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Anomauia. Bcmyn. B cyuacuy enoxy 6 komnauisx, wo ul8uoKo
PO36UBAIOMBCS,  VCRIWUHICMb  NPOOYKMY  3ANedCums  He Juue 8i0 U020
@DYHKYIOHANbHUX ~ma NPOOYKMUBHUX XAPAKMepucmuk, a U 8i0 1020
cmpameziyno20 posmiwennsa na punky. Kouyenyia cmpameeaii no3uyionyeanns
npoOyKmy nepeodoaiae cmeopeHHs YHIKAIbHO20 IMIOHCY NPpOOYKmYy abo 6peHdy,

Wo 3aKapbo8yembcs 8 CNpUUHAMMI NPOOYKmY cnodcusavem. Taxuii pezyromam
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odocsieaemubces ywepe3 i0eHmugbikayito 1ioeco nompeb i 0axcanb, a MAKONC
nooanbuly po3pooKy MAapKemuHeo8ux cmpamezii, CNpAMO8AHUX HA BUKOHAHMHS
yux eumoe. L 6aecamosumipna cmpamezisi CKI1A0AEMbCS 3 PISHUX BANCTIUBUX
KOMNOHEHMIB, 8KII0UAOYU BUBYEHHS NOBEOIHKU CNONCUBAYI8, WO Mac bazamy
icmopito 1 cymmego 6NaUBAE HA CMBOPEHHs eheKmugHoi cmpamezii
nosuyionysanus. Cama nosedinka CnoXCu6auié KOHYEHMpYEmvbcs HA Npoyeci
NPUUHAMMS pilleHb 3 OOHUM 3 20N08HUX U020 emanié - emanom HOULYKY
ingpopmayii cnosxcusauem. Tomy nocmae HeobOXiOHICMb 2AUOUO20 OOCTIOHCEHHS
0ano2o emany 3a0jisl 301L1bULeHHS TOSNbHOCMI NOKYNYSL 00 NPOOYKMY.

Mema. Memoto cmammi € 00CAi0HCEHHs BNIUBY NCUXOTIOIUHO20 ACNEKNY
Ha ¢opmysanus cmpameeii NO3UYIOHYGAHHS MOGAPY MmMa AHANI3 UWIAXY
NPULHAMMS pilueHHsT w000 30IUCHEeHHs NOKYNKU NpOOYKmy cnodxcusadem. B
meopii npuuHAmMms piuienb pO3KpUmMu 30Hy HOWYKY IH@opmayii cnoxcusavem
3Q0/151 BUBHAYEHHST 000AMKOB020 eleMeHM) «Kileyb 3HAHb CHONCUBAUA» mda
cnoco6ié 6nau8y Ha NOKYNYs 015 30i1bUEeHHS I0STIbHOCME 00 NPOOYKN).

Mamepianu i memoou. Mamepianamu Oocnioxcenns €: 1) ocobucme
00CNi0JHCEeHHSI N0BeOIHKU cnoxcusauis 6 pamkax Kypcy «Consumer Marketingy
biznec-wxonu Atisi, 3axionuii Ynisepcumem, Kanaoa, 2) npayi eimuusuanux ma
3apyOidcHUX A8MOpi8, U0 NPOBAOAMb C8OI HAYKOBO-NPAKMUYHI OOCTIOHNCEHHS )
YapuHi cmpameiyHo20 MApKemuHzy, 30Kpema cmpamezii No3UuyioH)8aHHs
npOOYKmy, ma YapuHi HetupoMapKemuHey, a came NO8eOdiHKU CHOMXCUBAYA MdA
NPULHAMMSA HUM DILUEHb.

