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The use of neuromarketing in the automotive retail

O. Pilipets

It is analyzed the application of modern theoretical and applied research in the field of
marketing, in particular, neuromarketing in the field of automotive retail. The analysis identified the
most effective package of ways to influence the audience (sensory marketing) and examples of
product  promotion,  based  on  the  principles  of  neuromarketing  and  resources  that  affect  the
emotional component (empirical marketing). In the general research field, the author identified and
considered a specific problem — the conditions and effectiveness of the use of neuromarketing tools
in the field of car sales. In the course of the study, the analysis of advertising strategies of specific
automotive brands was carried out, the features of promoting this type of product were determined,
and a working model for the use of neuromarketing in the framework of automotive retail was
proposed.
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