mo obpasimy, a ObUTa WHTEUICKTYaJIbHOM, pa3BUBAJIa MBICIUTEIBHBIC CIIOCOOHOCTH
y4alierocs, €ro mo3HaBaTEIbHYI0 CAMOCTOSITEILHOCTh U TBOPYECKYIO AKTHUBHOCTD.
Kak Tonpko mojyexamuil yCBOEHUIO MaTepual BBI3BIBAET MHTEPEC y YyYaIIUXCH,
oOy4eHHe CTAHOBUTCS MPUBJIEKATEIbHBIM U 3 (HEKTUBHBIM [5].
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THE IMPACT OF THE SOUND FACTOR
ON CONSUMER BEHAVIOUR

Neuromarketing is a modern innovative and effective marketing direction [1]. It’s
a set of methods of psychological influence on consumer behavior through the chan-
nels of sensory perception (sight, hearing, smell, touch, taste). The founder of sensory
marketing is M. Lindstrom [2].

One of the tools of sensory marketing is the impact on the consumer by means of
sound. As you know, music and sounds have a significant impact on a person, his
mood and emotional state. If the melody was chosen correctly and applied at the right
moment, it can change the train of thought, the view on this or that situation, problem.
As a result, the further actions of a person would be completely different if music did
not help him. The result of the impact of sounds on the human psyche is obvious.
Therefore, the musical design of the outlet plays an important role in the psychological
stimulation of the consumer. Scientists have proven that in the presence of two identi-
cal outlets with a similar product range, most buyers choose exactly the store in the
trading floor of which a pleasant melody plays. This means that in the process of mak-
ing a purchase decision, the buyer wants to be in a pleasant atmosphere that will allow
him to relax, distract from his current affairs and focus on shopping. From this it be-
comes clear that the music in the store should be played not only for the purpose that
absolute silence is not felt, but also because the melody can have a significant impact
on the consumer's subconscious. In that situation, when the buyer came to the outlet in
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a sad mood, but the musical design of the store was able to successfully cheer him up,
he will make purchases there with great pleasure and desire. In addition, the correct
musical arrangement of the outlet will not only serve as an incentive for sales growth,
but will also form certain associations with the brand. Thus, with the help of music, the
consumer can communicate information about the brand, about the proposed product
range, and save the associations that have arisen in long-term memory.

When musically designing outlets, the seller takes into account such a factor as the
number of people in the store at the moment. The more shoppers on the floor, the more
rhythmic the music is played, which encourages consumers to move faster, shopping
faster. If there are few people in the store, then calm music plays to keep their atten-
tion, make them stay in the outlet for a longer time, choose a few more products.

In addition, music also depends on the time of day. This means that a calmer tune
Is played in the morning, since there are few buyers, and besides, after a night's sleep,
they do not want to abruptly and quickly switch to something rhythmic. At lunchtime,
music with a higher rhythm is played, since at this time people go out of their offices
for a short time to rest, they are already fully cheered up, active and energetic, so a
slow soothing melody is inappropriate at such a time.

The consumer feels uncomfortable if the music played at the point of sale does
not correspond to his preferences. It takes into account the fact that musical tastes dif-
fer not only among consumers of different age categories, but also among different
sexes (female and male). Neutral abstract music is a compromise that can bring posi-
tive results later.

In addition, the volume of the played melody is taken into account. At the same
time, it is taken into account that too loud, sharp and piercing sound will repel cus-
tomers, forcing them to leave the outlet faster. The musical accompaniment is aimed
at creating comfortable conditions for being in the store, therefore, with proper com-
position, the melody sounds quietly, quietly and at some distance from the customers,
S0 as not to cause them discomfort.

The main role in determining the musical design of the outlet is played by the
product range. For example, if it's a designer clothing store, it will never play the
same tune as the supermarket. What's more, the gender factor is also taken into ac-
count, and therefore the music in car dealerships is different from the soundtracks
played in women's clothing stores.

