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Consumer psychology and the effectiveness
of marketing campaigns: The influence of psychological factors
on consumer preferences and purchases

M Abstract. This article examined the relationship between psychological factors and consumer behaviour within the
context of marketing campaigns in Ukraine. The research involved observing consumer behaviour, conducting surveys
to collect quantitative data on preferences, and performing experiments to assess the impact of marketing strategies on
consumer behaviour. The study found that consumers are drawn to products with appealing designs that evoke positive
emotions, such as joy and satisfaction, and that are associated with pleasant memories or feelings of comfort. Products with
social approval (positive reviews, recommendations) are perceived more favourably than those with neutral or negative
reviews, as they significantly increase consumer interest and trust. The balance between price and product quality, as
well as its environmental sustainability, are also important factors influencing purchasing decisions. Advertising is most
effectively received through video. Thanks to audiovisual elements, video advertising engages with the audience more
effectively and leaves a more lasting impression compared to newsletters or banners. Promotions, discounts, and product
sampling are effective marketing tactics aimed at achieving short-term sales growth and enhancing consumer satisfaction.
The research identified psychological consumer segments: those who value innovation and cutting-edge technology, and
those who are focused on economic benefits. The findings emphasised that considering psychological factors is crucial for
developing effective marketing strategies and increasing consumer interest. These insights can be practically applied by
marketers when planning advertising campaigns or identifying the target audience for a product

M Keywords: attractive design; social validation; video advertising; promotions; discounts

H INTRODUCTION

In the context of rapid market development and chang-
ing consumer behaviour patterns, companies face the
need to adapt their marketing strategies to remain com-
petitive. The study of psychological factors, such as emo-
tional associations and social validation, is crucial for
designing effective marketing campaigns. Understanding
how these factors influence consumer preferences and
decision-making processes allows for the creation of per-
sonalised strategies that better meet the needs of target
audiences, thereby driving increased sales and consum-
er loyalty. There is a need for new approaches that more
effectively address consumer demands and expectations,

enabling the optimisation and enhanced effectiveness of
marketing strategies.

The personalisation of marketing communications
(emails, tailored offers and recommendations, targeted
advertising) is a key aspect in enhancing the effective-
ness of campaigns. N. Stepanenko & I. Volkova (2020) and
V. Zhurilo et al. (2023) found that personalised communi-
cations can improve consumer engagement and increase
loyalty, though their effectiveness depends on data quality
and integration into multichannel strategies. Gaps requir-
ing further study include the ethical and privacy aspects of
data collection, the impact of personalisation on different
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demographic groups, the cost-effectiveness of implemen-
tation, its synergy with other marketing tools, and the
long-term effects on consumer-brand relationships.

The inadequate adaptation of marketing strategies to
rapidly changing technological and social trends results
in companies not always effectively integrating innova-
tions into their approaches. Research by O.V. Kolomitseva
& L.S. Vasilchenko (2022) and M. Bagorka & I. Abramov-
ich (2024) revealed that companies failing to adjust their
strategies in response to modern challenges miss oppor-
tunities to engage successfully with consumers and lever-
age new means of audience engagement. Although these
authors explored the adaptation of strategies to new tech-
nologies, questions remain regarding the development of
effective methods for integrating innovations, a detailed
assessment of their impact on the consumer experience and
campaign outcomes, as well as how swift changes in trends
affect the operational efficiency of marketing initiatives.

Advertising messages with emotional content are
more effective than informational ones. A. Kaur & G. Ma-
lik (2020) and Y.M. Shumilo (2021) found that an emotional
connection between a brand and its consumers increases
the likelihood of repeat purchases. Emotional content fos-
ters deeper consumer engagement, and neglecting emo-
tions may lead to incorrect brand positioning. However,
these studies did not explore the impact of emotions on
social and cultural factors, long-term consumer loyalty,
different stages of the consumer process, individual dif-
ferences in perceiving emotional content, and the mech-
anisms of its influence in digital and traditional media.
Price sensitivity significantly influences consumers’ pur-
chasing decisions, as price changes in goods or services
can determine the choice between different products and
suppliers (Oleksy-Gebczyk, 2024). S. Qazzafi (2020) and
T.V. Dyadyk et al. (2023) concluded that highly price-sensi-
tive consumers respond more to discounts and promotions.
These consumers tend to be less brand loyal and are more
likely to compare prices between suppliers. Unexplored
areas remain the impact of social and cultural factors on
price sensitivity and its interaction with psychological as-
pects such as perceptions of quality and branding.

The role of cognitive biases in consumer decisions is
a crucial topic, as they can lead to irrational choices and
influence decisions in ways that deviate from objective cri-
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teria. C.K. Morewedge et al. (2021) and H. Zhaldak & A. Yat-
senko (2021) indicate that cognitive biases, such as social
validation, loss aversion, and information availability, sig-
nificantly impact consumer decisions, causing individu-
als to rely on subjective beliefs and emotional responses
rather than objective data. However, these studies did not
address how cognitive biases evolve over time or under the
influence of changes in personal circumstances, such as
financial difficulties or shifts in life goals (priorities, moti-
vations, and consumer plans). Insufficient attention to risk
when introducing new products can undermine their suc-
cess in the market, as consumers often exhibit high levels
of uncertainty and fear regarding novelty. Studies by T. Ali
& J. Ali (2020) and O. Petrunko & O. Bilenko (2022) demon-
strated that consumers may negatively evaluate new prod-
ucts due to perceived risks, including financial costs, unfa-
miliar features, or the potential for a negative experience.
However, strategies for mitigating risk during new product
launches have not been thoroughly explored.

The choice of research topic was driven by the need to
understand how individual consumer characteristics influ-
ence their preferences and purchasing decisions, allowing
for the optimisation of approaches to engaging with target
audiences. This study aimed to identify how psychological
factors shape consumer preferences and affect the effec-
tiveness of marketing campaigns. The objectives of this re-
search were: to analyse the relationship between psycho-
logical aspects and consumer behaviour in the context of
marketing campaigns; to explore the influence of emotion-
al and cognitive factors on consumer preferences and pur-
chasing decisions; to assess the effectiveness of different
marketing strategies in fostering positive attitudes towards
products; and to identify key psychological consumer seg-
ments and their motivations.

