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Introduction

Research relevance: The relevance
of this research lies in the growing
significance of neuromarketing as a
strategic tool in understanding and
influencing fan behavior in the sports
industry. As sports organizations and
brands increasingly recognize the
emotional and psychological connection
fans have with their teams and events,
leveraging insights from neuromarketing
provides a powerful mechanism to
enhance fan engagement, loyalty, and
overall experience.

e Fan-Centric Approach: Sports
organizations are increasingly shifting
towards fan-centric marketing stra-
tegies. Neuromarketing, which combines
neuroscience and marketing, offers
unique insights into fan preferences,
emotional responses, and unconscious
decision-making processes.

e Competitive Advantage in a
Saturated Market:

techniques, such as biometric analysis,
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fMRI, and eye-tracking, enable sports
marketers to refine their strategies,
ensuring they can capture and retain fan
attention in an increasingly competitive
and saturated marketplace.

e Enhanced Fan Experience: The
fan experience is a critical driver of
revenue in the sports industry. Research
into neuromarketing offers an in-depth
understanding  of  what  triggers
emotional responses in fans - be it
through sensory marketing (sights,
sounds, and smells), the emotional
appeal of advertisements, or the design
of immersive experiences, such as
virtual reality. This research is pivotal
for improving stadium experiences,
tailoring digital content, and enhancing
overall fan satisfaction.

e Impact on Sports Sponsorship
and Brand

Neuromarketing helps to uncover the

Partnerships:

subconscious impact of sponsorships
and partnerships between brands and
sports organizations. By measuring fan
emotional engagement with sponsor-
related content, brands can better align

themselves with fan values and
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preferences, thereby maximizing their
marketing spend and strengthening
partnerships.

¢ Contributions to Sports Science
and Psychology: The research also
contributes to the broader fields of

psychology
neuroscience, offering valuable insights

sports and consumer
into how sporting experiences influence
fan psychology. This knowledge has
implications not only for marketing but
also for the well-being of fans and the
psychological impact of sports as
entertainment.

e Future of Sports Marketing: As
technology continues to evolve, the role
of neuromarketing in sports is expected
to grow. This research is timely and
relevant, as it helps sports marketers
adapt to new trends, such as immersive
technologies (VR, AR), real-time data
analytics, and personalized fan

experiences, which are reshaping the
sports landscape.

In the fast-paced world of sports,
where fan loyalty is a critical determinant
of financial and reputational success for
teams and organizations, understanding
the intricate psyche of the audience is
paramount. Neuromarketing, an inno-
vative interdisciplinary approach that
merges neuroscience and marketing,

provides a window into the subconscious
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behaviors and preferences of sports
enthusiasts. By leveraging advanced brain
science, sports marketers can design data-
driven strategies that not only resonate
deeply with their audience but also create
emotionally  compelling  connections,
fostering both engagement and long-term
loyalty.

Research aim and objectives:The
primary goal of this research is to explore
how neuromarketing can be used to better
understand and influence fan behavior in
the sports industry and by examining the
between

responses and fan interactions.

relationship neurological

The specific objectives of the research
are to:

1. To examine the role of emotional
engagement in sports marketing and
Investigate how emotional responses, such
as excitement, nostalgia, and joy, influence
fan behavior and engagement with sports
content.

2. To analyze the impact of neuro-
marketing tools on fan experience and
the

neuromarketing

assess effectiveness of various

techniques, such as
biometric analysis, eye tracking, EEG, and
fMRI, in understanding fan preferences
and emotional responses.

3. To

triggers for fan loyalty and investigate the

identify key psychological

psychological factors that drive fan loyalty,
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including emotional attachment to teams,
personal identity, and social connections
within fan communities.

4. To explore the impact of sensory
marketing on fan behavior and examine
the role of sensory elements (visuals,
sounds, scents) in enhancing fan
experiences and emotional engagement
with sports brands and events.

5. To evaluate the effectiveness of
(VR)
technologies in fan engagement and study

virtual reality and immersive
how VR, augmented reality (AR), and
other immersive technologies impact fan
interactions with sports content and
events.

6. To investigate the influence of
brand

partnerships on fan behavior and examine

sports  sponsorships  and
how fan reactions to sponsorships and

brand activations are influenced by
neuromarketing insights.
Research methods and orga-
nization:To achieve the objectives of this
research, a mixed-methods approach are
utilized, combining both qualitative and
This

approach allows for a comprehensive

quantitative research techniques.

understanding of how neuromarketing
techniques influence fan behavior in the
sports industry. By using a combination of
these research methods, the study aims to
provide a comprehensive understanding
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of how neuromarketing influences fan
behavior and how sports organizations can
apply these insights to improve fan
engagement and loyalty.

