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In the modem rhythm of life, where competition in the market of hospitality services is
becoming more and more acute, the relevance of the topic of the influence of neuromarketing on
the behavior of participants in hospitality services is of great importance. Neuromarketing allows
for a deeper understanding of the psychological mechanisms that drive consumer choice and apply
this knowledge to improve the effectiveness of marketing strategies and create a more attractive
environment for customers. Given the fast pace of life and constant changes in consumer tastes and
preferences, the use of neuromarketing helps to adapt to these changes and provides a competitive
advantage in the hospitality industry.

The relevance ofthe topic ofthe bachelor's thesis is due to the fact that the success of the
enterprise directly depends on the impact of neuromarketing on customer behavior. The use of
neuromarketing methods allows for a deeper understanding of the psychological aspects of
consumer decision-making, which in turn helps to increase the effectiveness of marketing strategies
and increase customer satisfaction with the services provided.

The purpose of our study is to substantiate the essence of the concept of "neuromarketing”,
analyze modem methods of neuromarketing, study the impact of neuromarketing on the mood and
comfort of consumers of hospitality establishments.

The following research methods are used in the work: scientific works of leading domestic
and foreign scientists on the influence of neuromarketing on consumer behavior, monographic,
analysis and synthesis, induction and deduction, system analysis, observation, description,
abstraction, idealization, graphic analysis, questionnaires. The information base of the study is the
official data of the restaurant "Bread and Butter"; works of domestic and foreign scientists and
specialists on the subject of research; periodicals of scientific publications; the results of their own
research; Internet resources.

The scientific novelty of the obtained results lies in the identification and analysis of new
aspects of the psychological mechanisms that govern the choice of consumers in the hospitality
industry, as well as in the development of effective marketing recommendations based on this
knowledge. This study contributes to a deeper understanding of the impact of neuromarketing tools
on customer behavior, which allows to increase the competitiveness of enterprises in this area.
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services, aroma marketing, color psychology, lighting atmosphere, audio marketing.
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Y Cy4acHOMY PUTMI XWTTS, e KOHKYPEHLiS Ha PUHKY MOCAYr rOCTUHHOCTI Wopa3 6inbLu
3arOCTPHOETLCS, aKTyaslbHICTb TEMU BMANBY HEMPOMAPKETUHIY Ha NOBEAIHKY YYaCHWKIB MOCayr
FOCTUHHOCTI HabyBa€ BeNMYEe3HOro 3HayeHHs. HelpOMapKeTUHTr [03BOJISE NNOLLE PO3YMITK
MCUXOMOFIYHI MeXaHi3Mu, L0 KepyrTb BMOOPOM CMOXMBaYiB, i 3aCTOCOBYBATWU LIe 3HAHHA A/
NiABULLEHHA e(eKTUBHOCTI MapKeTUHIOBMX CTpaTerii Ta CTBOPEHHA O6inbll nprBabamMBoro
cepeaoBuLLa ANa KnieHTiB. BpaxoBytoun LUIBMAKUIA TEMM XUTTA Ta NOCTIHI 3MIHM B CMakax Ta
ynoao6aHHAX CNoXuBadiB, BUKOPUCTaHHSA HeMpPOMapKETUHIY fornomarae aganTyBaTucs [0 LuX
3MiH Ta 3a6e3neuye KOHKYPEeHTHI nepesaru y ranysi FOCTUHHOCTI.

AKTYyanbHICTb TemMu 6GakanaBpCbKol pobOTU 3yMOBNEHa TUM, L0 YCMiX NigNpUEMCTBA
HanpsMy 3a/1eXXUTb Bif BNJMBY HEMPOMAaPKETUHIY Ha MOBEAIHKY K/TiEHTIB. 3aCTOCYBaHHA MeTOAIB
HeMpOMapKeTUHIy [03BONSE [NUGLIE PO3YMITU MCUXOMOMYHI  acnekT¥ MNPUIAHATTA  pilleHb
CNoXmBayamu, L0 B CBOO Yepry foromarae niABULWnNT eeKTUBHICTb MapKeTUHIOBUX CTpaTerii
Ta 30iNbLUNTN 380BONEHHS KNIEHTIB Bif HafaHUX NOCNYT.

MeTOK Haloro AOCNIKEHHA € 0OrpPYHTYBaHHSA CYTHOCTI MOHATTS «HEMPOMapKEeTUHI»,
aHasli3 cy4yacHVUX MeTOfiB HEMPOMAPKETUHTY, AOCNIAXEHHA BNAVBY HEMPOMAPKETUHIY Ha HacTpii
Ta KOMOPT CroXKMBaYiB 3aKknafiB roCTUHHOCTI.

Y pob6oTi BUKOpUCTaHI TaKi MeTOAMN AOCNIAMKEHHS: HAYKOBI NpaLi NPOBiAHNX BITUN3HAHNX
i -3apyODKHMX YYEeHUX 3 MNUTaHb BIJIMBY HENPOMApPKETUHIY Ha MOBELIHKY CroXuBadis,
MOHOrpaiYHNiA, aHanidy i CUHTE3y, IHAYKUIT Ta AeAyKuii, CUCTEMHOIO aHasi3y, ClOCTEPEXXEHHS,
onuc, abcTparyBaHHs, igeanisauis, rpadiyHoro aHanisy, aHkeTyBaHHS. IH(hopMaLiiiHOK 6a30t0
[OCNIMKEHHA € oiliiHI AaHi pecTopaHy «X/i6 3 Mac/iom»; po60TU BITUMSHAHMX | 3apyODKHUX
yyeHUX Ta (paxiBUiB 3a TeMaTUKOK [AOCNIMKEHHS; MepioANYHI HAyKOBI BMAAHHA; pe3ynbTaTu
B/IACHUX JOC/IIKEHb; pecypcy mepexci IHTepHeT.

HaykoBa HOBM3Ha 0fep>kaHuX pe3ynbTaTiB MoNArae y BUABEHHI Ta aHani3i HOBMUX acnekTiB
MCUXONOTIYHMX MeXaHi3MiB, SKi KEpYOTb BUOOPOM CMOXMBaYiB Y rany3i FOCTUHHOCTI, a TaKoX Yy
pO3p0o6L ePEKTUBHNX MapPKETUHIOBUX PEKOMEHaLiii Ha OCHOBI LMX 3HaHb. Lle focnifKeHHs
CNpUsSE FNUGLLIOMY PO3YMIHHIO BMAMBY HEMPOMapKeTMHIOBUX [HCTPYMEHTIB Ha MOBeAiHKY
KNIEHTIB, L0 A03BO/IAE MIABULMNTN KOHKYPEHTOCMPOMOXXHICTb MiANPUEMCTB LIIET Chhepn.

Kno4yoBi cnosa: HeMpOMapKETUHT, 3aknagu iHAYCTPIT FOCTMHHOCTI, YYaCHUKW MoCnyr

rOCTUHHOCTI, dpOMaMapPKETUHT, NcuUXonoris KOJ/1bOpYy, aTMOCd)epa OCBIT/IEHHS, ay,qiomapKeTler.
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