B npoyeci 30itichenns O0ocniodcenHs O0yI0 GUKOPUCMAHO MAKI HAYKOBGI
Memoou. meopemuyHo20 y3a2albHeHHs ma CMPYKMypHO20 2SPYNYBaHHs (0ns
Xapakmepucmuky npoyecy NpUUHAmMms pIiUleHHs CRoXCusadem, a maKod#C
eleMeHmié 6naugy Ha Hb020), aHanizy ma cuumesy (0151 nobyo0oeu cxemu
PO3WUPEHUX — «Kileyb  3HAHbY  CHOMCUBAYA);  JIO2IYHO20  V3A2AlbHEHHs.

pe3yrbmamia ((hopmyno8anHs 6UCHOBKIB).
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Pesynomamu. ¥ cmammi 30iticneno 0ocniodcenHs 6nau8y ncuxoio2ivHo20
acnexkmy Ha opmysanns cmpamezii NO3UYIOHY8aAHHSA Mosapy. 3pobaeHull aHaniz
WLTLAXY RPUUHAMMSA PIUUEeHHS 000 30IUCHEHHs NOKYNKU NPOOYKMY CRONCUBAUEM.
3aaneaxcosana Hosa 0O1acmb BUBYEHHS 00 OAHOI Meopii NPULIHAMMSA DIULeHHs
Yy 8uensadi po3uupeHHs 30HU HOWYKY IHGopmayii ma oooamu cnocobu
BUOKPEMAEHHS Yb0O20 OONOBHEHHS 3 PSIOY ICHYIOUUX MAPKEMUH2S08UX NPAKMUK.

Ilepcnekmusu. B noodanvuiux HAyKOBUX OOCHIONCEHHAX NPONOHYEMbCA
30cepeoumu y8acy Ha OemaibHOMY OOCHIOHNCEHI KOHNCHO20 [HCMPYMeHmy OJisl
CMBOpPEHHs Hiwi «me, wo poOUmMb HAC WACTUBUMUY», A MAKONC DPO3POOKU
8I0N0BIOHOI MEeMOOUKY KOHMPONIO NOSINbHOCMI 0AHO20 Ce2MeHmy CHONCUBAUIS.
Lle naoacmv 3mo2y noxkpawumu JA0ANbHICMbL RNOKYNYIE 00 NPOOYyKmy ma
3MEeHWUmMb 8UMpPamu Ha 0OHO20 KAIEHMA 8 MAtOYMHbLOMY.

Kniouosi cnosa: nosedinka cnoxcusaya, NPUUHAMMA — pILUEHHS

cnoocusavem, CJM, kapmu emnamii, Kinoys 3HaHb.

Summary. Introduction. In today's fast-growing companies, the success of
a product depends not only on its functional and productive characteristics but
also on its strategic placement on the market. The concept of product positioning
strategy involves the creation of a unique product or brand image that is
imprinted in the consumer's perception of the product. Such a result is achieved
through the identification of his needs and desires, as well as the further
development of marketing strategies aimed at fulfilling these requirements. This
multidimensional strategy consists of various important components, including
the study of consumer behaviour, which has a rich history and significantly
influences the creation of an effective positioning strategy. Consumer behaviour
itself focuses on the decision-making process, with one of its main stages being
the stage of information search by the consumer. Therefore, there is a need for a

deeper study of this stage to increase the customer's loyalty to the product.
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Purpose. The purpose of the article is to study the influence of the
psychological aspect on developing the product positioning strategy and the
analysis of the decision-making process regarding the purchase of the product
by the consumer. The theory of decision-making, reveals the zone of information
search by the consumer to determine the additional element of the "rings of
consumer knowledge" and ways of influencing the buyer to increase loyalty to
the product.

Materials and Methods. The research materials: 1) a personal study of
consumer behaviour within the course "Consumer Marketing" of the Ivey
Business School, Western University, Canada; 2) works of foreign authors
conducting scientific and practical research in the field of strategic marketing, in
particular product positioning strategy, and the field of neuromarketing, namely
consumer behaviour and decision-making.

In the process of carrying out the research, the following scientific methods
were used: theoretical generalization and structural grouping (to characterize
the decision-making process by the consumer, as well as the elements of influence
on it); analysis and synthesis (to build a scheme of expanded "knowledge rings"
of the consumer), logical generalization of results (formulation of conclusions).

The results. The article examines the influence of the psychological aspect
on the formation of a product positioning strategy. An analysis of the way of
deciding on the purchase of a product by the consumer was made. A new field of
study is involved in this decision-making theory in the form of expanding the
information search area and adding ways to distinguish this addition from
several existing marketing practices.