B MATERIALS AND METHODS

From January to June 2024, a survey was conducted to
collect data on consumer preferences (Table 1). The sur-
vey was administered in two ways: online via specialised
platforms for surveys (Google Forms, SurveyMonkey) and
offline through the distribution of paper questionnaires
in shopping centres, stores, and on the streets. A total of
1,000 respondents participated in the study, comprising
500 males and 500 females.

Table 1. Consumer preferences

No. Questions/Answers No. Questions/Answers
1. |Sex: 2. |Age:
m Male m 18-29 years
m Female m 30-39 years

m 40-49 years
m 50-59 years
m 60 years and older

3. | Your city of residence (please specify):

4. |How often do you shop online?
m Every day

m Once a week

m Once a month

m Less than once a month

m Never

5. |What influences your decision to buy a product (please
select up to three options)?

m Recommendations from friends/family

m Advertising on social media

m Feedback from other customers

m Discounts and promotions

m Product design and packaging

m Personal experience of using the product

m Other (please specify)

6. | What types of advertising do you find most persuasive?
m Video advertising

m Banner advertising

m Content marketing (articles, blogs)

m Advertising on social networks

m Email (newsletters)

m Advertising on websites

m Other (please specify)
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Table 1. Continued

No. Questions/Answers

Questions/Answers

7. | How do you respond to personalised ads (e.g. ads based on
your previous purchases)?

m Positive

m Negative

m Neutral

m [ do not pay attention

8. | How important are the following factors for you when
choosing a product (please rate on a scale from 1 to 5, where
1 is not important at all, 5 is very important):

m Price

m Quality

m Brand

m Feedback from other customers

m Availability in your region

m Environmental friendliness of the product

9. | Do you pay attention to advertising campaigns that
highlight the brand’s social responsibility (e.g., support for
charities, environmental initiatives)?

10. | What sources of product information do you trust the most?
m Official brand website
m Social networks

m Social media

m Advertising

m Personal experience

m Influence of the environment (friends, family)
m Cultural and social trends

m Other (please specify)

m Always m Reviews on independent websites
m Sometimes m Recommendations from friends/family
m Rarely m Traditional media (TV, radio)
m Never m Other (please specify)
11. | What factors have the greatest impact on your consumer 12. | How do you feel about new brands and products on the
preferences? market?

m Always ready to try new things

m I prefer familiar brands, but sometimes I try new ones
m Very rarely try new brands

m [ always choose only familiar brands

13. | Do your consumer preferences change under the influence
of seasonal advertising campaigns (e.g. New Year’s
promotions, summer sales)?

m Yes, always

m Sometimes

m Rarely

m Never

14. | What platforms do you use most often to find out about new
products and services?

m Facebook

m [nstagram

m YouTube

m TikTok

m Other social networks

m Websites and blogs

m Traditional media (television, radio)

15. | Do you pay attention to reviews from other consumers
before buying a product?

m Always

m Sometimes

m Rarely

m Never

16. | Which stores do you visit most often when shopping in
shopping centres?

m Shops closer to the entrance are always a priority

m I prefer shops on the ground floor

m Location does not influence my choice

m The main thing for me is the assortment, not the location

17. | What products do you prefer when shopping in a store?
m Products located at eye level

m Products on the lower shelves

m Products on the top shelves

m The location of the product does not matter

18. | Which of these factors has the greatest influence on your
purchase decision?

m Visual merchandising

m Promotions and discounts

m The price of the product

m Product rating on online platforms

19. | What can be a reason for you to refuse to buy the product?
m High price

m Poor quality

m Unattractive packaging design

m Lack of necessary information

20. | What emotions do you most often experience when making
a purchase?

m Satisfaction

m Disappointment

m Doubt

m Calmness

21. | How do you usually react to discounted displays compared
to non-discounted displays?

m [ spend more time at discounted displays

m [ spend less time at discounted displays

m [ spend the same amount of time at discounted and non-
discounted displays

m The time I spend does not depend on the availability of
discounts

22. | Which of the following types of promotional materials
encourages you to buy new products?

m Tastings

m Promotions (discounts on the first purchase, gifts with
purchase)

m Advertising stands

m Video adverts

m Advertising brochures (leaflets, booklets, brochures)

Source: created by the author

Experiments were conducted online throughout May
2024 using the Qualtrics platform, which enabled respond-
ents to interact with various marketing materials in a con-
trolled environment. Participants were recruited via social
media (Facebook, Instagram) and local online forums. In-
itially, they completed a brief survey to ensure their in-
clusion in the sample (Table 2). The sample from Table 2
was as follows: 180 respondents (85 males and 95 females)

Il- 50

participated, divided into three age groups: Group I (18-24
years) — 70 people, Group II (25-34 years) — 80 people, and
Group III (35-50 years) — 30 people. The respondents were
from Zhytomyr, Chernivtsi, Poltava, Khmelnytskyi, and
Uzhhorod. These participants were invited to take part in
the experiment (Table 3).

The experiments aimed to assess the impact of various
marketing strategies on consumer behaviour.

Economics of Development. 2024. Vol. 23, No. 4



Table 2. Data on the participants of the experiment
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No. Questions/Answers No. Questions/Answers
Age group: Sex:
m Group I (18-24 years old)
1. m Male
m Group II (25-34 years old) = Female
m Group III (35-50 years old)
Main activity
m Student
3. | Your city of residence (please specify): = Employed
m Entrepreneur
m Unemployed
m Other (please specify)
Your monthly income (after taxes): How often do you shop in stores or shopping centres?
m Less than 5,000 UAH m Every day
s m 5,000-10,000 UAH m Several times a week
© |m10,001-15,000 UAH m Once a week
m 15,001-20,000 UAH m Once a month
m More than 20,000 UAH m Less than once a month
What do you expect from participating in this experiment
(please select all that apply)?
m An opportunity to learn more about marketing strategies
7. | m Gain new knowledge about consumer behaviour

®m An opportunity to express your opinion and influence
future advertising campaigns

m Other (please specify)

Source: created by the author

Table 3. Relationship between marketing strategies and consumer behaviour

Experiment title

Description

Aim

Metrics for measurement

1. Influence of
product design and
emotions

Participants are shown products with
different designs (classic, modern, creative).
Emotional response and purchase intent are

evaluated.

Determine which design elicits

the strongest positive emotions

and the greatest willingness to
purchase.