Research results and analysis:

The Science Behind Neuromarke-
ting

Neuromarketing uses cutting-edge
tools such as EEG (electroencephalo-
graphy), eye-tracking, and fMRI (functio-
nal magnetic resonance imaging) to study
how consumers react to various marketing
stimuli. These advanced tools enable
researchers to probe deeper into the
psychological and neurological responses
that

traditional methods often overlook. EEG

of fans, uncovering insights
captures electrical activity in the brain,
allowing marketers to identify moments of
heightened engagement or stress during
an event or advertisement. Eye-tracking
pinpoints exactly where a fan’s gaze is
directed, offering clues about visual ele-
ments that command attention or generate
Meanwhile, fMRI

changes in blood flow within the brain,

confusion. measures
providing a precise map of neural activity
associated with emotional reactions and
decision-making processes [2].

These sophisticated methods go far
beyond surface-level insights, enabling
identify
responses to advertisements, sponsorship

researchers to subconscious
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activations, and game-day experiences.
For example, neuromarketing can reveal
whether a particular sponsorship logo
elicits a positive emotional connection or if
the layout of a stadium advertisement
distracts from the main action on the field.
By capturing minute details such as brain
activity patterns, visual attention, and
emotional reactions, neuromarketing
provides a granular understanding of how
marketing efforts influence fans on a
subconscious level. Unlike traditional
surveys or focus groups, which rely on
self-reported data that may be influenced
by biases or incomplete recollections,
neuromarketing delves into the non-
verbalized and often instinctive emotions
and preferences of fans. This approach
offers sports marketers a more precise
and actionable understanding of their
audience, empowering them to design
strategies that resonate authentically and
foster deeper connections.

Enhancing Fan Experience

One of the primary applications of
neuromarketing in sports is enhancing the
fan experience by providing tailored and
immersive interactions. For instance,
analyzing eye-tracking data during a live
broadcast can reveal which elements of
the game, such as specific player
movements, scoreboard details, or crowd

reactions, capture the most attention.
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Teams and broadcasters can use this
information to optimize camera angles,
refine on-screen graphics, and enhance
replay sequences to maintain fan
engagement at every moment.

Beyond broadcasts, neuromarketing
can significantly influence the design and
layout of stadiums. By studying sensory
preferences—such as lighting, acoustics,
and even the scent of the venue—
marketers and designers can create
environments that evoke strong emotional
responses. For example, strategically
placed visuals, such as team logos or
dynamic displays, can amplify excitement,
while  carefully  designed  seating
arrangements and social spaces can foster
a sense of community. These insights help
develop stadiums that not only provide
comfort but also create a memorable and
engaging atmosphere that motivates fans
to attend games in person, even in an era
dominated by the convenience of digital
streaming.

Furthermore, neuromarketing can be
applied to enhance fan interactions with
digital platforms during games. Features
like augmented reality overlays, live polls,
or personalized content delivered through
mobile applications can be tailored based
on real-time feedback derived from
neuromarketing

insights, ensuring a
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deeper and more rewarding fan expe-
rience [1].

Optimizing Sponsorship and Ad-
vertising

Sponsorship deals are a cornerstone
of sports marketing, and neuromarketing
offers a revolutionary way to optimize their
effectiveness. By utilizing tools such as
EEG to measure neural responses, eye-
tracking to assess visual engagement, and
MRI
marketers can determine how sponsor

to evaluate emotional reactions,
logos, slogans, and commercials resonate
on a subconscious level. These insights
can reveal not only which elements evoke
positive emotions but also how well they
enhance brand recall and association.

For instance, neuromarketing can
identify whether fans feel an emotional
connection to a sponsor through the
placement of logos on players’ jerseys,
stadium advertisements, or digital content.
Marketers can then refine the design,
color, or positioning of these elements to
Additionally,
emotionally

maximize  engagement.

understanding how fans
connect with a particular athlete can guide
the creation of campaigns that feature
them prominently in relatable scenarios.
By tapping into these emotional bonds,
brands can amplify their appeal and
authenticity,

ensuring a  mutually
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beneficial outcome for both the sponsor
and the sports organization [6].
Building Emotional Connections
Emotion drives fan loyalty. Neuro-
identify the specific
psychological and emotional triggers that

marketing helps

strengthen fans' connection to their teams.
These triggers can range from the
nostalgia evoked by historic victories or
iconic moments to the pride fans feel in
their community’s representation through
their favorite team. By decoding these
emotional anchors, marketers can design
that

messaging, instead fostering a sense of

campaigns go beyond generic
identity and belonging that resonates
deeply with fans.

Moreover, personalized  content
powered by neuromarketing insights can
significantly elevate engagement levels.
Advanced data analytics and neuro-
feedback can help platforms deliver
hyper-tailored content such as curated
game highlights, emotionally charged
player interviews, or exclusive behind-the-
scenes footage. This content can be
optimized in real-time for maximum
emotional impact, ensuring that each
interaction feels personal and meaningful.
By tapping
connections, sports organizations can not

into these deep-seated

only boost immediate fan engagement but
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also build lasting loyalty that transcends

seasons [9].
Challenges

derations

and Ethical Consi-

Despite its potential neuromarketing
in sports raises significant ethical ques-
tions that must be addressed carefully.
that  tapping
subconscious behaviors may lead to

Critics  argue into

manipulative  practices, influencing
consumers to make decisions they might
not consciously choose. This concern is
especially pronounced in the context of
vulnerable audiences, such as younger
fans or those with limited understanding
of the underlying marketing techniques.
To mitigate these risks, sports marketers
must adhere to ethical guidelines that
and

prioritize transparency, consent,

respect for fan autonomy. Clearly
communicating how data is collected and
used, as well as allowing fans the option to
opt out, is crucial in maintaining trust and
integrity [12].

