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EMOTIONAL IDENTIFICATION WITH A DESTINATION BRAND:
ANEUROMARKETING INVESTIGATION
OF KAZAKHSTAN’S VISUAL CONTENT

Abstract

The article investigates the phenomenon of emotional identification with a tourism destination brand, using
Kazakhstan’s visual content as a case study. The main objective is to analyze participants’ emotional connection to
the destination brand through neuromarketing methods, emphasizing the need to move beyond traditional subjective
evaluations toward objective measurements of unconscious consumer responses. The research is grounded in an
interdisciplinary methodological approach that combines theoretical analysis with an empirical neuromarketing
experiment. Fifteen participants took part in the study and were shown an image-building promotional video aimed
at presenting the tourism potential of the destination. During the viewing process, their emotional reactions were
recorded in real time using Face Reading software supported by specialized hardware tools, which made it possible
to capture both conscious and subconscious emotional responses to visual stimuli.The spectral analysis made it
possible to identify the multidimensional nature of brand perception, illustrating how various visual elements
generate different emotional reactions among viewers. The scientific and practical value of this research is connected
with a deeper understanding of emotional identification in marketing communication processes and with improving
destination branding strategies. The findings confirm that the use of visual codes with opposite emotional valence
contributes to the creation of a more dynamic, memorable, and emotionally attractive brand image. The practical
value includes improving the communicative power of advertising content, guiding the development of marketing
campaigns, and promoting Kazakhstan’s tourism services internationally. By integrating neuromarketing insights
with visual content analysis, the study provides actionable recommendations for creating emotionally compelling
materials that strengthen brand loyalty and enhance the overall tourist experience.

Keywords: advertising, neuromarketing, identification, emotional appeal, consumers, visual content, destination
branding.

Introduction

In the context of the modern global competition for tourists, traditional approaches to regional
promotion are increasingly being replaced by complex strategies aimed at constructing a distinctive
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and attractive image of a destination. The success of contemporary tourism marketing depends not
only on the quality of services provided but also on the depth of the emotional connection established
with potential consumers through visual content. According to the concept of the “tourist gaze”
proposed by J. Urry, the consumption of a destination begins not upon arrival but at the stage of
perceiving visual representations in advertising, making visual content a key factor influencing the
tourist decision-making process [1].

From this perspective, emotional branding acquires particular theoretical significance, as it enables
the formation of a stable emotional relationship between the brand and the consumer through the
activation of emotions, values, and personal identity (Gob¢, 2001) [2]. Unlike traditional approaches
focused on functional characteristics, emotional branding emphasizes the creation of meaningful
and memorable experiences involving engagement, pleasure, inspiration, and surprise. Given the
intangible nature of tourism products, the emotional component becomes a critical determinant of
destination attractiveness (Kotler et al., 1993) [3].

At the same time, the rapid development of digital technologies has significantly transformed
branding communications, making visual content a central element of meaning construction in
the digital environment. Social media platforms promote a visually oriented model of information
consumption, where images and videos act as primary emotional stimuli. Research indicates that
visual information is processed considerably faster than textual data and has a stronger impact on
emotional engagement and long-term memory formation (Lindstrom, 2008) [4]. The integration of
emotional branding and visual content forms a new conceptual framework for destination marketing
in the digital space, where the effectiveness of promotion depends on the ability to generate authentic
emotional experiences. In this context, user-generated content plays a crucial role, as it is perceived as
more trustworthy and enhances emotional attachment to the destination brand (Anholt, 2007) [5]. The
relevance of this study is determined by the need to objectify the perception of Kazakhstan’s national
tourism brand. Traditional methods of evaluating advertising effectiveness, such as surveys and focus
groups, are often limited by subjectivity and the influence of social desirability bias, while up to 95%
of consumer reactions occur at a subconscious level, which makes the application of neuromarketing
tools particularly significant [6].