Level of interest, emotional

response, time spent on th
product page.

e

2. Evaluation of the
impact of product
advertising

Different versions of advertising campaigns
(video ads, text ads, banners) are
demonstrated. Interaction with advertising is
analysed.

Determine which advertising
strategy has the greatest impact
on consumer behaviour.

Number of clicks,
conversions (visiting the
product page, completed
forms, purchases), overall

interaction with advertising.

3. Influence of
positive reviews

Participants are shown products with
different types of reviews (positive, neutral,
negative). The impact on the purchase
decision is evaluated.

Determine how positive reviews
influence the willingness to
purchase and trust in the product.

Number of purchases,
change in interest after
viewing reviews.

4, Effect of
promotions on
consumer behaviour

Products with different promotional offers
(discounts, coupons, free shipping) are
demonstrated. The impact on sales volume is
evaluated.

Determine which promotions best
stimulate consumers to purchase.

Number of purchases,
average check size.

5. Reaction to new
products

Participants are shown new products
alongside old ones. Interest and willingness
to purchase new products are evaluated.

Determine the impact of new
products on consumer behaviour
and interest in the brand.

Number of purchases,
and interaction with new
products.

Source: created by the author

To determine the classification of 1,180 respondents
into one of two segments (consumers who value innova-
tion and cutting-edge technology, and those who focus

on economic benefits), they were surveyed regarding their
preferences for product characteristics and advertising

campaigns (Table 4).

Table 4.Survey for segment classification

No. Questions/Answers No. Questions/Answers
What is more important to you when choosing a product? How do you usually react to advertising of new technologies
? . . o
1. |mInnovative features and the latest technology 2. and innovative products?

m Economic benefits such as discounts and promotions

m [ am interested and actively follow such campaigns
m [ do not pay much attention to it

product

Which advertising offers attract your attention the most?
m Offers that emphasise the uniqueness and novelty of the

m Offers that offer discounts or special promotions

Are you interested in promotional offers?

4. |mIoften take advantage of such offers

m [ rarely pay attention to them

Economics of Development. 2024. Vol. 23, No. 4
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Table 4. Continued

No. Questions/Answers No. Questions/Answers
How often do you buy products with innovative features? How do you feel about advertising campaigns that emphasise
s |™ Often 6 economic benefits?
* | mRarely * | mI often respond to such campaigns
m Never m [ do not pay much attention to it

Source: created by the author

All data concerning the study participants are con-
fidential and stored by personal information protection
regulations. Data processing and analysis were conducted
using Python version 3.11 and Microsoft Office Excel 2007.
The research followed the ICC/ESOMAR international code
on market, opinion and social research and data analyt-
ics (2016). This approach facilitated a comprehensive anal-
ysis of the impact of psychological factors on consumer
preferences and purchasing behaviour, enabling the iden-
tification of statistically significant patterns and the for-
mulation of well-founded conclusions.

H RESULTS

Analysis of survey results. According to Table 1, respond-
ents were divided into the following age categories: 18-
29 years (250 respondents), 30-39 years (250 respondents),
40-49 years (200 respondents), 50-59 years (200 respond-
ents), and 60 years and over (100 respondents). Research
participants were from the following Ukrainian cities:
Kyiv, Odesa, Dnipro, Poltava, Cherkasy, Chernivtsi, Iva-
no-Frankivsk, Ternopil, Lutsk, and Mykolaiv. Of the 1,000
survey participants, 12.3% of respondents, or 123 indi-
viduals, make purchases every day. A third of respondents
(33.6%), or 336 individuals, shop online once a week. 28.3%
of respondents (283 individuals) make purchases once a
month, while 18.2% (182 individuals) do so less than once
a month. Only 7.6% (76 individuals) reported not making
online purchases. Regarding factors influencing purchas-
ing decisions, 54.1% of respondents (541 individuals) indi-
cated that they were influenced by recommendations from
friends and family. Social media advertising influenced
47.3% of respondents (473 individuals). Reviews from oth-
er customers were important to 60.9% of respondents (609
individuals). Discounts and promotions influenced 51.9%
of respondents (519 individuals), while product design and
packaging mattered to 29.5% of respondents (295 individ-
uals). Personal experience with the product was considered
by 44.6% of respondents (446 individuals), and other fac-
tors were mentioned by 7.8% of respondents (78 individu-
als). The distribution of respondents by city was as follows:
18.1% of respondents live in Kyiv, 13.6% in Odesa, 13.2% in
Dnipro, 10.3% in Poltava, 9.4% in Cherkasy, 7.6% in Cher-
nivtsi, 10.4% in Ivano-Frankivsk, 7.2% in Ternopil, 5.8% in
Lutsk, and 4.4% in Mykolaiv.

The most persuasive types of advertising were dis-
tributed as follows: video advertising was considered most
effective by 336 respondents, social media advertising by
220, banner advertising by 182, and content marketing by
134. Email newsletters were perceived as effective by 72
respondents, while website ads were effective for 30. Oth-
er types of advertising (print, transportation, promotional
events) were mentioned by 26 respondents. Regarding per-
sonalised ads (ads that are tailored to individual interests
and user behaviour using data about their previous actions
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and preferences), 456 individuals reported a positive re-
action, indicating their effectiveness among a significant
portion of the audience. A negative reaction to such ads
was reported by 124 respondents, which may indicate cer-
tain problems or discomfort caused by advertising. A neu-
tral attitude towards personalised advertising was recorded
in 274 individuals, meaning that this advertising does not
evoke significant emotional reactions in them. 146 individ-
uals indicated that they do not pay attention to such ads at
all, which may indicate their low interest or disregard for
personalised content.