Another challenge lies in the cost and
accessibility of neuromarketing techno-
logies. Advanced tools such as EEG and
fMRI require significant financial invest-
ment and technical expertise, making
them out of reach for smaller sports
organizations and grassroots initiatives.
This disparity raises concerns about an

uneven playing field where only larger
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entities can afford to leverage these
insights. As the field progresses, efforts to
democratize access to neuromarketing
tools—through technological innovation,
cost reductions, or open-source
platforms—will be critical. Encouraging
partnerships between academia and
smaller organizations could also help
bridge this gap, ensuring that the benefits
of neuromarketing are shared equitably
across the industry.

The Future of Neuromarketing in
Sports

As technology advances, the role of
neuromarketing in sports will only expand,
offering new and innovative ways to
understand and enhance fan interactions.
Virtual reality (VR) and augmented reality
(AR)

neuromarketing insights, could redefine

experiences, when paired with
how fans engage with their favorite teams
and players. For example, VR could
immerse fans in simulated locker-room
experiences or live-action replays from the
perspective of their favorite athlete,
providing unparalleled emotional and
sensory engagement. AR, on the other
hand,

overlaying

could enhance live games by

real-time statistics, player
profiles, or interactive sponsor messages
onto fans' view of the field, creating a

multi-dimensional viewing experience.
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Furthermore, predictive analytics
powered by artificial intelligence (Al) may
transform the way sports marketers craft
their strategies. By analyzing neuro-
marketing data, Al can predict fan be-
haviors and preferences with remarkable
accuracy, enabling marketers to tailor
content and offers in real time. For
instance, during a live match, Al could
identify moments of peak excitement and
prompt personalized messages or
promotions that align with fans’ emotional
states, fostering deeper connections and
driving immediate actions [10].

In conclusion, neuromarketing offers
an unprecedented opportunity to decode
and cater to the multifaceted emotions of
sports fans. By blending rigorous scientific
methods  with  creative =~ marketing
strategies, sports organizations can craft
experiences that captivate audiences,
enhance loyalty, and drive sustained
engagement. As the industry increasingly
adopts these insights, the bond between
fans and their cherished sports will only
grow stronger, solidifying neuromarketing
as an essential tool in the modern sports
marketer’s arsenal.

Neuromarketing in sports leverages
neuroscience to understand fan behavior,
enabling organizations to tailor expe-

riences and products effectively. Here are
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some key statistics highlighting the impact
of neuromarketing on fan behavior:

Fan Engagement and Spending: A
Talker
revealed that American

survey by Research  for
SquadLocker
sports fans watch an average of 120 games
per year and are heavily invested both
emotionally and financially. Raging fans
spend an average of $879.40 annually on
sports-related expenses, while big and
moderate fans spend $593.80
$376.10, respectively.

Social Media Usage: A Deloitte survey
found that 58% of sports fans attending

live professional events desire access to

and

the same statistics, analysis, and replays
available when watching at home. This
desire is particularly strong among Gen Z
and Millennials.

Environmental Concerns: Analytics 1Q
reports that golf fans are 36% more likely
to purchase green or energy-efficient
products for their homes, and both golf
and basketball fans are 36% more likely to
drive a purely electric car.

Technology Adoption: The same
report indicates that soccer fans are 51%
more likely to be early adopters of
technology advances, and basketball fans
are 44% more likely to use AirBnB.

Fan Behavior in Online Communities:
Research on NBA fan communities shows
that team

strong performance s
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associated with fans of low loyalty, likely
due to "bandwagon fans." Fans of the
bottom teams tend to discuss their team's
future, such as young talents in the roster,
which may help them stay optimistic
during adversity.

In practice, there are some good
examples and cases, that reflect the use of
neuromarketing in sport [4].

1. NFL and Emotional Branding with
Super Bowl Commercials

Case Overview: During the Super
Bowl, brands recognize the emotional
investment fans have in the event. The NFL
uses neuromarketing strategies to help
advertisers create emotional connections
with through
commercials that tap into the cultural and

viewers impactful
emotional significance of the game.
Neuromarketing Techniques:

» Biometric Sensors: Used to track
physiological responses (e.g., heart rate
and skin conductance) during commer-
cials to assess emotional arousal.

Coding:
expressions of happiness, surprise, and

« Facial Analyzes
even sadness to understand how a
commercial impacts viewers emotionally.

e EEG Brainwave Analysis: Mea-
sures the brain’s response to different
stimuli, such as excitement or nostalgia,
to optimize the emotional appeal of ads.
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Example: The “Like a Girl”
campaign by Always was run during the
Super Bowl, which focused on

empowering women and challenging
stereotypes. Neuromarketing tools helped
understand how the ad evoked emotions
tied to empowerment, with a significant
impact on brand loyalty, particularly
among younger audiences.