The object of the study is the visual content representing Kazakhstan as a tourism destination,
while the subject of the study is the process of emotional identification with the destination brand
formed through visual stimuli. The aim of the study is to conduct a neuromarketing analysis of visual
content related to Kazakhstan and to identify patterns of emotional brand identification. To achieve
this aim, the following tasks are set: to analyze the emotional content of visual materials representing
Kazakhstan; to assess the degree of emotional response to video content using Face Reading
technology; and to identify key visual triggers influencing emotional perception of the destination.
The research methodology is based on neuromarketing tools, including Face Reading technology,
as well as methods of content analysis and comparative analysis. The research hypothesis assumes
that visual content reflecting cultural codes, including nomadic aesthetics, landscape diversity, and
elements of national identity, generates stronger emotional engagement and contributes to deeper
brand identification. The scientific novelty of the study lies in the application of spectral analysis to
evaluate unconscious emotional responses to key visual stimuli of Kazakhstan’s tourism branding.
The practical significance of the research consists in the possibility of applying the obtained results to
improve marketing communication strategies and enhance the international positioning of Kazakhstan
as an attractive tourism destination.

Materials and methods

The purpose of this study is to assess the effectiveness of visual tourism content in shaping the
perception of Kazakhstan as a tourist destination through the application of neuromarketing techniques.
The methodological framework of this study is built on the integration of both theoretical and empirical
approaches, which ensures the reliability, validity, and scientific soundness of the obtained results.

At the theoretical stage, a systematic review of monographs, peer-reviewed scientific articles,
and analytical reports was conducted. The purpose of this stage was to form a conceptual basis
for understanding the role of neuromarketing in tourism and to identify the main factors affecting
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consumers’ emotional responses to visual content. The research applies general scientific methods
such as analysis and synthesis, induction and deduction, as well as comparative and logical analysis.
These methods made it possible to structure existing academic knowledge and provide a consistent
interpretation of the research problem.

The empirical part of the study is based on a neuromarketing experiment using Face Reading
technology. The main research material was an official promotional video demonstrating the tourism
potential of Kazakhstan. This video was selected because it represents the key visual and emotional
components typically used in destination marketing, including natural landscapes, cultural symbols,
national identity elements, and emotionally expressive storytelling techniques aimed at shaping
tourists’ perceptions.

The sample included 15 participants. The choice of this sample size is explained by the specific
characteristics of neuromarketing research, where the priority is given to biometric accuracy rather
than large-scale statistical representativeness. Methodological recommendations show that a group
of 12—15 participants is sufficient to identify stable patterns of unconscious perception and emotional
response. Previous studies also confirm that such a sample size provides reliable and consistent
measurements of emotional reactions in neuromarketing experiments.

Data collection was conducted through Automated Facial Expression Analysis (AFEA),
implemented using the Face Reading hardware and software system. This technology provides non-
contact, real-time monitoring of 46 facial landmarks, allowing for highly accurate detection of micro-
expressions and subtle emotional changes. The method makes it possible to continuously observe
participants’ emotional states and record simultaneous reactions during exposure to visual stimuli.

The experimental procedure involved showing participants the selected video content under
controlled and standardized conditions in order to reduce the influence of external factors. During the
viewing process, emotional responses were recorded in real time, after which spectral analysis of the
emotional data was performed. This approach allows not only the measurement of emotional intensity,
but also the analysis of the temporal dynamics of emotional reactions throughout the viewing process.

For data interpretation, both quantitative and qualitative methods were applied. The recorded
emotional responses were combined into composite indicators reflecting the overall level of emotional
engagement and patterns of perception. Statistical analysis helped identify stable trends in subconscious
reactions, while qualitative interpretation provided a deeper understanding of how specific visual
elements influenced emotional perception and destination image formation.

To ensure the reliability and validity of the results, methodological triangulation was applied by
combining multiple analytical approaches. The use of objective biometric data reduces the risk of
subjective bias commonly associated with traditional self-report methods. At the same time, certain
limitations should be acknowledged, including the relatively small sample size and the reliance on a
single type of visual stimulus.

Overall, the chosen methodology provides a robust and scientifically grounded approach to
evaluating the effectiveness of tourism promotional materials and their role in shaping the destination
image of Kazakhstan.

Results and discussion

The theoretical foundations of destination image research were established in the seminal
works of Gunn (1972) and Echtner and Ritchie (1991), who conceptualized destination image as a
combination of individual beliefs, ideas, and impressions associated with a particular place [8, 9]. This
multidimensional construct includes both cognitive and affective components, which jointly shape
tourists’ perceptions and behavioral intentions.