Prospects. In further scientific research, it is proposed to focus on the
detailed research of each tool for creating a niche "what makes us happy", as
well as developing an appropriate methodology for controlling the loyalty of this
segment of consumers. This will improve customer loyalty to the product and

reduce costs per customer in the future.
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empathy maps, rings of knowledge.

Defining the problem. Consumer behaviour plays an important role in
marketing because it forms the basis for deciding on a product positioning
strategy. Various factors influence this behaviour. In today's era of globalization,
the needs, wants and purchasing paths of individuals change over time. To timely
determine changes in the buying habits of consumers, it is necessary to conduct
research in the direction of marketing, namely in the direction of their behaviour.
Research in one of the branches of psychology in the field of buyer decision-
making is a canon of behaviour analysis during the product purchase process.
This field has in-depth analyzes of its effectiveness, therefore, the study of the
path of consumer decision-making is an opportunity for companies to create an
impact on the neuro-perception of a product. A detailed examination of how a
buyer searches for a product will provide an accurate understanding of the reason
for purchasing a particular product and reveal opportunities to influence
consumer behaviour to increase their loyalty to the product.

Analysis of recent research and publications. To highlight the latest
important scientific materials in the field of marketing, psychology,
neuromarketing and neuropsychology, the works of well-known authors were
analyzed. American authors Kotler F. and Shes J. reveal the main concepts in
developing a market offer strategy for a product [1; 3]. Fishbein, M., Dichter, E.,
and Kanon, D. provide an understanding of the principles of consumer social
behaviour and dependent economic theories [2; 5; 8]. The American author Bauer
RA sheds light on the complex interaction between risky consumer behaviour
and decision-making processes [7]. The works of A. Kohli and P. Dole emphasize
various advantages of market orientation, including improved customer
satisfaction, increased profitability, and increased branching of segmentation

innovations [4; 9]. Thanks to the analysis of data and other works, an important
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theoretical knowledge base of the consumer's decision-making process was
created and the insufficient depth of the term was determined. Also, the question
of consumer behaviour in different segments of the "rings of knowledge" and
how to ensure transitions from a long ring to a narrow one remains insufficiently
researched.

Purpose. The purpose of the article is to study the influence of the
psychological aspect on developing the product positioning strategy and the
analysis of the decision-making process regarding the purchase of the product by
the consumer. The theory of decision-making reveals the zone of information
search by the consumer to determine the additional element of the "rings of
consumer knowledge" and ways of influencing the buyer to increase loyalty to
the product.

Materials and Methods. The research materials: 1) a personal study of
consumer behaviour within the course "Consumer Marketing" of the Ivey
Business School, Western University, Canada; 2) works of foreign authors
conducting scientific and practical research in the field of strategic marketing, in
particular product positioning strategy, and the field of neuromarketing, namely
consumer behaviour and decision-making.

In the process of carrying out the research, the following scientific methods
were used: theoretical generalization and structural grouping (to characterize the
decision-making process by the consumer, as well as the elements of influence
on it); analysis and synthesis (to build a scheme of expanded "knowledge rings"
of the consumer); logical generalization of results (formulation of conclusions).

Main research material. Product positioning on the market is one of the
most important components of the marketing strategy, as it determines consumer
perception of the product and its popularity on the market. To form an effective
positioning strategy, it is necessary to reveal all the competitive advantages of the
product, choose one that is significantly different from others on the market, and

choose a comprehensive positioning strategy that will correspond to the structure
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of the organization and its goals. These tasks are an important component of the
entire positioning process, which includes identifying competitors, studying the
perception and evaluation of competitors, identifying their position, analyzing the
target audience, choosing a position and controlling it in the market. For strategy
formation, it should be noted that positioning has three main tasks.

1. To present all possible competitive advantages.

2.  To choose among them the one that is significantly different from
those available on the market.

3. To select a comprehensive positioning strategy that will correspond to
the organization's structure and positioning goals.