Outcome: Advertisers tailored their
messaging to evoke a strong emotional
that

resulting in a memorable ad campaign that

response resonated with fans,
had a lasting impact on viewers. Adver-
tisers saw higher levels of engagement and
increased consumer loyalty.

2. Real Madrid
Content Engagement

and Emotional

Case Overview: Real Madrid, one
of the world's most successful and beloved
football clubs, tapped into neuromar-
keting by analyzing how fans emotionally
react to different types of content. The
club used biometric tools to assess fan
reactions to different forms of media, such
as highlights, player interviews, and
historic match recaps.

Neuromarketing Techniques:

e Eye Tracking: Monitors where
fans focus their attention during videos,
such as key moments in a goal-scoring

sequence or fan celebrations.

www.sportedu.am
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e Facial Expression Analysis:
Helps measure the emotional intensity of
fans' reactions to different team mo-
ments, such as victories or emotional
losses.

¢ Neuro-imagery: Used to under-
stand which elements of a video evoke
the strongest emotional responses (e.g.,
scenes of past victories, team traditions).

Outcome: Real Madrid discovered
that fans responded most positively to
content featuring emotional moments,
such as major Vvictories and fan
celebrations. As a result, the club tailored
its marketing strategy by creating more of
this emotional, fan-driven content across
social media channels, which helped to
deepen fan loyalty and increase online
engagement.

Outcome: Real Madrid experienced
increased social media interactions and a
stronger emotional connection between
the team and its global fan base.

3. NBA
Experiences

Case Overview: The NBA has

leveraged neuromarketing to create highly

and Personalized Fan

personalized fan experiences that enhance
engagement. By combining data analytics
and neuromarketing insights, the NBA has
been able to create personalized content
and experiences that resonate with fans'

www.sportedu.am

thus
stronger connections with their audiences.

psychological triggers, building
Neuromarketing Techniques:

« fMRI Scanning: Used to measure
brain activity when fans are exposed to
different aspects of the game (e.g.,
action team rivalries, fan

identify

shots,
interactions) to emotional
triggers.

e Biometric Feedback: Monitors
physiological signals like heart rate and
skin conductance while fans watch
games to determine their emotional
response to key moments (e.g., buzzer-
beater shots, dramatic rivalries).

e Eye-Tracking: Used to analyze
where fans focus their attention during a
game (e.g., star players, the ball in key
moments) to understand their emotional
connection to these moments.

Example: Through these tools, the
NBA found that fans had a stronger
emotional when

reaction watching

personalized content, such as video
highlights featuring their favorite players
or teams. By using fan data to tailor
content recommendations (e.g., exclusive
behind-the-scenes footage, personalized
highlight reels), the NBA significantly
boosted fan engagement, particularly on
its streaming platform.

Outcome: Personalized experiences
led to higher

increased fan loyalty,
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engagement on digital platforms, and
greater satisfaction with NBA streaming
services [5].

4. Adidas' Sensory Marketing in
Formula 1

Case Overview: Adidas collaborated
with Formula 1 in an innovative marketing
campaign for their new line of sports
shoes. The campaign aimed to evoke
excitement, speed, and adrenaline—
emotions closely tied to the fast-paced
world of Formula 1 racing.

Neuromarketing Techniques:

e Sensory Triggers: Adidas used
sound and visuals to capture the essence
of speed. The sound of a revving F1 car
engine and the quick flash of a car
speeding by were key sensory triggers.

e Biometric Response: The brand
used biometric sensors to understand
the emotional responses of fans when
exposed to the sensory elements in
advertisements. Heart rate and galvanic
skin response were analyzed to gauge
emotional intensity.

 EEG Analysis: To determine which
visuals had the greatest impact on
viewers, EEG was used to measure how
the brain responded to high-speed
visuals and intense sounds.

Outcome: The combination of high-
intensity visuals and sound created a

strong emotional connection with the
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audience. The targeted sensory expe-
rience increased fan engagement, leading
to a spike in product sales during the
campaign period.

Outcome: Adidas saw an increase in
sales of their new line, and their
partnership with Formula 1 was viewed as
a success in tapping into the emotional
core of the sport’s fanbase.

5. Tennis Australia and Virtual Reality
(VR) Fan Engagement

Case Overview: Tennis Australia
sought to enhance fan experiences at the
Australian Open using virtual reality
(VR). With the help of neuromarketing
insights, they created immersive VR
experiences that allowed fans to feel like
they were part of the action, whether they
were watching from home or inside the
stadium.

Neuromarketing Techniques:

(VR): The
Australian Open used VR to immerse

e Virtual Reality

fans in a player’s perspective during key

of matches. Fans could

LR |

sit

moments
virtually in the stands or walk
around the court as if they were actually
there.

