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variations: A new marker of emotional arousal. PLoS ONE, 12(9), e0183592-e0183592.
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Ohira, H., & Hirao, N. (2015). Analysis of skin conductance response during evaluation of preferences for cosmetic products. Frontiers in psychology, 6, 103.
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Eweé pa3 npo 6a30Bble IMOLMOHA/IbHbIE BblparKeHUA
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Ewé pa3 npo 6a30Bble IMOLMOHANbHbIE BblPaXKEHMUS

N306paxeHnuns B3aTbl U3 Lundqvist, Flykt, & Ohman, (1998). The Karolinska Directed Emotional Faces



(1) temporalis, (2) frontalis, (3) corrugator supercilii, (4) orbicularis oculi, (5) procerus, (6) nasalis,
(7) levator labii superioris aleque nasi, (8) levator labii superioris, (9) zygomaticus minor

(10) zygomaticus major, (11) orbicularis oris, (12) masseter, (13) buccinator, (14) risorius

(15) modiolus, (16) depressor anguli oris, (17) depressor labii inferioris, (18) mentalis, (19) platysma,
(20) sternocleidomastoid, (21) occipitalis.

Marur, T., Tuna, Y., & Demirci, S. (2014). Facial anatomy. Clinics in dermatology, 32(1), 14-23.
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ABTOMaTU4YeCKoe pacno3HaBaHMe SMOLUIN Ha nLax
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Panavou, F. R. (2021). How Neuromarketing, Artificial Intelligence and Machine Learning can improve Technology Companies and their Marketing Strategy. A food
market research case using implicit and explicit techniques.
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Chavaglia Neto, J., & Filipe, J. A. (2015). Consumers economic behavior and emotions: the case of iphone 6 in neuromarketing. International Journal of Latest Trends
in Finance & Economic Sciences



Llenb Hawmx nccnenoBaHmMi

[TONCK AONONHUTENbHbIX BEreTaTUBHbIX MPU3HAKOB
3MOLIMOHANBbHbIX COCTOAHUN



3a/a4v HaWMX nccaesoBaHnI

1. lNonck B nntepaTtype AONO/THUTENbHbIX
OLWYLWEeHUN/COCTOAHUN U APYTUX AaHHbIX
CaMoOTYeTa.
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[MpoBeaeHne NCUXONOTMYECKOro nccaegoBaHua ana
cObop BO3MOXKHbIX MapKepoB



3a/a4v HaWMX nccaesoBaHnI

1. lNonck B nntepaTtype AONO/THUTENbHbIX
OLWYLWEeHUN/COCTOAHUN U APYTUX AaHHbIX
CaMoOTYeTa.

[MpoBeaeHne NCUXONOTMYECKOro nccaegoBaHua ana
cObop BO3MOXKHbIX NPM3HAKOB

[poBeaeHne NMHIBUCTUYECKOrO NCCNea0oBaHmA ANA
cObop BO3MOKHbIX MPU3HAKOB



3340341 HALLIWX MccaeaoBaHUI

2. O630p PU3MONOrMYecKom nuTepaTypbl Ha NpeameT
AONONHUTENbHbIX MPUN3HAKOB (temnepatypa ko,
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3340341 HALLIWX MccaeaoBaHUI

2. 0630p PM3MONOrNYECKOMN INTEPATYPDLI HA NPeaMeET

AONO/THUTENNbHbLIX MPU3HAKOB (temnepatypa Koxy,
anekTporactporpadus, dotonnetmamorpadua, CneKTPOCKONUA)

IKCNEPUMEHT C MOUCKOM NMPU3HAKOB 6a30BbIX IMOLUI



3340341 HALLIWX MccaeaoBaHUI

2. 0630p Ppum3nonormyeckom nutepaTypbl Ha npeameT
AOMNONHUTE/IbHbLIX MPU3HAKOB (temnepatypa Koxu, anektporactporpadus,

doTonnetnamorpadums, cnekTpockonms)

JKCNEePMMEHT C MOUCKOM NPU3HAKOB 6a30BbIX IMOLMM

3KcnepmmeHT C NONUCKOM MNPU3HAKOB peaKNUX IMOUNOHAJ/IbHbIX
COCTOAHUNU



3a/a4v HaWMX nccaesoBaHnI

3. MpuKknaaHblie nccnenoBaHumA

OCO3HaHHOCTb MHTEepoLUenunu
BocnpuAaTtmne xyaoxectseHHbIX GUAbMOB
BupTtyanbHaa peasibHOCTb
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