These tasks are necessary to pass the entire path of creating positioning,
such as:

1. Definition of competitors.

2. Study of perception and assessment of competitors.

3. Identification of the position of competitors.

4. Analysis of the target audience.

5. Choosing a position.

6. Control of market position.

According to Kotler, positioning involves plans to develop product images,
so "being different from competitors" is a necessary condition for creating a
successful and strong brand. Such a difference makes it possible to build a single
concept of the product in the head of the consumer. People tend to immediately
put labels on other people, places, and products (in the first 3 seconds we form an
attitude towards anything), so this is the leading idea of positioning - creating a
clear image that will remain in the mind of the recipient and provide "added value"
for the company because it differs significantly from the positioning of
competitors [9].

It follows that the positioning of the product on the market depends to a

greater extent on the attitude of the target segment towards it. If such an attitude

International Scientific Journal “Internauka’. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2023-4




International Scientific Journal “Internauka’. Series: “Economic Sciences”
https://doi.org/10.25313/2520-2294-2023-4

1s negative or neutral, then the product and slightly the characteristics of the target
segment change significantly.

A neutral attitude can be triggered by ignorance about the product.
Therefore, it is necessary to position the product as the one that solves the pains
of the potential client.

If it is negative, find out what affects such a perception - the attitude towards
the company, the brand or the product itself. Having found the problem, rethink
it and understand whether this negative state of the product is the cause of the
company's mistake. A person may simply not understand something and reject it,
or may not be our target audience. In this case, we can note that the internal
conventions and actions of the company under its name also affect its values,
which makes the product positioning strategy directly dependent on the brand.

A positive attitude shows the loyalty of an already well-received client.
With this path, it is necessary to support the client, because his loyalty has already
been bought, and therefore it will cost us less than attracting a new potential
consumer.

Summarizing, it should be noted that the product is completely
subordinated to the consumer, therefore the main goal of positioning is to
emphasize the distinctive characteristics or features of the product that make it
different from competitors and attractive to its target audience. Such
characteristics are primarily the definition of product positions from three sides:

e product leadership;
e working advantage;
e closeness to the client (his pain) [10].

Positioning is a multidimensional concept that emphasizes the features,
characteristics and benefits of a product. This is an important marketing decision
that affects the entire marketing process. Based on the analysis of different
positioning strategies, five factors were identified that influence the formation and

implementation of the positioning strategy.
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1. Features and characteristics of the product.

Emphasizing the unique features of products and services is a common
approach to product positioning. In this case, the firm uses one or more attributes,
features or benefits of the product as a basis for positioning its product. For
example, a Toyota car emphasizes economy and reliability.

2. Product class

When close substitutes exist, a firm can focus on the advantages of its
product class over other product classes. Benefits are what a product offers to
consumers, mostly an increase in their comfort, happiness, well-being, etc.
Benefit-based positioning has greater appeal than feature-based positioning. For
example, an ATM has the advantage of convenience, because it offers customers
to withdraw money and perform other operations 24/7 from their account.

3. Use and application.

This option highlights a specific application or use of a product or service.
Products can be positioned as the right product to use for a specific occasion or
purpose. For example, meat pies can be targeted for consumption at school sports
or cultural festivals.

4. Product competitors.

Some firms deliberately compare themselves with competitors as a means
of obtaining the desired position for their product in the mind of the consumer.
KIA Motors has used this approach to position some of its cars as comparable in
design, gas mileage and price to some of the leading imports.

5. Price and quality of the product.

Two key aspects that consumers use when evaluating alternative brands are
price and quality. Some companies use a high price strategy (premium pricing) to
indicate that their product is of superior quality. Other firms use a lower price. For
example, Lagos Business School's executive development programs are rated

very expensive but perceived as good value for money. But the Industrial Training
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Foundation of Nigeria emphasizes the accessibility of its training and
development programs [11].

These 5 factors build the basis for the implementation of a clear positioning
strategy, which will not only focus on the key advantages of the product but will
also influence the direction of its strategic development.

Therefore, an effective strategy is a key element of the functioning of any
element in the company. A product positioning strategy is formed based on the
company's main strategy and with certain strategic management. At the core of
product positioning lies a detailed analysis and description of the product itself,
highlighting the problems and opportunities of this product relative to others on
the market. Based on this data, conduct research on changes that the company can
make, generate effective strategic decisions, build a plan for implementing these
decisions, and monitor their implementation and consequences.