Feedback: The

responses of VR users were monitored

« Biometric

through biometric sensors to understand
emotional engagement during virtual
experiences.

www.sportedu.am
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e Neuro-imagery: Analyzed how
brain activity shifted as they
experienced the matches in a virtual

fans’

format, helping refine future VR
experiences for maximum engagement.
The

experience drew more fans into the event,

Outcome: immersive VR

even remotely, and increased digital
engagement during the tournament. Fans
felt more connected to the action, and the
event saw higher engagement rates, par-
ticularly among younger audiences who
were more likely to embrace VR
technology.

Outcome: Tennis Australia success-
fully expanded its reach by offering a
cutting-edge fan experience that combined
neuromarketing with  innovative VR
technology.

6. Chicago Cubs and Sensory Sta-
dium Experience

Case Overview: The Chicago Cubs
used neuromarketing strategies to en-
hance the sensory experience within
Wrigley Field, their historic stadium.
Through the use of lighting, sound, and
even scent, they aimed to create an
atmosphere that would elicit strong
emotional reactions from fans.

Neuromarketing Techniques:

e Environmental Sensory Marke-
ting: Wrigley Field was outfitted with

scents, sounds, and lighting that evoked

www.sportedu.am

nostalgia for long-time Cubs fans. This
light
effects, and scents like freshly cut grass

included using crowd sounds,

to trigger positive memories.

e Biometric Sensors: Fans wore
that
measure emotional responses to the

biometric sensors helped to
sensory changes within the stadium. This
data was analyzed to determine how
different environmental factors influen-
ced fan enjoyment.

« Facial Recognition: Used to mea-
sure facial expressions to understand
how fans reacted to different in-stadium
experiences, such as a victory or key
moments in the game.
The

environment led to higher fan satisfaction

Outcome: sensory-driven

and increased in-stadium merchandise
sales. The Cubs were able to create an
unforgettable atmosphere, strengthening
fan loyalty and engagement.

These cases showcase how sports
organizations and brands use
neuromarketing techniques to tap into the
emotions and behaviors of fans. Whether
through personalized content, emotional
branding, sensory experiences, or immer-
sive technologies like VR, neuromarketing
is helping shape more connected and
engaged fan bases, ultimately leading to
loyalty,

increased enhanced fan
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experiences, and higher revenue streams
[2].

The following graphs illustrate key
the
neuromarketing tools and strategies in

insights derived from use of
understanding fan behavior in sports.
These visual representations highlight the
relationship between various marketing
techniques and their impact on fan
engagement, emotional responses, loyalty,
and overall marketing effectiveness.

1. Fan Engagement by Neuro-
marketing Tools: This graph shows how
different neuromarketing tools, such as
fMRI and biometric data, influence fan
engagement levels, shedding light on the
effectiveness of advanced technologies in
sports marketing.

2. Emotional Responses to Sports
Ads: By
reactions to sports advertisements, this

analyzing fans' emotional

graph identifies which emotions are most
commonly evoked, helping marketers
design more compelling campaigns.

3. Fan Loyalty by Age Group: This
graph explores the variation in fan loyalty
different

providing insights into targeting and

across age demographics,
retaining various audience segments.
Marketing

Strategies: A comparative analysis of

4. Effectiveness of

traditional and modern  marketing
strategies highlights the superiority of
personalized and immersive approaches in
driving engagement and fan loyalty.

These graphs collectively offer a
the

neuromarketing plays in enhancing the

comprehensive  view  of role
connection between sports organizations
and their fans, providing actionable

insights for strategic decision-making.

Fan Engagement by Neuromarketing Tools

801

701

601

501

401

301

Engagement Level (%)

201

10}

Biometric DataEye Tracking

fMRI EEG

Surveys

Neuromarketing Tools

Graph 1. Fan Engagement by Neuromarketing Tools

192

www.sportedu.am



QhSNhE3NALL UNNCSNRU. UM Hh <PULURUL P PLEN

2025 N1 (14)

Observation: The engagement levels
are highest for fMRI (85%), followed by
Biometric Data (75%) and EEG (70%).
Eye Tracking (60%) and Surveys (55%)
have comparatively lower engagement
levels.

Implication: Tools like fMRI, which

provide in-depth insights into neurological
activity, are more effective at under-
standing and influencing fan behavior.
Traditional tools like surveys lag due to
their reliance on subjective responses,
underscoring the need for more precise,
neuroscience-based methodologies [3].