In the context of increasing global competition for tourists’ attention, contemporary scholars
emphasize the growing importance of the affective dimension of destination image. Pike (2008)
highlights that emotional responses play a decisive role in forming brand loyalty, often outweighing
purely cognitive evaluations. This perspective is further supported by Urry’s (1990) theory of the
“tourist gaze,” according to which the consumption of a destination begins with visual representations,
serving as a trigger for interest and subsequent travel behavior [10, 11].
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In the case of Kazakhstan, the complexity of destination image formation is particularly
pronounced. As noted by Smykova (2021), the visual positioning of Kazakhstan is formed through
a distinctive combination of nomadic cultural heritage and contemporary urban development [11].
This contrast creates both strong opportunities and certain challenges for destination branding, as it
requires a careful balance in marketing communication to present a clear, attractive, and consistent
image of the country.

The limitations of traditional research methods in identifying genuine consumer reactions have
contributed to the growing use of neuromarketing approaches. According to studies by Zurawicki
(2010) and Dooley (2012), nearly 95% of consumer decision-making processes take place at the
subconscious level and cannot be fully captured through conventional self-report methods such as
questionnaires or interviews [12, 13]. This emphasizes the importance of applying more objective
tools capable of measuring implicit emotional responses.

One of the most effective approaches is the use of Face Reading technology, which allows
automated analysis of facial micro-expressions. This method provides an objective and non-invasive
way to evaluate emotional reactions while minimizing the influence of social desirability bias.
Research conducted by Li et al. (2016) and Scott et al. (2017) confirms that biometric indicators such
as emotional valence and arousal serve as more accurate predictors of behavioral intentions, including
the intention to visit a destination, compared to traditional research methods like surveys and focus
groups [14, 15].

Within this framework, the application of neuromarketing techniques to the analysis of
Kazakhstan’s tourism promotional content enables the identification of authentic patterns of emotional
perception. The use of dynamic analysis further enhances the research by allowing for the real-time
decoding of subconscious reactions to visual stimuli. Emotional responses were measured using
Face Reading technology, providing high-resolution data on the intensity and temporal dynamics of
emotional engagement.

Thus, the integration of neuromarketing tools into destination image research offers a deeper
understanding of how visual content influences perception and supports the development of more
effective marketing strategies.

The results of the measurement are presented in figure 1.

Figure 1 — Emotional responses elicited during the viewing of a tourism image video
Note: Complied by authors.

Figure 1 illustrates the emotional responses most prominently evoked in consumers throughout
the viewing process.

To assess the emotional response construct, results were computed as a percentage. Results are
illustrated in figure 2.
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Figure 2 — Structural analysis of the emotional appeal in tourism
image advertising, percentage %

Note: Complied by authors based on Face reading data.

Analyzing the integrated emotional profile of the Kazakhstan promotional video, as presented in
figure 2, it is possible to observe a high level of communicative effectiveness. A significant level of
engagement (34%) indicates a high level of neurophysiological activation, which is characteristic of
the video’s ability to hold the audience’s attention.

The significant level of joy (22%) contributes to the positive valence of the destination brand,
which is directly related to the formation of trust and the intention to visit. A significant level of
surprise (19%) indicates the presence of unconventional marketing stimuli within the video, which
significantly contributes to memorability.

The level of negatively valenced emotions, such as sadness (12%) and fear (8%), cannot be
considered negative. In the context of the video’s content, where scenes with majestic landscapes
and mountains are presented, it is necessary to consider the presence of awe, which significantly
contributes to the dramatic depth of the experience, thereby promoting emotional brand identification,
unlike other options characterized by positive valence but without memorability. The overall level of
active emotions, which is characterized by engagement, joy, and surprise, is 75%, thereby ensuring the
effectiveness of differentiation within the competitive environment.

The degree of emotional responses was measured using the cumulative activation coefficient of
facial muscles, where a value above 0.5 Hz signifies a state of heightened emotional involvement in
relation to the visual stimulus [16].

