where they described the basic
principles of consumer behavioral psychology.
The importance and constant relevance of
psychology in marketing in general and in
marketing communications in particular have
been repeatedly proven and confirmed by
many scientists.

The tireless research work that began in
the 10s by Wertheimer continues to this day.
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U. Indyk, O. Lysenko, M. Vlasov are modern
psychologists, marketers and scientists who are
actively engaged in the study and
systematization of knowledge about people,
their behavior and psychology, and actively
integrate this knowledge into the marketing
market.

In particular, psychological foundations
in advertising and advertising activities should
be considered inseparably from marketing
psychology. Thus, the theoretical and
methodological and some practical aspects of
advertising psychology as a branch of
psychological science in general have been
studied by domestic and foreign scientists,
namely: F.Barden, J.Berger, L. Gerash-
chenko, P.Graves, R.Dooley, P Gurevich,
V. Zazykin, O. Lebedev-Lubimov, M. Lind-

strom, R. Mokshantsev, E. Plessy,
V. Shuvanov and others.
Among the latest research and

publications are the works of T. Kompaniets,
who studied the peculiarities of using
psychological influence technologies in
advertising as marketing tools to increase
purchasing power [5]; A.Ryabchyk, who
analyzed, systematized and summarized the
most common methods of psychological
influence on consumer behavior that can be
used in advertising [6]; O. Yevseitseva, who
studied the psychological aspects of studying
consumer behavior and considered the model
of perception and processing of information.
Given the rapid growth of attention to
the psychology of advertising, the active study
by scientists of psychological principles,
features, mechanisms and means of successful
product sales, there is an objective need for
further, deeper research into certain important
issues, in particular, the use of methods of
psychological influence on the consumer and
his behavior in modern advertising.
Highlighting the previously
unresolved parts of the general problem to
which this article is devoted. In the global
marketing practice, along with traditional
advertising, a large arsenal of methods of
promoting (advertising and selling) goods and
services, called marketing communications, is

now used. This makes us pay special attention
to these new forms of advertising influence. In
the domestic and foreign scientific and applied
literature, there are about 30 different
marketing communications, the “ideological
basis” of which is traditional advertising.

Among the marketing communications
that have become widespread in a market
economy, the most popular are the following:

— public relations is a set of measures
that allow a company or person to create a
positive image in the public consciousness,
primarily based on the media;

—direct marketing — measures to
establish  personal contacts in absentia,
primarily ~ through mail  correspondence
between the seller and the client;

—sales promotion — measures that
allow to stimulate purchases based on
discounts, bonuses, lotteries, coupons, savings,
collections, etc;

— product placement — the introduction
of brands, logos and other advertising
information into artistic works (books, films,
television programs);

— personal selling — direct
communication between the seller (consultant)
and the client (buyer) at the point of sale or in
places not directly intended for sale;

— merchandising — ergonomic (design)
design of retail premises, interiors, halls,
showcases, etc;

— sampling — various tastings, car test
drives, “couch shopping”, etc;

— exhibition — a public demonstration
of goods or capabilities of the company with
the invitation of potential wholesale buyers, for
example, to get acquainted with new types of
products (fashion shows, car shows, etc.);

— event marketing — public advertising
events, which are often carried out in the form
of some kind of mass shows (for example,
flash mobs) and others.

The trend of recent decades in the
global and domestic economy is a decrease in
the volume of traditional advertising and the
widespread use of technologies for promoting
goods and services based on new marketing
communications.
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However, despite the fact that
marketing communications involve a deep
understanding of the social and psychological
mechanisms of interaction and mutual
influence of people on each other, no
experimental psychological research in this
area has been conducted in our country until
recently.

Paper objective. Based on the analysis
of modern trends in the development of
marketing and marketing communications,
which are based mainly on psychological
principles, the purpose of the article can be
defined as outlining the directions of
development of modern psychological
principles that will increase the effectiveness of
marketing communications. It is also necessary
to identify the newest areas of activity of a
marketing psychologist as a subject of activity.