Emotional Responses to Sports Ads

60

50r

401

30r

201

Response Percentage (%)

10+

Excitement Nostalgia

Joy Fear

Anger

Effectiveness of Marketing Strategies

Graph 2. Emotional Responses to Sports Ads

Observation: Emotions like Joy
(60%) and Excitement (50%) dominate
fan responses to sports ads, while negative
emotions like Fear (10%) and Anger (5%)
are minimal. Nostalgia (30%) also plays a

significant role.

www.sportedu.am

Implication: Positive emotions, par-
ticularly joy and excitement, are key
drivers of fan engagement. Ads that evoke
these emotions are likely to be more
impactful. Nostalgia also stands out as an
effective tool for connecting with fans on a
deeper emotional level [7].
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Fan Loyalty by Age Group

Loyalty Score (%)
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Graph 3. Fan Loyalty by Age Group

Observation: Loyalty scores are emotionally invested and loyal, likely due
highest among younger fans, particularly to their higher levels of engagement with
in the 18-24 age group (85%), and digital and social media content. This
decline steadily with age, dropping to 45%  highlights the importance of targeting
in the 55+ age group. younger demographics with innovative

Implication: Younger fans are more  and interactive marketing strategies [11].

100 Effectiveness of Marketing Strategies

Effectiveness (%)

Traditional Ads ~ Sensory Marketing Personalized Ads Immersive Tech
Marketing Strategies

Graph 4. Effectiveness of Marketing Strategies
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Observation: Personalized Ads
(90%) and Sensory Marketing (80%)
show the highest effectiveness, followed by
Immersive Technologies (75%). Tra-
ditional Ads (60%) are the least effective.

Implication: The data emphasizes the
superiority of personalized and immersive
marketing strategies in capturing fan
attention and  fostering  emotional
connections. Traditional methods, while
still relevant, require integration with
modern, neuromarketing-driven appro-
aches to maximize their impact [8].

Conclusion: Neuromarketing rep-
resents a transformative approach in the
sports industry, offering profound insights
into fan behaviors and preferences by
tapping into the subconscious mind. By
leveraging cutting-edge technologies like
EEG, fMRI,

marketers can design strategies that evoke

and eye-tracking, sports
strong emotional responses, enhance fan
experiences, and optimize sponsorship
and advertising efforts. This fusion of
neuroscience and marketing enables a
deeper connection between fans and the
sports they love, fostering loyalty and en-
gagement that extends beyond traditional
methods.

However, the potential of neuro-
marketing must be balanced with ethical
considerations, ensuring transparency,
respect for consumer autonomy, and

www.sportedu.am

equitable access to these tools across or-
ganizations of varying sizes. As technology
continues to  advance, integrating
innovations such as VR, AR, and Al will
further revolutionize the way fans interact
with sports, making experiences more
personalized and immersive.

Ultimately, neuromarketing in sports
is more than a marketing tool; it is a bridge
to understanding the emotional and
psychological connections that define fan
loyalty. By responsibly embracing its
potential, the sports industry can create
memorable and meaningful interactions
that strengthen its bond with audiences,
ensuring sustained growth and fan
satisfaction.

Neuromarketing has emerged as a
transformative  approach in  sports
marketing, enabling organizations to delve
the

emotional aspects of fan behavior. By

deeper into psychological and
leveraging advanced tools such as fMRI,
EEG, biometric data, and eye-tracking,
marketers can gather invaluable insights
into how fans perceive, engage with, and
react to sports events and marketing
campaigns.

The findings indicate that:

« Emotional resonance is critical:
Positive emotions like joy and excitement
play a significant role in shaping fan loyalty

and engagement. Strategies that evoke
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these emotions, along with nostalgia, are
particularly effective.

eYoung fans are more loyal:
Younger demographics exhibit higher
levels of loyalty, emphasizing the need for
innovative, tech-savvy approaches to
capture their attention and maintain their
allegiance.

¢ Personalized and immersive mar-
keting dominates: Modern techniques,
including personalized ads and immersive
traditional

technologies,  outperform

methods by creating tailored, engaging
experiences for fans.

Overall, neuromarketing provides a
data-driven pathway to enhance fan expe-
riences, improve marketing efficiency, and
foster deeper emotional connections
between fans and sports organizations. As
technology continues to advance, the
integration of neuromarketing into sports
will likely expand, offering even more
precise and impactful ways to understand

and influence fan behavior.
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LhEnwgnuinipjwt tywwwlu £ nwunduwuppb), pE huswbu Yupbih § ubpn-
dwplybuinhuqt oguwgnpdtip uwynpuwht wpryniuwpbipnyjwu dbo Gpypwwgniutiph
Jwppwaghdéu wybh (wy hwulwuwnt b wgnbiint hwdwn, huswybtiu bwb nuntduwuhpbi
Ujwpnwpwuwlywu wpdwqwuputiph b Gpypwwagniubiph ubipgpwyywonyejwu dhou
Yuiwp:

Chnwgnunnipyjwu  dpnnutp b uqiwybpynud:  <Gnwgnunniyejwt
pupwgpnud Yhpwnyb| tu pwuwlwywu b npwlwywu ybpinwdnyjwu dbpnnubp,
npnup  huwpwynpniejntu Gu - gt hwjwpwagpbnt  Gpypwywagniubiph  Gupw-
ghunwlygwywu wpdwqwupubipp nmwppbp dwpybunhugqwiht wgnwyubph hwunbiv:

Lhnwqnunipjutu  wpnyniupubph  JGppndneyniup  gnyg £ wwhu, np
ubjpndwpytinpugh  gnpdhputipp  Ywpnn Gu  pwgwhwjnb]  Gpypwwaniubpp
hniquywu b hngbipwuwlwu wpdwqwupubpp' pwpadpwgubing hnquuwynpsnipjwu
L gnjwagnh wpryniuwybwnnyeniup: Uwutwynpwwbiu, nwnwduwuhpnyeniuttpp
thwuwnnuwd Gu, np 6hoin punpdwd gnibwihu  (nwdnwdubipp, |ngnubiph nhppp U
hwnnpnwgpniypjwt  pnjwunwynyeniup  Ywpnn  Gu qquihnpbu  nidbinugub)
tipypwwaniutiph qqujwlywu Yuwp:

Lbjpndwpybunhugh nwunwduwuhpniginiuutipp uynpunh ninpuinud pugwhwjinnid
Gu Gpypwwagnubph Juppwagsdh hhduwlwu gnpdnuubpp' oguwgnpdtiing unpw-
pwpwlwu gnpdhpubip U dbennubn: <hduwlywu Ggpulwgnieiniuutpp htnlywiu tu.

1. Ednghnuw] Yuwwh Yuwpbnpnyeyniup. Gpypwwgniubpt wnwyb)p  pwwn
wpdwgwupnwd Gu npwlwu hnygbiphu, huswyhupp BU* nipuifunyeyniup U hniqdniupp:

2. L pniwpYybinpuquiht  gnpéhpubph  wpnniuwybwnnip)niup.  wnwyb
wpryniuwybn U dwuwsynwd dwdwuwlwlhg gnpdhpubipp, huswhupp' Gu fMRI,
phndGwnpphYy wnydjywjubpp, U EEG:

3. bpypwywgniutiph  hwjwwwpdnieyniup®  pun  wwphpwiht  fudpbiph.
Gphwnwuwpn Gpypwwagniubpp (18-24 nwpbwu) gnigwpbpnd Gu wnwyb] pwpénp
hwjwwwpdnyeiniu, npp tnwphphu gniqwhbin ujugnud ' pungdbing Gpphunwuwpn
ubipniunubiph hwdwp unpwpwpwywu nwqiwywpnyeiniuutph wuhpwdbownnyeniup:

4. Uwpybwnphuquiht nwqiwyjwpnipynivubph wpyniuwybnnipyniup. wo-
hwunwlwuwgywd b ublunpwihu dwpytimhugh nwqiwywnpnyeniuubpp gbpw-
quugnu U wywunwwu dnnbgnuiubpht: Lnpwpwpwlwu nbuuninghwubiph
Yhpwnnuip, opptuwy’ yhpwniwy hpwlwunygniup, tywuwnnd b Gpypuywagniubph
utipgpwyywonipjwu pwpdpwgdwup:
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Cwdwnnun Eqpulwgnip)niu: LEpndwpytinhugp nwnab| £ Yuplnp gnpdhp
uwynpuwjhu dwpybwnpugnut' huwpwynpnypjniu nwny hwulwuwnt
Gpypwwgnwutiph Gupwghnwygwlwu Juwppwaghdp b unbindtiint wybih fjunpwgywsd
nt wuhwwnwlwuwgywsd tpypwyuwagniwlwu thnpdwnniejniutbp: Uwwagquwind wyu
dbpnnutph wpnitwywlwu qupgqwugndu nt Yhpwnnwp Yoqubu uwnpuwihu
Ywqiwybpwnieyniuubppht - wnwyt;  wpryniwwybn Yww  hwuwnwnb]  hpbug
Epypwwagniubiph htin' wwywhnybingd wbwlwu ubpgpwyywsdniginiu W injwinieniu:

HEPOMAPKETUHT B CMOPTE: MOHUMAHUE NOBEOEHNA BONEJNIbLWNKOB
O.P. Epuysax
[ocypapCTBeHHbI MHCTUTYT (PU3NYECKON KynbTypbl

n cnopta ApmeHuun, EpesaH, ApmeHns
AHHOTALMUA

KnioueBble cnoBa: HelipoMapKeTuHr, nosefeHve OONenbLUMKOB, CMOPTUBHbIN
MapKeTuHr, 23 B cnopTe, NCUXONOrUA CMOPTUBHbIX HONENbLLMKOB.

AKTyanbHOCTb uccnepoBaHuA: HeiipomapkeTWHr B HacToAllee Bpema cTan
WHHOBALMOHHbIM CNocoboM MNoHMMaHuA OGOoNenbLLMKOB B CMOPTUBHOW MHAYCTPUM U
YCT@HOBNEHUA CBA3W C HUMU. BbICTpoe pa3BUTME COBPEMEHHbIX TEXHONOIWiA, a Takke
notpebHocTb B bonee 4eTkux cTparternax B obnactu cnopra BawHbl AAA MOHUMaHWUA
MOLCO3HATENbHbIX peakuunii noTpebuteneit. TM MeTofbl He TONbKO [AlOT pe3ynbTatbl,
OCHOBaHHbI€ Ha JlaHHbIX, HO U CNOCOOCTBYIOT MOBbILLEHWIO NTOANBHOCTU (aHaToB.