In relation to the analysis on the tourism promotional video in Kazakhstan, it was found that the
intensity of emotional appeal was strongest in relation to the following emotions: positivity, happiness,
engagement, surprise, contempt, fear, and sadness (figure 3).

Unlike declarative methods like surveys, Face Reading technology measures two critical aspects
of the consumer experience:

1. Emotional valence: A vector that defines the nature of the relationship with the brand, from
negative/distant to positive/attractive.

2. Emotional activation: The level of engagement and concentration, which measures the
intensity of neural encoding of the image in memory.

Tourism marketing success is not driven by what consumers say but by objective measures of
their psycho-emotional condition. The Face Reading technology in this research measured two main
aspects of emotions: valence/emotional tone and intensity/emotional intensity. Another important
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feature is the frequency of emotions expressed and experienced, measured by the number of sharp
peaks in emotions (see figure 4).
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Figure 3 — Intensity of the emotional response when consumers view advertisements, in hertz

Note: Complied by authors based on Face reading data.
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Figure 4 — Analysis of the frequency of emotional responses whilst watching
a video about tourism in Kazakhstan

Note: Complied by authors based on Face reading data.

Spectral analysis allowed for a frame-by-frame analysis of consumers’ emotional responses as
they watched the video, allowing for the identification of points of cognitive dissonance and points of
high attentional activation in relation to changes in framing and auditory patterns.

Table 1 presents a spectral analysis of consumers’ emotional responses to a video advertisement
for tourism in Kazakhstan.

Table 1 — Spectral analysis of a tourism video

Time Key trigger Dominant valence Strength and nature of the response
3¢ Introduction Positive / Neutral High: The synergy of surprise and engagement
Ilc Nature Highly positive Increased engagement through the emotion of joy
21-27 ¢ | Mountains and Negative Specific response: sadness and fear transforming into
desert deep interest
75¢ Final (character) Positive A surge of surprise that ensures brand recall
Note: Complied by authors based on analysis.
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The results of the analysis of Kazakhstan’s tourism promotional video corpus indicate that the
structure of affective responses is multifaceted, with complex interactions between valence-opposed
emotional states playing a critical role in audience perception. Visual stimuli with positive emotional
valence, especially scenes showing natural landscapes such as mountains, lakes, and wide panoramic
views, are closely connected with stronger attraction to the destination. These images usually generate
feelings of joy, curiosity, and emotional involvement, which increase the overall appeal of the place and
can positively influence behavioral intentions, such as the desire to visit the destination or recommend
it to others.

The emotion of joy plays an important role in this process, as it helps reduce cognitive resistance
during decision-making. When viewers experience positive emotions, they tend to form favorable
impressions more quickly and with less rational hesitation, making the destination appear more
attractive and memorable.

Conversely, negative valence stimuli were observed in specific scenes, notably those depicting
expansive mountain ranges, desert environments, or visually stark landscapes. These visual stimuli
triggered emotions such as sadness, fear, and tension, which, although traditionally considered
negative, showed a strong level of emotional activation. Such reactions indicate deeper cognitive
involvement, since emotionally intense scenes attract more attention and help viewers remember the
content more clearly. This increases the overall effectiveness of promotional materials, proving that
not only positive emotions but also emotionally powerful negative reactions can strengthen destination
marketing outcomes through different psychological mechanisms.

The emotion of surprise was identified as one of the strongest drivers of audience engagement.
Unexpected visual elements, such as the brief appearance of a character or scene that differs from the
usual visual pattern for example, the appearance of an African-American boy within the context of
Kazakh landscapes created noticeable peaks in emotional arousal. This effect of novelty significantly
increased attention and involvement, showing that unusual or unexpected content can make promotional
videos more memorable and strengthen the perception of uniqueness.

Temporal analysis also showed that emotional intensity changes depending on the sequence and
dynamics of visual scenes. Segments that were visually rich and emotionally expressive generated
the highest levels of valence and arousal, while static or repetitive scenes led to lower emotional
engagement. This confirms that the structure and order of visual content play an important role in
maintaining audience attention throughout the entire video.

In general, the findings demonstrate that the most effective promotional content combines positive
and negative emotional stimuli together with elements of surprise and novelty. Such a balanced
emotional strategy increases both emotional engagement and cognitive processing, making tourism
advertising more memorable, persuasive, and emotionally impactful for potential visitors.