Survey results indicate the importance of various fac-
tors when choosing a product, as rated by respondents on a
scale of 1 to 5. The average score for the factor “Price” is 4.7,
indicating its high significance for most respondents. The
factor “Quality” received an average score of 4.8, confirm-
ing it is even greater importance. “Brand” has an average
score of 3.9, indicating a lesser but still noticeable role in
decision-making. “Reviews from other customers” received
an average score of 4.3, also highlighting their significance.
The factor “Availability in your region” has an average score
of 3.7, indicating its importance but less critical compared
to other factors. “Environmental friendliness of the prod-
uct” received an average score of 3.5, indicating that this
factor is important but less of a priority for respondents
compared to price and quality. Respondents demonstrated
varying levels of attention to advertising campaigns that
highlight a brand’s social responsibility (a company’s com-
mitment to acting ethically and actively supporting social,
environmental, and economic initiatives for the benefit
of society). Specifically, 33.6% of respondents always pay
attention to such campaigns, indicating their high sensi-
tivity to social initiatives. 44.7% of respondents sometimes
react to these campaigns, showing moderate interest and
appreciating their importance in certain cases. 14.4% of
respondents rarely pay attention to advertising campaigns
that emphasise social responsibility, demonstrating limited
interest in this aspect. 7.3% of research participants never
pay attention to a brand’s social responsibility, which may
indicate their low level of sensitivity to such initiatives.

Official brand websites are the most reliable source of
information for 41.8% of respondents surveyed, highlight-
ing their trust in authoritative and verified sources. 27.5% of
respondents consider reviews posted on independent web-
sites to be the most credible. 15.4% trust the recommen-
dations of friends and family, indicating the importance of
personal contacts and social connections. 11.1% of respond-
ents consider social media to be the most important source
of information, reflecting their inclination towards modern
digital platforms. 4% of respondents prefer traditional me-
dia such as television and radio. 0.2% of respondents noted
other sources of information. The distribution of factors in-
fluencing consumer preferences is presented by data show-
ing the number of responses from respondents (Fig. 1).
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Figure 1. Factors influencing the purchase decision

Source: created by the author

These results indicate that personal experience and
the opinions of others are the most significant factors
shaping consumer preferences, while advertising and so-
cial media have a less noticeable impact. Survey results on
respondents’ attitudes towards new brands and products
showed that 31.1% of them are always willing to try some-
thing new (311 people). A majority, 46.9% of respondents
(469 people), prefer familiar brands but sometimes try new
ones. 14.2% of respondents (142 people) very rarely try new
brands, and 7.8% of respondents (78 people) always choose
only familiar brands. Regarding changes in consumer pref-
erences under the influence of seasonal advertising cam-
paigns, 22% of respondents (220 people) indicated that this
always happens. Most respondents, 39.3% (393 people), are
sometimes influenced by such campaigns, while 25% (250
people) rarely change their preferences. 13.7% of respond-
ents (137 people) never succumb to the influence of sea-
sonal advertising campaigns.

Platforms for obtaining information about new prod-
ucts and services vary: 24% of respondents (240 people)
use Facebook, 29.1% (291 people) — Instagram, 16.8% (168
people) — YouTube, and 13.2% (132 people) — TikTok. Oth-
er social media platforms are used by 8% of respondents
(80 people), websites and blogs — 6% (60 people), and tra-
ditional media (television, radio) — only 2.9% of respond-
ents (29 people). Regarding attention to reviews from other
consumers before purchasing: 33.2% of respondents (332
people) always pay attention to them, 36.2% (362 peo-
ple) — sometimes, 19.8% (198 people) — rarely, and 10.8%
(108 people) — never. Consumer preferences are primarily
shaped by personal experience and the influence of their
social circle, while other factors play a less significant role.

For 279 individuals, stores closer to the entrance are
always a priority for them (135 males and 144 females). The
age distribution is as follows: 72 respondents aged 18-29,
68 aged 30-39, 50 aged 40-49, 58 aged 50-59, and 31 re-
spondents aged 60 and over. 237 individuals prefer stores
on the ground floor (125 males and 112 females). The age
distribution is as follows: 64 respondents aged 1829, 55
aged 30-39, 41 aged 40-49, 48 aged 50-59, and 29 respond-
ents aged 60 and over. 181 respondents indicated that lo-
cation does not influence their choice (84 males and 97 fe-
males). The age distribution is as follows: 46 respondents
aged 18-29, 48 aged 30-39, 28 aged 40-49, 32 aged 5059,
and 27 respondents aged 60 and over. For 303 individuals,
the most important factor is the product range, rather than

location (156 males and 147 females). The age distribution
is as follows: 68 respondents aged 18-29, 79 aged 30-39, 81
aged 40-49, 62 aged 50-59, and 13 respondents aged 60 and
over. Younger respondents (18-29) more frequently prefer
stores closer to the entrance or located on the ground floor,
indicating their orientation towards convenience. Among
respondents aged 30-39 and 40-49, the majority consider
the product range more important than location, indicat-
ing a mature consumer attitude and an emphasis on prod-
uct variety. For people aged 50 and over, the convenience
of location and product range are less critical compared to
younger age groups.

345 individuals prefer products placed at eye level (175
males and 170 females), 177 individuals prefer products
on lower shelves (85 males and 92 females), 129 individ-
uals choose products on upper shelves (68 males and 61
females), and 349 individuals believe that product place-
ment does not matter (172 males and 177 females). Results
suggest that most respondents prefer products at eye lev-
el, although a significant portion do not pay attention to
placement. Visual merchandising (a marketing tool for the
attractive display of products, including merchandise dis-
play techniques, window dressing, and visual store design
to increase sales) is the most influential factor for 361 indi-
viduals (180 males and 181 females). Promotions and spe-
cial offers are also important for 349 individuals (170 males
and 179 females). Product price influences 196 individuals
(85 males and 111 females). Product ratings on online plat-
forms influence 94 individuals (65 males and 29 females).
The majority of respondents consider visual merchandis-
ing and promotions to be the most important factors when
making a purchase decision, while product price and online
product ratings have a smaller influence.

312 respondents (155 males and 157 females) indicat-
ed that high prices are the main reason for not making a
purchase. Low product quality is a reason for refusal for
284 individuals (140 males and 144 females). Unattractive
packaging influences the decision of 160 individuals (75
males and 85 females). The lack of necessary product in-
formation is a reason for 244 individuals (130 males and
114 females). Most often, respondents refuse to purchase
due to high prices and low product quality, while packaging
and lack of information have a lesser impact. The results
showed that consumers experience a variety of emotions
during the purchase (Fig. 2). The data represents responses
from 1,000 respondents.
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M Satisfaction
m Disappointment
Doubt

Calmness

Figure 2. Distribution of emotions
Source: created by the author

The most common emotion is satisfaction, which
41.5% of respondents reported feeling. This suggests that
most people have a positive experience during the pur-
chase process. 22.1% of respondents experience dissatis-
faction with the purchase process. Doubt is experienced
by 16.7% of participants, indicating some uncertainty or
need for additional information. Calmness is experienced
by 19.7% of respondents.