Paper main body. The basis for the
psychology of marketing communication is the
concept of the psychology of human desires,
motivations  and  reactions to  the
communication process in general. The object
of the study is the human consumer (or
potential consumer), the subject is desires,
reactions, motivations, actions and their
algorithmic and logical sequence. The human
factors that are important for marketing
communication are reactions to a particular
advertising offer. The behavioral component is
also studied and is important.

Therefore, the psychology of human
behavior and its in-depth analysis, when
properly studied, make it possible to draw
conclusions and predictions about the
behavioral form of the consumer, and therefore
to predict the next steps of the consumer and
their  further adjustment for marketing
purposes. Without understanding at least basic
psychology, none of the marketing
communication tools will work properly,
because the first step to starting a marketing
strategy is to study the target audience. The
target audience is a sample, a segmented part
of people by certain characteristics, united for
the purpose of studying for further effective
promotion of the product. The success of any
marketing strategy depends on the quality of

audience data collection and analysis, the
quantity and quality of segmentation.

In the first half of the twentieth century,
psychologist John B.Watson was actively
developing a systematic approach to the study
of human behavior in various situations, and
created the concept of behaviorism, which now
provides answers to numerous questions about
the chain of human reactions. As for behavioral
adjustment, modification of this chain of
reactions, which is practically necessary for a
marketer, it was studied and developed by
B. Skinner, a famous American inventor. He
put forward the theory of operant conditioning,
the essence of which is the consequential
impact of behavior on behavior itself.
Understanding and proving the validity of this
theory has led to the conclusion that in the case
of using branding as a tool to obtain long-term

A trigger is literally a “trigger” that can
evoke the right emotions in consumers: joy,
fear, surprise, anger, etc. Under the influence of
these emotions, consumers make purchases.
Most often, triggers are presented in the form
of “correct” words or phrases in the message,
but they can also be design elements (for
example, a customer counter on the site, a
counter with a countdown to the end of the
promotion, or a simple sticker indicating that
the quantity of goods is limited).

Each of these "hooks" is aimed at
forcing the consumer to buy the product,
provoking fear of not being in time or a desire
to join the happy owners of the product, all of
which can be divided into groups based on
certain principles.

Let’s take a closer look at some of its:

1. The principle of reciprocity is that
every person subconsciously tries to
reciprocate when someone has done something
good for them. In marketing, this principle is
used very widely. Companies, trying to
demonstrate their special attitude to each client,
provide them with bonuses and various
pleasantries (and it is not always something
expensive). As the saying goes, “attention is
the key”, and this attention allows you to
increase consumer loyalty to the company and
build a certain reciprocity in relations with the
company.
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2. The principle of obligation is an
important principle that has some similarities
with the principle of reciprocity — the only
difference is that it makes the consumer “feel
obligated”, which makes it more difficult to
refuse something. For example, a company
places a consumer in a so-called “elite” group
and offers special conditions, thereby obliging
him or her to agree to these conditions. They
may not be very favorable to some extent, but
this “elite” status influences decision-making.

3. The principle of credibility stems
from the fact that for a long time the level of
trust in authoritative figures has been much
higher than in the average consumer.
Marketers realized this truth a long time ago,
S0 every company strives to become an
authority in its niche — an opinion leader.
People are always drawn to authorities, their
opinions are listened to, and they are imitated,
because authority equals trust, and trust for a
company is primarily sales.

4. The principle of herd mentality can
be clearly described by the expression:
“Everyone ran, so | ran” — subconsciously, it is
much easier for a person to join a group of
people than to start acting independently.
Marketers often use the herd mentality in
advertising, focusing on the number of existing
customers  (counters on the website,
information about goods sold or projects
completed, the number of clients, etc.).

Such tricks help to make a decision in
favor of joining a group of existing clients,
especially if the names of large and well-
known companies are mentioned among these
clients.