Conclusion

The conducted neuromarketing study provided a detailed understanding of how emotional
identification with Kazakhstan’s destination brand is formed through tourism video advertising. By
using Face Reading technology, it became possible to record subtle emotional reactions in real time
and evaluate how visual content influences both conscious perception and subconscious emotional
responses. This approach offers a higher level of accuracy compared to traditional self-report methods
such as surveys or interviews, as it captures genuine emotional reactions rather than only verbalized
opinions.

The results show that the emotional structure of destination brand perception is mainly shaped
by three key indicators: engagement (34%), joy (22%), and surprise (19%). Together, these emotions
account for nearly 75% of the total emotional response, which demonstrates the strong influence
of emotionally rich visual content on the formation of Kazakhstan’s tourism image in the minds of
potential tourists. A high level of engagement reflects not only attention but also deep psychological
involvement, which is essential for effective message perception. Joy helps create positive emotional
associations, making the destination more attractive and reducing hesitation during decision-making.
Surprise, in turn, strengthens attention by breaking expected visual patterns and making the promotional
message more memorable and distinctive.
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The study also confirms that positively valenced visual stimuli, especially scenes showing
natural landscapes, cultural heritage, and dynamic human activities, are strongly connected with
higher emotional intensity and more positive attitudes toward the destination. Such content increases
emotional closeness to the place and supports positive behavioral intentions, including the desire to
visit and preference for the destination. At the same time, negatively valenced elements that evoke
emotions such as sadness, tension, or even awe especially in response to large-scale natural scenery also
produce strong physiological and cognitive activation. Although these emotions may seem negative,
they play an important role in attracting attention and improving memory retention. This proves that
positive and negative emotions should not be considered separately, but rather as complementary tools
within a single marketing communication strategy.

Another important finding concerns the role of novelty and unexpected visual elements. The
inclusion of unusual or contrasting scenes created noticeable peaks in emotional engagement, showing
that deviation from standard destination imagery serves as a powerful attention trigger. This supports
cognitive theories suggesting that novelty increases perceptual importance and prevents viewers from
losing interest, helping to maintain engagement throughout the video.

From a practical perspective, the study highlights the usefulness of spectral analysis of emotional
responses frame by frame as an effective tool for improving tourism advertising. By identifying
moments of high emotional intensity, marketers can better structure promotional videos and create
a balanced emotional flow. The combination of positive and negative emotional states allows for
stronger audience involvement: surprise improves memorability and information retention, while joy
strengthens positive impressions and emotional loyalty to the destination. This makes promotional
content not only informative but also emotionally immersive and persuasive.

In conclusion, the research confirms that neuromarketing technologies, especially Face Reading,
are highly effective instruments for analyzing and improving the emotional impact of tourism
promotion. The findings contribute to destination marketing theory by proving the central role of
emotions in shaping destination image and consumer behavior. In addition, the study offers practical
recommendations for strengthening Kazakhstan’s international tourism positioning by shifting from
mainly rational promotional messages toward more emotionally oriented communication strategies.
Future studies may expand the range of visual materials, compare emotional reactions across
different cultural groups, and include additional biometric tools to further develop the application of
neuromarketing in global tourism marketing.
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TAFBLJIBIMABI BPEHITIH DMOIIMOHAJJIBIK TAHBIMACHKI:
KA3AKCTAHHBIH BU3YAJLJBIK MASMYHBIHBIH
HENPOMAPKETHUHITIK 3EPTTEYJIEPI