412 individuals (210 males and 202 females) indicated
that they spend more time at discount displays. 120 individ-
uals (60 males and 60 females) reported spending less time
at such displays. 198 individuals (105 males and 93 females)
stated that they spend an equal amount of time at displays
withdiscounts and those without. 270 individuals (165 males
and 105 females) mentioned that the time they spend is not
influenced by the presence of discounts. The results suggest
that most respondents spend more time on shelves with
discounts, but there is also a significant proportion of those
who do not change their habits regarding the time spent
browsing shelves, regardless of the presence of discounts.

Promotional activities (such as discounts on the first
purchase and gifts with purchase) are preferred by 423 in-
dividuals (215 males and 208 females). The age distribu-
tion is as follows: 112 respondents are aged 18-29, 118 are
aged 30-39, 89 are aged 40-49, 83 are aged 50-59, and 21
respondents are aged 60 and over. Tastings are favoured by
237 individuals (120 males and 117 females). The age dis-
tribution for this group is 62 respondents aged 18-29, 55
aged 30-39, 60 aged 40-49, 38 aged 50-59, and 22 respond-
ents aged 60 and over. Video advertising appeals to 150 in-
dividuals (80 males and 70 females). The age distribution
is as follows: 28 respondents aged 18-29, 37 aged 30-39,
35 aged 40-49, 32 aged 50-59, and 18 respondents aged
60 and over. Advertising stands attract 105 individuals (50
males and 55 females). The age distribution for this group
is: 24 respondents aged 18-29, 27 aged 30-39, 21 aged 40-
49, 22 aged 50-59, and 11 respondents aged 60 and over.
Advertising brochures (leaflets, booklets, and pamphlets)
are favoured by 85 individuals (35 males and 50 females).
The age distribution is as follows: 12 respondents aged 18-
29, 18 aged 30-39, 15 aged 40-49, 20 aged 50-59, and 20
respondents aged 60 and over. Promotions and tastings are
identified as the most effective types of advertising materi-
als for encouraging the purchase of new products, whereas
video advertising, advertising stands, and brochures ex-
ert a lesser influence. The age distribution of the results
indicates that promotions have the greatest impact on
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consumers aged 18 to 39, while tastings are more highly
valued among those aged 40 to 59. Video advertising ap-
peals to consumers aged 18-29, advertising stands are more
influential for individuals aged 50 to 59, and brochures are
best received by the older audience (60 years and above).

Analysis of experiment results. The experiment
involved 180 participants, of which 58 were from Zhyto-
myr, 32 from Chernivtsi, 45 from Poltava, 25 from Khmel-
nytskyi, and 20 from Uzhhorod. Regarding primary occupa-
tion, 74 respondents were students, 79 were employed, 16
were entrepreneurs, 7 were unemployed, and 4 indicated
“other”. 22 respondents earned less than UAH 5,000, 61
earned between UAH 5,000 and 10,000, 47 earned between
UAH 10,001 and 15,000, 34 earned between UAH 15,001
and 20,000, and 16 earned more than UAH 20,000. 22 re-
spondents made purchases every day, 59 made purchas-
es several times a week, 74 made purchases once a week,
18 made purchases once a month, and 7 made purchases
less than once a month. Participants’ expectations from
the experiment were as follows: 86 respondents wanted to
learn more about marketing strategies, 83 aimed to gain
new knowledge about consumer behaviour, 52 wished to
express their opinion and influence advertising campaigns,
and 23 indicated “other”.

Creative product design elicited the strongest positive
emotions and the highest purchase intent: 112 participants
expressed satisfaction and 95 indicated their intention to
purchase, with an average time spent on the page of 2 min-
utes and 18 seconds. Modern design also received positive
ratings: 103 respondents were satisfied and 82 were ready
to buy, with an average page time of 1 minute and 50 sec-
onds. Classic design demonstrated less significant results:
90 people were satisfied and 68 intended to buy, with an
average page time of 1 minute and 20 seconds. Results from
interacting with different ad formats were as follows: video
ads attracted the attention of 130 participants, of whom 103
visited the product page, 76 completed forms, and 56 made
a purchase. Text ads received 95 clicks, 68 page visits, 49
completed forms, and 40 purchases. Banners had 86 clicks,
52 visits, 29 completed forms, and 20 purchases. Video ads
demonstrated the highest engagement and conversion
rates compared to text ads and banners. Participants were
presented with products with different types of reviews —
positive, neutral, and negative. Results showed that positive
reviews had a significant impact on the purchase decision.

In the age group of 18-24 years, 43 respondents who
viewed products with positive reviews decided to make a
purchase, compared to 33 in the neutral review group and
22 in the negative review group. Among respondents aged
25-34 years, 55 expressed interests in products with pos-
itive reviews, while 43 with neutral reviews and 30 with
negative reviews also made purchasing decisions. In the
35-50 age group, 16 respondents bought a product after
viewing positive reviews, compared to 12 in the neutral
review group and 8 in the negative review group. Positive
reviews significantly increase the likelihood of purchase,
particularly among younger age groups, and positively in-
fluence the overall perception of the product. Discounted
products attracted 112 respondents, with an average check
size of UAH 407, discounts had the greatest impact on con-
sumers aged 25-34 years. Coupon offers appealed to 95
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respondents, with an average check size of UAH 389, and
were also popular among the 25-34 age group. Free deliv-
ery influenced 85 respondents, with an average check size
of UAH 374; however, this type of promotion proved less
effective for respondents aged 35-50 years. Discounts were
the most effective in stimulating purchases and increasing
the average check size. Newly showcased products attract-
ed the attention of 112 respondents, 85 of whom expressed
an intention to purchase these new items. The average
time spent on the new product page was 2 minutes and 12
seconds, significantly longer than the 1 minute and 48 sec-
onds spent on old products. Among respondents aged 25-
34 years, 40 indicated a readiness to purchase new prod-
ucts, while 56 spent over 2 minutes browsing them. Older
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products received less attention, with only 74 respondents
spending more than 2 minutes on their pages, and just 58
expressing a willingness to purchase. New products gen-
erated significantly greater interest and engagement com-
pared to older items. The results of the experiment indicate
that positive reviews, promotional offers, and new products
have a substantial impact on consumer behaviour, particu-
larly in enhancing readiness to purchase and levels of en-
gagement with products.