5. The principle of scarcity is perhaps
one of the most effective ways to provoke a
consumer to buy a product. If there is a risk of
not being in time, the decision is made much
faster. But this principle should also be used
wisely. If you tell consumers right away that
there is a shortage of goods in the warehouse, it
will not have the desired effect; it is important
that buyers understand that the product is in
demand — there was a lot of it at first, but
almost all of it was sold out — this kind of
message can boost sales of even the most
popular products.

6. The principle of confirmation is that
everyone has an idea about certain things.
These ideas can be either imposed by someone
or conclusions that a person has come to on
their own. In any case, if we see confirmation
of our opinions, we unwittingly accept this
information as true and agree with it. Thus, in
order for an advertising message to have the
desired effect on the target audience, it must
confirm the existing opinion on the issue.

7. The anchor principle is usually applied
to the price of a product or service. In order to
create the necessary anchor to the price in the
minds of consumers, figures “from the ceiling”
are often used. In marketing, this technique is
used during promotions and discounts, when
an allegedly old price is indicated, which is
crossed out, and a new one next to it, which is
allegedly several times less than the old one.
And even if this new price is extremely high,
the price anchor in the minds of consumers has
already been established and they are
convinced that the purchase is profitable, since
the savings are very large.

8. The principle of certainty states that if
a person is sure of something, it is difficult to
convince him or her otherwise. Thus, if
advertising is able to convince consumers that
a product is a solution to some problems, even
if not all, but some, then it is highly likely that
they will buy it. Everyone is prone to
exaggerating their capabilities, and we all have
crazy ideas that we either voice or keep to
ourselves. That’s where marketers come in,
offering you a product that can help you
achieve these "crazy ideas," and how can you
refuse such an assistant.

9. The principle of innovation is not
based on the fact that new products always
attract attention. It is enough to present a
product as something new and the demand for
it will immediately increase. The fact is that
every buyer will want to be the first to buy a
new product, and few will think about the real
benefits of the product. This is how a wave of
fashion emerges, which at first is just a trend
that people start to follow.

10. The outcome principle is based on
the statement that it is enough to see a lottery
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winner to believe that this is a completely
logical outcome for any player, but this opinion
IS wrong, because there is a huge distance
between the game and the win. The same
happens with goods — the seller describes their
theoretical benefits, but says nothing about the
product itself, and the consumer begins to
evaluate the result of the purchase, not the
decision to buy.

11. The principle of prohibition can be
formulated on the basis of a well-known
saying: “Forbidden fruit is sweet!” This
statement applies to almost everything, and
especially to goods. It is enough to say that
something is forbidden, as everyone
immediately wants to try it.

There are many examples in history —
the ban on ideological books that were passed
down orally; the ban on freedom of speech and
various protests. People are inquisitive by
nature and want to know the secret,
information that is extremely secret and not
available to everyone. So offer the consumer
the “forbidden fruit” and they will buy it
without hesitation.

To use triggers in your ads correctly,
you need to know your target audience well.
Another important point is the number of
triggers used in one appeal — this is not a case
where the more the merrier. A large number of
different principles can mislead the consumer
and they will not perform the targeted action.
To achieve maximum effectiveness, you need
to decide what emotions you want to evoke in
the consumer and what to play on, and then
create your advertising message based on this.

Thus, after analyzing the above
material, we can define marketing psychology
as a separate branch of psychology.

According to the author, marketing
psychology is the practice of synchronizing

marketing  content, communication and
strategies with human behavioral
manifestations that are studied and

demonstrated through psychological research.
Psychology and marketing provide tools to
understand how and why people act in certain
ways, as well as the connection to marketing to
optimize marketing campaigns. Looking at

marketing campaigns through a psychological
lens provides marketers with a wealth of
information because it incorporates the basic
elements of psychology. In turn, the elements
of psychology include how people feel, think,
and behave, which together enable marketers
to connect with target audiences, influence
customer behavior, and optimize business
results.

The phrase “marketing psychology” is
a root term related to neuromarketing.
Accordingly, neuromarketing is a field of
research that uses neuroscientific methods to
study and evaluate consumer behavior and
relates it to marketing activities. The concept of
neuromarketing provides insights and powerful
methods for conducting marketing research
and consumer analysis. Scientists and business
researchers link specific brain activity and
subconscious  reactions  to  consumer
preferences, motivations, and expectations.
Such information helps marketers predict
consumer behavior and is relevant for
optimizing marketing campaigns.