Angarna

Maxkana Ka3akcTaHHBIH BU3yalgbl Ma3MyHbBI MBICAJbIHAA TYPUCTIK JECTHHAIMS OpeHIIMEH SMOLMOHAJIBI
coiikecTik (DeHOMEHIH 3epTTeiini. 3epTTeymiH Heri3ri MaKcaThl — HEHPOMApKETHHT OMICTepiH MaiaaJaHbIl KaTbhl-
CYHIBLIAp/bIH OpeH/IIMEH SMOIMOHAI/bI OalIaHBICHIH Talljiay, ASCTYpIi CyOBEKTHBTI OaranayiaaplaH ThIC, TYThI-
HyIIbUIap/IbIH OelicaHaJIbIK peaKIUsUIapbIH OOBEKTUBTI OJIIIEY KaKETTUIIN H KOpceTy. ONIiCTeMEeIliK TYPFhIIaH, 3epTTey
TEOPHUSIIBIK TAJIAy MEH SMITMPUKAJIBIK HEHPOMAPKETHHT SKCIIEPUMEHTIH OipiKTipeTiH WHTePIUCIUIUIMHAPIIBIK TI-
cinni KommaHagsl. 15 KaTeIcympiFa OeifHEMa3MyH KOPCETLTII, olapIblH AMOIHOHANIE peakiusiapel Face Reading
GarmapramMaibIK KOHE almaparThlK KypainapbiMeH Tipkenai. CoekTpanaslk Tangay OpeHa KaOpUinayslHAa KypAeti
KYPBUIBIM/IbI QHBIKTAI, SPTYPJl BH3YaJJbl AJIEMEHTTEPAIH OPTYpIi SMOIMOHANB PEaKIHsIap TYbIHIAaTaThIHbIH
KepceTTi. FhUIbIMU JKoHE MPAaKTHKAJIBIK MOHI — MAPKETHHITIK KOMMYHHKAIHMSa SMOLMOHAIIbI COMKECTIKTI TYCIHY
JKOHE JIECTUHALMSUIBIK OpEHJT CTpaTerusuIapblH JKeTUIIIpY. 3epTTey BU3yalabl KOATap/Ibl KOHTPACTThl MOHMEH Iai-
JATaHy apKBUTBI JHHAMHUKAIBIK JKOHE AMOIMOHANIB TapTHIMIBI OpeHI MPO(WITiH Kypy THIMIUTITIH TOIEIISHII.
[IpakTUKaIbIK KYHIBUIBIFBI — JKapHaMa Ma3MYHBIHBIH KOMMYHHKATHBTIK THIMIUIITIH apTTBIPy, MapKETHHITIK
HayKaHJapFa YCBIHBICTAp jKacay skoHe Ka3aKcTaHHBIH TYPUCTIK KbI3METTEPIH XalbIKapalblK JeHIeHIe HacuXarTay.
HeiipomMapkeTHHT JepeKTepiH BU3yalibl Ma3MYH/Ibl TallayMeH OipiKTipy SMOIMOHAIbBI TAPTHIMABI MaTepuaiaap
JKacayra, OpeH/IKe JIeTeH aJal/IbIKThI KYIIEHTYTe jKoHE JKaNIIbl TYPUCTIK TOXKIPHOCHI jKaKcapTyFa HaKThl YChIHBICTap
oepeni.

Tipek ce3nep: ’xapHama, HEHPOMaPKETHHI, UICHTU(DHUKALMS, SMOLMOHAIBIK 3CEP, TYTHIHYIIbUIAP, BU3YAJIIbI
Ma3MYH, OaFbIT OpeHINHTI.
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IMOLHUOHAJBHAA HWIEHTUPUKAIINA C BPEHIOM JECTUHAIIUN:
HEUPOMAPKETUHI'OBOE UCCJIEJOBAHUE BU3YAJIBHOI'O
KOHTEHTA KA3AXCTAHA