The aspect of consumer behaviour is an element of customization and the
basis for developing a modern product strategy. It is through the prism of
neuroscience that the accuracy of the strategy is deepened, which turns into its
effectiveness.

Consumer behaviour is a relatively young concept, it is only 50 years old.
Just as marketing began to separate itself from economics (with a focus on
distribution channels), consumer behaviour began to separate itself from being
included in the marketing concept. The biggest change occurred when the very
term consumer behaviour borrowed both explanations and research methods from
the behavioural sciences (social and clinical psychology). George Katona's (1951)
paper on the distinction between the rational consumer advocated in economics
and the behavioural consumer observed in psychology was key to the beginning
of consumer behaviour as a separate discipline. In general, the discipline was also
called economic psychology [5].

Herbert Simon's "Satisfaction vs. Maximization" [6], Leon Festinger's

"Cognitive Dissonance" [11] and Raymond Bauer's "Risk Reduction" [7] made
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the greatest contribution to further development. However, it was the publication
of the work "Theory of Buyer Behaviour" by Howard-Sheth that singled out
consumer behaviour as a separate component of marketing [12]. This was further
cemented by the establishment of the Association for Consumer Research (ACR)
and later its first journal on consumer behaviour, the Journal of Consumer
Research (JCR).

The scheme of the consumer decision-making process was created by John
Davey in 1950. It is built on 5 stages that the consumer goes through when

choosing a particular product or service.

Information Evaluation of

Search Alt t1
Need —7 \ ernatives \ Purchase

f Decision \

Recognition

Post-purchase
Behaviour

Total Awareness Consideration

set set set

Fig. 1. Consumer decision process

Source: created by the authors according to [15]

1. Recognition of the problem

The first step in the consumer decision-making process is recognizing a
need for a service or product. Recognition of a need, both internal and external,
comes from the internal motivation to satisfy it. As soon as the consumer has a
level of motivation high enough to satisfy a need, he recognizes that this need is
turning into a problem. In this step, information must be gathered to understand
how this need can be met, which leads to the second step.

Ways to influence the consumer at this stage: focus marketing on external

incentives. Because internal stimuli include basic needs such as hunger. In
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addition, it is necessary to create an image that only this product of the brand
solves the existing problem.
2. Search for information
When exploring possible solutions to a problem, consumers again rely on
internal and external factors, as well as previous interactions with the product or
brand, both positive and negative. At this stage, the consumer looks at possible
options offline in a store or online, in customer reviews or through word of mouth.
The brand's goal is to provide potential customers with access to the right
information. The best thing is to create a sales funnel according to the scheme and
plan which group of people will need which information.
3. Evaluation of alternatives
At this point in the process, the buyer has already weighed the criteria of
what he wants in the product. Now he is weighing his prospect against comparable
alternatives. Alternatives may present themselves as lower prices, additional
product benefits, product availability, or something as personal as colour or style.
A company's marketing role should be to convince consumers why their
product is better than other alternatives.
4. Making a purchase
This is the final moment for the consumer and the penultimate moment for
the company. The company can no longer influence the purchase of its product,
but it is possible to influence loyalty to its brand. Making a purchase is a very
short and important process. The repeat purchase of the consumer depends on its
success. Therefore, one of the company's tasks is to research other consumers
during the purchase and increase the success of the purchase.
5. Behaviour after purchase
This part of the consumer decision-making process involves reflection by
both the consumer and the company. For the company, it is necessary to analyze

several 1ssues:
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e Did the purchase process satisfy the need identified by the
consumer?

e s the customer satisfied with the purchase?

e How can you increase customer loyalty at this stage? [2].

The main part of this stage is to create a guarantee that the consumer
continues to have a positive impression of the product. Post-purchase interactions
may include follow-up emails, discount coupons, and newsletters to encourage
the customer to make an additional purchase.