Consumer segmentation. A study involving 1,180
respondents aged 18 and over identified two primary psy-
chological consumer segments (Table 5), each with unique
motivations.

Table 5. Segmentation

Segment name

Description of results

Segment of consumers who value innovation
and new technologies

This segment comprises 794 respondents who prefer new technologies and innovative
product features. According to the results, 592 of these consumers actively respond
to advertising campaigns that highlight the innovative aspects of products. 554
individuals expressed their intention to purchase such products.

Segment of consumers focused on economic
benefits

This segment includes 386 respondents who are more interested in economic benefits
such as promotions and discounts. According to the results, 340 of these consumers
show a high interest in advertising campaigns offering discounts and special offers.

274 individuals indicated that they plan to take advantage of such offers.

Source: created by the author

These results enable marketers to create more precise
and effective advertising campaigns by tailoring them to the
specific needs and motivations of each consumer segment.

Recommendations for improving marketing cam-
paigns. To enhance marketing campaigns, it is advisable to
engage influencers to promote products and services, lev-
eraging their audience to increase brand trust. Additional-
ly, utilising social media for active consumer engagement,
including the organisation of contests and promotions, can
foster audience involvement. Developing content market-
ing strategies that generate useful and engaging content
tailored to the interests of the target audience will attract
and retain customers. Integrating positive reviews into
campaigns is essential, as they enhance trust in the product
and increase consumers’ willingness to purchase. Promo-
tional offers should be optimised by providing discounts,
coupons, and free delivery as key incentives for purchas-
es. Investing in creative and modern product design can
elicit strong positive emotions, thereby fostering a greater
readiness to buy. Furthermore, analysing competitors by
researching their marketing strategies and campaigns will
help identify weaknesses and opportunities for improving
one’s own approach. Implementing loyalty programmes to
encourage repeat purchases by offering special deals, bo-
nuses, and privileges to loyal customers can enhance their
brand allegiance. Additionally, it is essential to develop ef-
fective strategies for promoting new products to generate
consumer interest. Analysing the effectiveness of various
advertising formats, such as videos, text ads, and banners,
will help determine which have the most significant impact
on consumer behaviour.

Personalising offers by utilising consumer data to
create recommendations tailored to individual needs and
interests is also vital. Ensuring a seamless shopping expe-
rience by optimising processes both online and in-store
can reduce barriers to purchase and enhance convenience
for consumers. The adoption of modern technologies,
such as artificial intelligence and machine learning, can
facilitate the analysis of consumer behaviour and the op-
timisation of marketing strategies. Regular evaluation of
campaign effectiveness, including analysing results and
making adjustments based on collected data, is crucial
for ongoing improvement. The implementation of these
recommended strategies will enhance the effectiveness
of marketing campaigns and promote positive changes in
consumer behaviour.

M DISCUSSION

The findings of this research highlight the importance of
considering psychological factors when developing mar-
keting strategies. By identifying distinct consumer seg-
ments and their specific motivations, this study enables
the creation of targeted campaigns that more effectively
influence consumer behaviour. Understanding how vari-
ous factors, such as product design, advertising strategies,
positive reviews, and promotional offers, impact purchas-
ing decisions allows companies to optimise their market-
ing efforts, enhance customer satisfaction, and increase
sales (Oleksy-Gebczyk et al., 2024). Personalised adver-
tisements have been shown to elicit positive responses
as they are tailored to individual consumer interests and
behaviours, making them more effective in capturing au-
dience attention. This aligns with the findings of a study
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by J.L. Hayes et al. (2021), which also highlighted the high
effectiveness of personalised advertising campaigns. Both
studies confirm that tailoring advertising to individual
preferences makes it more appealing and effective com-
pared to generic advertising.

Consumers are infrequently swayed by seasonal ad-
vertising campaigns. This finding aligns with the research
of M. Sutherland (2020), who indicated that a substantial
proportion of consumers (40%) occasionally alter their
preferences due to seasonal advertising. This suggests that
seasonal campaigns have a moderate impact and often
serve as an additional incentive for preference shifts, but
do not always directly influence purchase decisions. Stores
located on the ground floor of shopping centres experience
significantly higher foot traffic compared to those on upper
floors. J. Singh et al. (2020) also found in their research that
store locations near the entrance significantly increase
foot traffic, as consumers tend to enter the first stores they
encounter. Both studies confirm that easy access and visi-
bility are crucial for attracting customers in shopping cen-
tres, as this maximises customer flow.

New products attract consumer attention through
tastings and promotional activities. This finding is some-
what at odds with the research of J. Li et al. (2023), sug-
gested that advertising displays have the greatest impact
on purchasing decisions. However, this current study con-
firms that while advertising displays do have some effect,
tastings and promotional activities are the most effective.
This is likely because consumers often seek opportunities
to directly try a product or receive advantageous offers,
which increases their motivation to purchase new items.
During the purchasing process, consumers may experience
satisfaction, disappointment, doubt, or peace, which is
largely influenced by marketing factors such as promotions
and displays. S. Khatoon & V. Rehman (2021) also found
in their research that consumers exhibit various emotional
responses during purchases depending on marketing ele-
ments. Both studies confirm that the effectiveness of pro-
motions and visual merchandising can significantly influ-
ence product perception.

Consumers consistently prioritise product quality
when making purchasing decisions (Shahini et al., 2023).
This finding aligns with the research of ]J. Huang et
al. (2023), also established that consumers favour prod-
uct quality over other factors such as brand or accessi-
bility. Both studies demonstrate that high quality is a
critical factor in the consumer decision-making process.
This identified trend confirms that consumers value du-
rability and functionality as primary criteria. However,
this study highlights that while quality is a significant
factor, it is not the sole determinant; price and reviews
also exert considerable influence, a nuance not as prom-
inently featured in the research of J. Huang et al. (2023).
This indicates that a more comprehensive approach to
evaluating products may be more effective in determin-
ing consumer preferences.