AHHOTAIUA

Crarbst TIOCBSIIIIEHA UCCIIEA0BAHUIO ()eHOMEHA SIMOIMOHAIBHON MICHTU(HUKALUK C TYPUCTCKHM OpEHJIOM Jiec-
TUHALIUU Ha NPUMEPE BU3yalbHOro koHTeHTa Kasaxcrana. OCHOBHAs Lielb UCCIETIOBAHUS 3aKJIIOYAETCS B aHAIIU3E
SMOIMOHATBHON CBSI3M YYACTHHUKOB C OPEH/IOM TYPHCTCKOH JECTHHAINH C MCHOIb30BAHNEM HEHPOMApKETHHTOBBIX
METOJIOB, YTO HOAYEPKUBAET HEOOXOAMMOCTh IIEPEXOA OT TPAAUIIMOHHBIX CyObEKTHBHBIX OIICHOK K 00716 00BEKTHB-
HOMY M3MEpPEHHUI0 0eCCO3HATEeNbHBIX MOTPEOUTEIHCKUX peakiuil. VccienoBanne 0OCHOBAaHO HAa MEXAHUCIUILTHHAP-
HOM T0JIX0JI€, KOTOPBIH O0BEIUHSACT TEOPETHYCCKUI aHAIN3 U SMIIMPUYECKUI HEHPOMapKETHHTOBBIN SKCIIEPUMEHT.
B skcnepuMeHTe NPHHSUIM y4acTHe ISITHAIIATh PECIIOHCHTOB, KOTOPBIM OBUI MPOJEMOHCTPUPOBAH MMUJIKEBBIN
BUJICOPOJIUK, HAlPaBJICHHBI Ha MPOABMKEHHE TYpPHCTCKOro nmoreHnuana Kasaxcrana. DMOLIUOHANBHBEIE pEaKIUH
YYaCTHHKOB (PMKCHPOBAJINCH C IIOMOIIBIO TIporpaMMHoro odecrnieuenns Face Reading u cnenmanisupoBanHoro 000-
pynoBanus. [IpoBeieHHBIN CHIEKTPaIbHBIN aHAIN3 O3BOIHI BBIIBUTE MHOTOCIIONHYIO CTPYKTYPY BOCHPHSTHS OpeH-
Jla ¥ TIOKa3aTh, KAaKUM 00pa3oM pa3IMyHbIC BU3yaJbHbIC 3JIEMEHTHI BBI3BIBAIOT PAa3HbIC SMOIIMOHAIBHBIC PEAKIIUU y
ayautopun. HayuHasi v mpakTuueckasi 3Ha4MMOCTh MCCIIE/IOBAaHMSI CBsI3aHa ¢ 0oJiee NyOOKUM NOHMMaHKUEM IpoLiec-
COB SMOIMOHAJIBHON MJCHTH()UKAIMY B MAPKETHHTOBBIX KOMMYHHKAIMSX ¥ COBEPIICHCTBOBAHUEM CTpaTeruii OpeH-
JquHra aectuHanuil. [lomyueHHble pe3yabTaTsl MOATBEPKIAIOT, YTO MCIOIb30BAHNE BU3YaJIbHBIX KOMOB C MPOTUBO-
TTOJIO’KHOM 3MOLIMOHAIBHOM BaJICHTHOCTBIO CIOCOOCTBYET (POPMHUPOBAHMUIO O0JIee TUHAMHUYHOTO, 3aIOMHHAIOIIETOCS
1 SMOIMOHAIBHO IMPUBJIEKATENILHOTO 00pa3a Openna. [IpakTHueckas EHHOCTh PabOTHI 3aKJIFOYAETCS] B MOBBIIIE-
HUHM KOMMYHUKaTUBHOI 3((EKTUBHOCTH PEKJIAMHOTO KOHTEHTA, COBEPIICHCTBOBAHUM MapKETHHIOBBIX KaMIAaHUi
U MPOJBIKEHUHU TYpUCTCKUX ycayr Kasaxcrana Ha MeXIyHapoIHOM pblHKe. MHTerpanus HeHpoOMapKeTHHTOBBIX
MHCTPYMEHTOB C aHAJIM30M BH3yaJbHOTO KOHTEHTA M03BOJISIET pa3padarsiBaTh 00J1ee SMOLMOHAIBHO HACBIIIIEHHbIE 1
yOenuTenbHble peKiIaMHbIe MAaTEPUaIIbl, KOTOPBIE CIIOCOOCTBYIOT YKPEIIICHHUIO JIOSUIBHOCTH K OpeHy 1 YITyUIICHUIO
00IIETO TYPUCTCKOTO OIIBITA.

KuroueBble ci1oBa: pexiaMa, HelpoOMapKeTHHT, HACHTU(HUKAIINSA, SMOIIMOHATIHHOE BO3CHCTBUE, TOTPEOUTENH,
BU3YaJIbHBII KOHTEHT, OPEHMHT TYPUCTUYECKOTO HAIIPABICHHMSI.
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