
106 

 

resources management. Neuromanagement creates a working atmosphere where 

understanding, motivation and collaboration become the main drivers of the company's 

success, it allows employees to integrate quickly into the company, find balance and 

fulfillment at work, improve their ability to mobilize and motivate staff, use a coaching 

method to recruit staff and improve team performance.  
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THE ECONOMY OF IMPRESSIONS AS A NEW MODEL OF ECONOMIC 

DEVELOPMENT 

 

Impressions are one of the most important elements that the company offers to its 

client. In this regard, such a concept as “the economy of impressions” or “the economy 

of experience” has arisen in marketing. According to this concept, impressions are a 

completely new offer in the development of the economy, which comes to replace the 

product. Getting impressions is recognized as an additional source of value for the 
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consumer. Recently, this concept of the “impression economy” has been actively finding 

its place in various sectors of the economy and allows us to step forward in relation to the 

“seller – buyer” [1]. 

The purpose of our work is to determine what the "impression economy" is, why it 

has started to develop right now and whether it really shows itself so well. It can be 

assumed that it is the development of the latest technologies and the increasing pace of 

competition in the market that forces companies to look for more and more new ways to 

attract buyers. Also, an important role is played by improving the material well-being of 

a person, from which people want to fill their lives with impressions. 

Impression – the fourth-level economic offer, which was underestimated until 

recently. This is due to the fact that consumers attributed impressions to the third level – 

services. When a person buys a service, he buys actions that are performed for him, from 

which he does not get any moral pleasure. But when an impression is bought, a person 

pays for enjoying the process that will be remembered. 

The “Economy of impressions” already affects many sectors of the economy. Even 

companies of the agricultural and industrial economy are mastering the trade of 

impressions. Wine producers open their wineries and vineyards to tourists; fruit growing 

companies allow visitors to harvest themselves; the event industry produces programs 

where viewers become direct participants in what is happening; educational projects seek 

not only to transfer knowledge, but also to give the opportunity to use it in practice [2]. 

In practice, there are some features characteristic of the “impression economy” that 

distinguish it from conventional economic systems: an increase in the share of intangible 

consumption in the overall consumption structure, that is, a noticeable decrease in the 

level of consumption of things, access to cultural values; emphasis on affective-emotional 

components of consumption of goods and services, preferential market segmentation 

based on individuality each consumer [3]. 

This transition to an economy where impressions are the engine of the whole 

process is in many ways similar to the same changes that had their impact earlier, at the 

start of the development of the industrial economy, and after the service economy. This 

transition begins from the moment when the company tries to give an impression as a 

means of increasing sales on the offers that exist at the moment. Service providers, 

realizing the value that impressions provide to customers, deliberately hide their 

additional services in the positive impact of impressions on a person. 

Now we need to figure out whether this model, called the “impression economy”, 

is so good. Of course, as in any economic model, this one also has its drawbacks. The 

“impression economy” encourages consumers to increasingly consume, which, in fact, is 

an incentive for the entire economy, which tends to overproduction. But at the same time, 

it triggers negative processes that contribute to excessive consumption. For example, high 

exploitation of energy sources and natural resources necessary for the production of goods 

and services, increased negative impact on the environment, increasing environmental 

problems. These processes have not yet been overcome and have an impact on lowering 

people's lives. 
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Another problem is the formation of cultural, social and personal properties. In this 

direction, the influence of the “impression economy” has been poorly studied, which does 

not give any guarantees for a positive impact in society. 

Thus, the result of our work shows that “economy of impressions” has become the 

next step up the pyramid of human needs, which helps service providers better navigate 

what the buyer wants at the moment. But at the same time, "the economy of impressions 

triggers social division – some consumers are chasing impressions, and the second – still 

continue to just buy goods. But since there is no limit to perfection, in any case there is 

something to improve. And it is likely that in the near future new concepts will appear 

that will have an even more flexible approach to consumer preferences. 
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PERSONALIZATION IN MARKETING 

 

One of the widely used modern methods in marketing is personalization - a means 

of attracting customers, in which companies prepare individual offers, taking into account 

interests, habits and behavior of consumers. 

The main purpose of our research is to analyze the impact of personalization on 

consumer choice and define whether this marketing method is really promising. 

This method of attracting and retaining customers is used everywhere: in 

advertising on Instagram, on YouTube, on movie viewing services, etc. Marketing 

strategies are changing and adapting to consumers’ needs. 

There exists an algorithm of personalization: data collection followed by analysis 

and segmentation of the market in order to create individual offers. Cookies, or text files 

with information about users, their preferences and actions, are very helpful to marketers 

in this process, as they indicate what sites and products consumers are interested in.  
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