One of the most important stages of consumer decision-making is the stage
of information search. It is this element that "acquaints" our consumers with the
product and gives the first impression of the information provided. It is known
from studies that the first impression is formed in 50 milliseconds, therefore the
approach should be formed at the level of the consumer [13]. To get into the
appropriate niche of consumers, it is necessary to analyze this stage more.

To specify this niche, it will be appropriate to single out another part of the
"rings of knowledge" - what makes us happy (Fig. 2.)

Total Set All

A Set
wareness Se All we know

Consideration Set
All we

consider

Selection
Set

All that will
make us happy

Fig. 2. Expanded "rings of knowledge" of the consumer

Source: created by the authors
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Analyzing the previous scheme, it can be seen that the consumer stops only
at the phase when he sees "what we take into account" as a set of choices for
which he is willing to spend money. That is, the consumer only has attention to
something, but is not interested in obtaining satisfaction of his needs.

To resolve this dissonance, it is necessary to introduce a new ring that will
single out the best goods/services. With such a choice, the consumer will have
maximum satisfaction with his problems and match according to his criteria. For
the selling company, this means that the consumer will have a direct strong
positive return on the purchased product. Because of this, the company will have
a return on investment in the form of a loyal customer.

In the presence of such a niche in the brand, several positive points can be
singled out. Firstly, it is a reduction in the cost per customer due to the lack of a
permanent customer support campaign. Secondly, through the element of
improving the tools for spreading information about the product - "word of
mouth", positive reviews, etc. In addition, it can be noted that the own niche of
loyal consumers will increase the percentage of product/service penetration.

Although this approach has a drawback in the form of formation. To create
this niche, it is necessary to incur significant expenses under the column of
research. After all, for so many people who get happiness from the product, it is
necessary to invest a lot of effort in consumer analysis tools.

The first tool is a customer journey map (CJM) or a map of the consumer's
path - it is a visual representation of the client's visit to the brand. These visuals
tell the story of how the customer goes through each phase of the interaction and
experiences each phase. A customer journey map should include touchpoints and
moments of truth, as well as potential customer feelings such as frustration,
satisfaction, or confusion, and the actions that are conveyed to the customer.

CJMs are often based on a timeline of events, such as a customer's first
visit to a company's website or store, and continue through the progression from

the first experience with the product to the actions after the purchase is made [14].
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To distinguish the niche of people who will have the product as something
that makes them happy, it is advisable to make such a path in the form of emotions
that the consumer feels. With this option, it is possible to identify exactly what
types of emotions the consumer has and what problems the company has with the
consumer's path to purchase. After such an analysis, it will be clear exactly where
the consumer's loyalty can be lost and at what stage he will switch to another
product/service.

The second tool is the empathy map. It helps the company understand the
mindset of the customer when working with a product or service. It can be used
for personal or specific types of customers. Empathy mapping is often most
useful when starting a new project or creating a new campaign. Regularly
updating such a map following the trends and movements of society will help to
maintain the product/service in the perception in the category "what makes us
happy".

Empathy maps are useful when you need to get into the consumer's mind
or clarify market segments and identify those consumers who will feel happy
using the product/service [15].

With these two tools, it is possible to fully understand and delve into the
consumer's emotional commitment to the product at hand. In this way, it will be
immediately clear which niche of consumers will fall under the category of those
whom the product will make happy.

This consumer niche will improve the existing target audience in terms of
its loyalty and increase the effectiveness of the company's product strategy.

Conclusion and prospects for further research. Having analyzed the
work of many scientists in the field of marketing, neuromarketing, psychology
and neuropsychology in this work, the following conclusions can be drawn.

The field of behavioural economics has a very large theoretical and
methodological basis, which should be the basis of the science of consumer

behaviour. With this foundation, many areas of development of modern science
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can be found. Taking into account the generalized information about the
consumer's decision-making process, it makes sense to delve into one of the
components of the scheme - "Information search". When analyzing this part, an
additional niche of people was created, whom the product or service will make
happy.

To separate this niche, it was recommended to use 2 neuromarketing tools
- a customer journey map and an empathy map. These maps will help not only to
distinguish a given niche but also to create an accurate and effective product

strategy.
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