Llenbto uccnepoBaHus ABNAETCA M3y4YeHME TOrO, Kak MOMHO WCMONb3oBaTb
HelipoMapKeTWHr, 4TobObl Nyylle MOHATb WM MOBAMATL Ha MoBefeHue 6oNnenbLMKOB B
CMOPTUBHOW MHAYCTPUM, @ TakKe W3y4YuTb B3aWMOCBA3b MEKAY HEBPONOrMYECKUMU
peakuMAMU 1 BOBNEYEHHOCTbIO 6ONENbLLMKOB.

MeToabl n opraHu3auus uccnegosaHua: B xope nccnegosanmna 6binm ncnonb-
30BaHbl MeTOfbl KONMYECTBEHHOIO W Ka4yeCTBEHHOro aHanusa, KOTopble MO3BOAWIM
cobpaTb MNoAco3HaTeNbHble peakuun OONenblLUMKOB Ha pasfinyHble MapKEeTUHroBble
CTUMYNbI.

AHanus pe3ynbTaToB UCCNefoOBaHUA MOKa3biBAET, YTO WHCTPYMEHTbI
HelipomMapKeTMHra Nno3BoNAIOT BbIABAATL SMOLMOHANbHbIE U NCUXONOrNYeCKne peakLum
6onenbLmnKos, nosbiwaa 3EKTUBHOCTL CMOHCOPCTBA U peknambl. B wacTHoOCTM,
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nccnefoBaHMWA MOKasbiBalT, YTO NPaBWbHO BblOpaHHble LBETOBblE peELLEHUS,
MONOMEHNE NOrOTUNOB W COAEpMaHne COOOLLEHWA MOryT CYLLECTBEHHO YCUIUTb
3MOLMOHANbHYHO CBA3b MOKNOHHWUKOB.

HelipomapkeTnHroBble nccnegoBaHma B 0b6nactu crnopta BbIABAAIOT KNKOYEBbIE
cpakTopbl noBefeHUA 60ONENBLUMKOB C MOMOLLbIO WHHOBALMOHHbBIX WHCTPYMEHTOB U
meTopoB. OCHOBHbIE BbIBOAbl 3aKNHOHAIOTCA B CNEAYHOLLLEM:

1. BaxHOCTb 3moumoHanbHoOW cBA3M. baHaTbl Gonblue pearupyroT Ha MONOMMW-
TeNbHble 3MOLMMN, TakNe Kak pafoCcTb U BOJTHEHME.

2. 2O(PeKTUBHOCTb WMHCTPYMEHTOB HelipOMapKETUHra: COBPEMEHHbIE WHCTPY-
MeHTbl, Takue kak (PMPT, 6uomerpuyeckue paHHble n D3I, npusHaHbl Haubonee
acppekTUBHBIMK.

3. JloanbHOCTb 60NENbLUMKOB MO BO3PACTHbIM rpynnam: HaubonbLUyto NOANBHOCTb
npoasnatoT monogble bonenblumkmn (18-24 ropa). JloAnbHOCTb CHUMAETCA C BO3PACTOM,
4TO nopyepKuBaeT Heob6XOAMMOCTb WHHOBALMOHHbLIX CTpaTernii  gaa  MONOAOro
NOKONEHUA.

4. pheKTUBHOCTb MapKETUHIOBbIX CTpaTeruii: [epcoHansnpoBaHHble U ceHcop-
Hble MapKEeTUHroBble cTpaTerMm MNpPeBOCXOAAT TPaAuLMOHHblE noaxoapl. Mcnonb-
30BaHMe MHHOBALIMOHHbIX TEXHONOIMNIA, TaKUX Kak BUPTyanbHaA peanbHOCTb, MOMOraert
NOBbICUTb BOBNIEYEHHOCTb OONENbLLNKOB.

KpaTtkue BbiBoAbI: HelipomapKeTUHr CTan BaMHbIM MHCTPYMEHTOM CMOPTUBHOIO
MapKeTWHra, No3BONAIOLLUM HaM NMOHATb MO CO3HaTeNbHOE NoBefeHVEe 6ONENbLLNKOB 1
co3paeaTtb bonee 3axBaTbIBalOLLMIA U NEPCOHANU3UPOBaHHbI ONbIT AnA OONENbLLMKOB.
B 6yaywiem panbHeiilee pa3sutie u NnpuUMeHeHWe 3TUX METOA0B NMOMOMKET CMOPTUBHBLIM
opraHusauuam 6onee 3hdeKTMBHO B3aMMOLEeiCTBOBaTb CO CBOMMM bonenbLymkamu,

obecneynBasn npo4yHoe B3aI/IMO,D,eV1CTBI/1€ N NOANbHOCTb.

Stnbynysyniitiip hinptiyh dwuhpts

<ndhwutbu Mnipbup Gphgut' w.g.pe, nngbun, Uwnpup junwdwpdwu W
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