Most consumers typically prefer familiar brands but
express a certain interest in new products and are will-
ing to try them (Poltorak et al., 2023). Similar results were
obtained in the study by K. Thomas-Francois et al. (2023),
which found that consumers generally favour brands with
which they already have experience, yet are open to new
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products if they offer significant advantages or innovative
features. This confirms that while consumers tend to grav-
itate towards established brands, they are not averse to
new offerings that meet their needs or expectations. Both
studies illustrate that consumers exhibit a degree of con-
servatism in their choices but also demonstrate curiosi-
ty towards innovations. This aspect is crucial to consider
when developing marketing strategies for new products.
Consumers spend more time at discount displays com-
pared to those without discounts, with the greatest activ-
ity observed among middle-aged consumers. This finding
contradicts the research conducted by R. Lavuri & P. Tha-
ichon (2023), which noted that younger consumers spend
more time at discount displays compared to other age
groups. This discrepancy may be attributed to differences
in financial capacity or personal preferences across various
age groups, which influence their responses to marketing
promotions (Ievseitseva & Mihalatii, 2024).

Visual merchandising and promotions play a crucial
role in influencing consumer decisions, particularly for re-
spondents aged 30 to 44, who show the strongest responses
to promotions. This aligns with the research conducted by
S. Bin (2023), which also highlights the significant impact
of promotions on consumer decisions, emphasising that
middle-aged consumers exhibit heightened sensitivity
to discounts and offers. In both studies, promotions and
merchandising are identified as critical factors in driv-
ing purchases. This may be attributed to the perception
of benefits and savings that promotions provide, which is
particularly appealing to middle-aged consumers who pos-
sess more stable financial circumstances and are seeking
optimal spending options. Video advertising emerges as
the most effective and persuasive format for the majority
of respondents, while other types, such as social media and
banner advertisements, demonstrate lower levels of effec-
tiveness (Lewinski et al., 2016). This finding corroborates
the results of the study by I. Idris et al. (2020), which also
emphasised the effectiveness of video advertising in cap-
turing consumer attention. In both studies, video adver-
tising is perceived as the most effective format, which can
be explained by its ability to convey more information and
emotions through audiovisual elements, thereby enhanc-
ing its impact on consumers. This capability allows brands
to engage better with their audience and leave a more last-
ing impression, often resulting in higher conversion rates
compared to other forms of advertising.

High prices and low quality are the most significant
reasons for consumers to decline a purchase. In their re-
search, F. Skwara (2023) also concluded that price and
quality are key factors in the consumer decision-making
process. Both studies found that consumers are inclined
to reject products if their price seems excessive or if the
quality falls short of expectations. This underscores the
importance of price and quality as fundamental factors in
shaping consumer decisions. A high price may be perceived
as unjustified compared to the benefits offered by the prod-
uct, while low quality can negatively impact the overall
perception of a product, even if other marketing elements
are appealing (Oklander et al., 2024).

Products placed at eye level attract the most consum-
er attention. This aligns with the findings of G. Cordova et
al. (2020), which also revealed that products positioned at
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eye level have an advantage due to their easy visibility and
accessibility. Such a product placement strategy ensures
an optimal balance between physical accessibility and psy-
chological impact (Myroshnyk, 2023). Both studies demon-
strate that positioning products at eye level is a critical fac-
tor that enhances consumer attention and can significantly
influence their choices, thereby boosting sales. Positive re-
views have a significant impact on purchasing decisions,
especially among younger age groups. Similar results were
obtained in the study by M.V. Zwicker et al. (2023), where
it was found that positive reviews build trust in the prod-
uct and reduce consumer uncertainty, thus increasing the
likelihood of purchase. Both studies confirm that positive
reviews help alleviate consumer anxiety and increase con-
fidence in product choices.

The research identified two primary consumer seg-
ments: one that values innovation and cutting-edge tech-
nology, and another that prioritises economic benefits
such as promotions and discounts. This finding contradicts
the study by A. Braca & P. Dondio (2023), which focused
on consumers driven by social impact and environmental
aspects of products. A. Braca & P. Dondio discovered that
most consumers expressed interest in products that met
environmental standards and social trends, while innova-
tive features were less significant in their purchasing deci-
sions. This discrepancy could be attributed to differences
in geographical and cultural contexts of the studies or to
the possibility that innovation may be less important for
consumers in certain markets compared to social and envi-
ronmental responsibility.

Consumers exhibit varying levels of attention to ad-
vertising campaigns that highlight a brand’s social respon-
sibility, with a third consistently paying attention, while a
significant portion responds less actively. This finding does
not align with the research of J.A. Clithero et al. (2024),
which indicated that a majority of consumers (approxi-
mately 61%) actively pay attention to a brand’s social re-
sponsibility and consider it an important factor in their
purchasing decisions. The discrepancy may be attributed
to differences in cultural and social contexts influencing
the perception of social responsibility in various regions.
Younger and middle-aged individuals have greater trust in
advertising compared to older generations. This outcome is
consistent with the research of V. Nesterenko (2023), which
revealed that younger generations, particularly Gen Z and
Millennials, are significantly more susceptible to advertis-
ing through digital media and social networks compared to
older generations, who prefer traditional communication
channels and often exhibit scepticism towards contempo-
rary marketing strategies. Such a difference in perception
can be explained by the greater integration of young people
into the digital space, where advertising is an integral part
of their daily lives, and their inclination to quickly adopt
new technologies and trends.

The factors influencing consumer decisions are mul-
tifaceted and dependent on various aspects such as the
type of advertising, product placement within stores, and
personal emotional states of consumers. It has been found
that positive reviews significantly influence the likelihood
of purchase, and product placement at eye level attracts
more attention. Additionally, promotions and discounts
are confirmed as key factors that stimulate purchases. Seg-
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menting consumers based on their interests, such as inno-
vation or economic benefits, aids in creating more effective
advertising campaigns.