Neuromarketing provides insight into
consumer minds and the role of consumer
emotions in decision-making. Professor Ale
Smidts from Erasmus University coined the
term, referring to the use of neuroimaging
procedures, such as functional magnetic
resonance imaging, to assess the consumer’s
subconscious processes, including emotions,
needs, desires, and stimuli emanating from
images and sounds. The term
“neuromarketing” comes from three fields:
neuroscience, marketing, and psychology.

Thus, it can be noted that in addition to
a separate area of psychology, such as
marketing psychology or neuromarketing, we
can even distinguish the subject of such
activity — a marketing psychologist.

A marketing psychologist is a specialist
in the field of psychology who works with
organizations to determine how best to
encourage consumers to buy a particular
product. This is part of the field of psychology
known as industrial-organizational psychology.
Marketing psychologists can work both in a
specific company and in consulting firms that
advise various marketing departments.
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Based on the content and features of

determine the content of the marketing

this type of activity at the intersection of psychologist’s activity (Table 1).
psychological and marketing, it is possible to

The essence of marketing
psychologist skills

Table 1
Content of skills of a marketing psychologist

Content of marketing psychologist’s activity

Organization and conduct of
the study

As a marketing psychologist, you may need to conduct research to identify your
target audience, create a psychological profile of potential customers, or analyze
the effectiveness of a marketing strategy. Understanding the basic principles of
research and how to analyze data can help you create strong insights and
improve your overall performance. You can practice your research skills by
participating in research projects at work, reading research resources, or taking
online courses

Organization of activities

Marketing psychologists may work with several projects or clients at the same
time, and they need to sort materials by marketing campaigns. They may also
need to develop strategies to complete tasks by a certain deadline. Improving
your organizational skills will help you keep track of all your responsibilities
and materials, and complete your duties on time

Organization of
communication

As a marketing psychologist, you may be required to give presentations to
marketing teams to advise them on specific strategies or provide insight into
their target audience. Sometimes you may also conduct interviews with
potential clients to formulate your own proposals. Strengthening your
communication skills will help you to communicate more easily with people on
a professional level, and will also improve your ability to offer clear proposals

Use of modern technologies

Marketing psychologists can use a variety of technologies or computer
programs to conduct research and provide advice on how to increase customer
purchases. You may use spreadsheets to track data, slide designers to create
presentations for clients and executives, or customer management and analytics
software to generate data that can help you develop marketing proposals.
Consider taking classes or reading educational resources about the programs
you typically use to improve your technology skills

Application of marketing
knowledge

One of the main responsibilities of a marketing psychologist is to advise people
who create marketing campaigns. By learning more about marketing concepts
and procedures, you can better understand what strategies your clients can use
to attract more customers. You can find a job as a marketer or take college
classes to help you improve your marketing knowledge

Implementation
of psychology knowledge

In addition to understanding general marketing techniques, a marketing
psychologist may need to know how people behave in certain circumstances.
An in-depth knowledge of psychology can help psychologists evaluate leads
and provide marketing insights for their clients. You can learn more about
psychology by earning a master’s or doctoral degree in psychology, taking a
certification course, or reading professional psychology publications

Thus, the impact of psychological
knowledge on marketing and marketing
communications is not only related to the
effectiveness of marketing, but can also be
considered in the context of the activities of a
marketing psychologist.

Conclusions of the research. Thus, it
is possible to determine the relationship of
psychological knowledge with marketing and
marketing communications. It is also worth
noting the importance of psychological
knowledge for the effective development of

marketing communications. In addition, the
study identified a new direction in the work of
a psychologist — a marketing psychologist,
which involves observing and analyzing
consumers to determine their behavior.

Thus, the further direction of research
in the field of marketing psychology involves
identifying the current areas of work of a
marketing psychologist, specifying the basic
competencies and tools for their formation and
development.
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