When the question arises of the need for competent musical design of the store,
you must be guided by the following rules:

- for car dealerships, elite beauty salons, as well as for shops of expensive alco-
holic beverages, the most suitable are classical melodies with a measured tempo
(about 60 beats per minute);

- stores that sell clothes at affordable prices are suitable for energetic modern mu-
sic (about 90-100 beats per minute);

- in outlets where clothing for teenagers is sold, it would be rational to use such a
musical direction as hip-hop;

- shops where natural cosmetics are offered to the attention of consumers, it is
necessary to opt for a new age melody;

- as a rule, hits of Russian-language songs are not played in retail outlets for the
reason that buyers subconsciously begin to listen to the words, their attention is scat-
tered, therefore, they are distracted from the product;
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- in retail outlets, a sharp transition from the music itself to recitative is not used,
since, according to studies, the rapid transition in tonality causes negative emotions in
most consumers;

- in the event that it is a large shopping center, then the creation of its own musi-
cal design in each department will negatively affect the emotional state of the buyer;

- consumers of the older age category often prefer to purchase goods without spe-
cial sound accompaniment.

It should be noted that playing classical music in retail outlets is undeservedly un-
derestimated and is not the most common tool for psychological stimulation of the
consumer. In fact, the influence of classical music on the client is effective: it allows
you to relax and get distracted from extraneous matters. It should be noted that a
large number of buyers associate such music with luxury, wealth, style and aristocra-
cy, which can successfully complement the image of the brand.

Thus, the musical accompaniment of the store has the following positive impact:
creates an individual style, atmosphere and perception of the brand; improves the
mood of employees of the trading floor and customers; helps to increase consumer
loyalty; stimulates an increase in the number of regular customers.
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TEXHUYECKUN YHUBEPCUTET

®OPMUPOBAHUE PEIIENTUBHOMN JEKCUYECKOM KOMIIETEHIIUH
Y CTYAEHTOB TEXHUYECKHUX CIIEHUAJTBHOCTEHN

3anadeil BbICIIEH IIKOJBI SIBISIETCS MOATOTOBKA BBICOKOKBAIM(DPHUIIMPOBAHHBIX
CHEIHUATNCTOB, MOCKOJbKY B HBIHEIIHHUX YCJIOBHSIX OOLIECTBO MPEABSBISIET Bce 00-
jee cTporue TpeOOBaHUs K KauecTBY 00pa3oBaHus U MPOodeCcCHOHANTbHBIM KOMIIETEH-
L[USIM COBPEMEHHOTO ClielnaaicTa. Takoil crenuasiucT JOJIKEH He CTOJIbKO 001a1aTh
3HAHUSIMU B OINPEAEIICHHON Y3KOil 00J1aCTH, CKOJIBKO JOJKEH ObITh KOHKYPEHTOCIO-
COOHBIM Ha pPBIHKE TPYJa, CBOOOIHO BIAJETh CBOEH Mpodeccueil 1 OpueHTUPOBATHCSA
B CMEXHBIX 00JIaCTAX, OBITh TOTOBBIM K JIEITEIIBHOCTH U MPO(EeCcCHOHATIBHOMY POCTY,
o0nagaTh CONMATBHONW W TPO(ECCHOHATHLHON MOOUIBLHOCTBIO, OBITH CIIOCOOHBIM
«K alanTally B U3MEHSIONIMXCS COLIMAIbHO-3KOHOMUYECKHUX yCIoBUAX» [1, ¢. 5].
YT0oOBI COOTBETCTBOBATH COBPEMEHHBIM TPEOOBAHUAM, CIIEHIUATUCTY HEOOXOIUMO
OpPUEHTHPOBATHCS B BO3pPACTAIOIIEM IMOTOKE MH(OpMAalMd Ha WHOCTPAHHOM S3BIKE,
CTPEMUTHCSI OOHOBJIATH M PACIIUPATH CBOU 3HAHUS U TBOPUECKH UX HCIIOJIb30BATh B
cBoel nmpodeccuoHalibHOM JesTeabHoCTH. [l0aToMy 0OyueHue crieuanbHOCTU Yepes
A3BIK SBJISIETCS BAKHBIM MOMEHTOM MPO(ECCHOHATBFHOM MOJTOTOBKU CHEIHATNCTA B
YCIIOBHSIX HEA3BIKOBOI'O BY3a.
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