B CONCLUSIONS

To understand the impact of psychological factors on
consumer preferences and the effectiveness of marketing
campaigns, a comprehensive analysis was conducted, ex-
amining the influence of emotional states, brand social
responsibility, types of advertising, and other marketing
elements on the purchasing process. The study identi-
fied several key aspects regarding the influence of psy-
chological factors on consumer behaviour and the effec-
tiveness of marketing campaigns. It was established that
positive reviews significantly increase the likelihood of
purchase; among respondents aged 18-24, 42 individu-
als who viewed products with positive reviews decided to
purchase, whereas only 22 individuals who viewed neg-
ative reviews made a purchase. Similar trends were ob-
served among other age groups. It was also confirmed that
794 respondents who value innovation and cutting-edge
technology actively respond to advertising campaigns
that emphasise these aspects. Within this group, 592 indi-
viduals demonstrated a high interest in innovative prod-
ucts, and 554 intended to purchase them. This highlights
the importance of focusing on innovation in marketing
campaigns for this consumer segment. Furthermore, 386
respondents who prioritise economic benefits actively
respond to advertising campaigns offering discounts and
promotions. Among them, 340 individuals expressed a
strong interest in such offers, and 274 individuals plan to
take advantage of them. This indicates the importance of
incorporating economic incentives into marketing strate-
gies for this segment.

The study revealed varying levels of attention to brand
social responsibility: 33.6% of respondents always pay at-
tention to such campaigns, 44.7% do so sometimes, 14.4%
rarely, and 7.3% never consider brand social responsibility.
This indicates that brand social responsibility is not univer-
sally important for all consumers. Official brand websites
are the most trusted source of information for 41.8% of
respondents. Meanwhile, 27.5% trust reviews on independ-
ent sites, 15.4% rely on recommendations from friends and
family, 11.1% look to social media, and 4% trust tradition-
al media. This highlights the difference in perceptions of
information credibility based on the source. The findings
confirm that psychological factors, such as the perception
of positive reviews and innovation, as well as brand social
responsibility, significantly influence consumer prefer-
ences and the effectiveness of marketing campaigns. The
numerical data underscore the need to adjust marketing
strategies according to individual consumer needs and
motivations to enhance their effectiveness. The discussion
emphasised the importance of considering these factors
when developing marketing strategies to improve the effi-
cacy of advertising campaigns.

The limitations of the study include potential biases
among respondents in self-assessing the influence of psy-
chological factors and restricted access to detailed data
regarding marketing campaigns and their effectiveness
in various market conditions. Key directions for future re-
search in the field of consumer psychology and marketing
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BnauvB ncmnxonorivyHux ¢akKTopiB Ha CNOXXUBYi Bnogo6aHHA Ta KyniBo

M AHoTauif. YV cTaTTi pO3IISTHYTO B3a€MO3B’I30K MK IICUXOJIOTiYHMMM aCIIeKTaMMU i1 TOBEIiHKOIO CIIOKMBAYiB Y KOHTEKCTi
MapKeTMHTOBMX KaMIIaHii Ykpaiuu. I[Tif uac mociaskeHHs 6Y/10 TPOBEIEeHO CIIOCTEPEsKeHHS 3a TIOBE[iHKOIO CITOKMBAYIB,
aQHKEeTYBaHHS IS 300py KiJIbKiCHMX JaHMX IPO BIIOAOOAHHS Ta €KCIIEPUMEHTU MAJISI OI[iHKM BIIMBY MapKeTUHTOBUX
CTpaTeriii Ha CIOXMBYY MOBeAiHKY. Y Mpoleci DOUIiIKeHHs 6y/l0 BCTAHOBJIEHO, 1[0 CIIOXKMBAaYi 3BEpTaloTh yBary Ha
MIPOAYKTHU 3 IPUBAGIMBUM IM3a/HOM, SIKMI BUK/IMKAE Y HUX TTO3UTUBHI €MOIlii, Taki sIK paJicTh i 3aJ0BOJIEHHS], & TAKOX
ACOII0ETHCS 3 IPUEMHUMU criorafaMu a6o BiguyTtsim koMmdopry. [IpomyKitis, sika Mae corjiaibHe CXBaIeHHS (TIO3UTUBHI
BiZITYKV, peKOMeHAIlii) ClIpUiiMaeThCs Kpalle, Hixk i3 HeMTpaTbHUMM a60 HEraTUBHMMM BiryKaMM, aJike BOHAa 3HAYHO
MiIBUIIYE iHTepec Ta IOBipy B MOKYMIiB. BiAMOBiHICTD 1[iHM Ta SIKOCTi TOBAapYy, I0r0 €KOMOTiUHICTh TAKOX € BaXKIMBUMMU
(axkTopamu, SKi BIVIMBAIOTD HA 3Ai/iIcCHEeHHS TOKYNKM. Haii6inbi eeKTMBHO peKiaMa CIipuitMaeThCst Yepes Bifeo. 3aBasiku
ayzioBisyaapHMM eJleMeHTaM Bileo-peKkaama Kpaile B3a€MOZI€ 3 ayAUTOPIEI0 Ta 3a/TMIIAE TIC/ST Teperysiay 6ibll cTijike
Bpa)keHHSI, HDXK po3CWIKM Ta 6aHepu. AKIIil, 3HWKKM Ta JerycTalii € ebeKTUBHUMM MapKeTMHTOBMMM TaKTUKaMU. BoHK
HaI[i/IeHi Ha DOCSITHEHHSI KOPOTKOCTPOKOBOTO 30ilbLIeHHS 00CSTY MPOLAKiB, 8 TAKOXK CIPUSIIOTH IMiZBUIIEHHIO PiBHS
3a/I0BOJIEHOCTI CITOKMBAYiB. Y Tpolieci JOCTiaKeHHsT 6y/10 BUSIBJIEHO TICUXOJIOTiUHI CETMEHTHM CITOKMBAYiB: SIKi IIIHYIOTb
iHHOBAIlii Ta HOBITHI T€XHOJIOTII, i Ti, IKi OPiEHTYIOTHCSI HA €KOHOMiuHi BuUroau. OTpMMaHi pe3yibTaT MMiAKPeCInIn, 110
BpaxyBaHHS TICUXOJOTIYHMX ACTIEKTIB € KPUTUUHO BAKIMBUM JJIS1 PO3POOKY e(eKTUBHUX MAPKETUHTOBMUX CTPATErii i
30iTbILI€HHS CTIOXKMBYOI 3a1[iKaBJI€HOCTI, TA MOXYTb OYTM BUKOPUCTaHi MapKeTOI0TaMi IIPAKTUIHO TIiJI Yac TIaHyBaHHS
peKIaMHOI KaMIaHii a60 BU3HAUEHHSI LIJTbOBOI ayAUTOPii TOBapy
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