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Abstract

Social media, as one of the challenges of the world, has become the best opportunity to
communicate and manage businesses. Its creation and rapid pace of development led to the need
to create numerous principles in the business field. The digital space of social media is advancing
every day. With the development and abundance of networks and the formation of new
professions. It also combines different fields. For instance: Neuroscience and Marketing, Soc.
Media marketing, through the complex connection of which companies are given the opportunity

for multi-directional development.

The purpose of this study is to determine the role of social Media marketing to the public and
companies to emphasize the need to implement neuromarketing. principles and methods of their
use. Also, you can find out, a part of the soc. Media, which has an impact of visual-verbal content

on humans behavior.
A two-level study was developed to investigate the mentioned issue:

At the first stage, during the customer survey, attention was focused on the importance of social
media in their lives. From the audience's point of view, what is the impact of digital media, how

active are they, does it affect their behavior and habits, emotions.

In the second stage, an illustrated kind of research was conducted, where users were given the
opportunity to make a simple decision and choose the photo they wanted. from which we proved

the necessity of proper visual-verbal content. Finally, the goal is fulfilled, once again the



importance of the need for the digital world, the need to use aids such as neuromarketing has

been reinforced. The advantage of correctly composed visual-verbal content was noted.

Keywords: neuromarketing, social media marketing, marketing, business

personification/identification, digital media, online space.



