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TRAINING DESIGN IN MARKETING PSYCHOLOGY

The article presents the results of theoretical analysis of the problem about the place and role of
training in marketing psychology. Such trainings allow students to bridge theory and practice, and there is
substantial research that points to the benefits of this approach. Attention has been focused on the
description of the transformation existing and emergence of new marketing tools and technologies. It has
been argued that the greatest success will be achieved by whoever correctly predicts the direction of the
vector of the training and will apply adequate and advanced marketing tools and technologies.
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Introduction. Intensive development of
the economy and the media in the XXI century
have contributed to the active development of
advertising practices in marketing. The new
economy is an extreme market with almost no

borders. This is an unprecedented fierce
competition, the rapid obsolescence of
technologies, ideas and professions, the

penetration of the Internet in all areas of the
economy. But first, the new economy is a
saturated and spoiled Customer with a huge
choice of goods and services and unlimited
access to offers. And such a client requires
“extreme” marketing. Advertising influence in
marketing has become an integral factor
during mental activity of modern human, it
forms the needs, value system, self-perception,
behaviour.

Advertising technologies in marketing are
developing very quickly, giving rise to new
psychological ~phenomena, new  socio-
psychological problems, at the same time
changing the person who requires the search
for new tools to influence its consumer
behaviour. In this regard, research in the field
of marketing and advertising psychology is
extremely relevant and requires further
development.

Training research has a long tradition
within applied psychology dating back to the
early 1900s. Over the years, not only has
interest in the topic grown but there have been

dramatic changes in both the science and
practice of training.

Recently, interdisciplinary trainings have
become more common, which allows students
to systematize the knowledge gained from
different disciplines and acquire practical skills
and professional competencies. The measures
contribute to the improvement of the
educational process: gradual translation of
lectures into an active didactic format and
intensification of the process of using
innovative ~ methods and  educational
technologies (case methods; business games;
trainings; brainstorming techniques, etc.). This
allows students to engage in creative
communication in the audience, learn to work
In a team, increase the effectiveness of
perception of the material and the acquisition
of other skills.

Training of psychology specialists in the
field of marketing has certain specific features.
One of the reasons for the specifics of learning
is the high degree of differentiation of
knowledge, skills, and practical skills of
students. The desire of students is to acquire
skills in professional activities and efforts to
master modern tools of economic management
of enterprises. Students gain certain
competencies; however, the existing format of
their study does not allow students to get a
holistic, comprehensive view of how economic
organization works in modern conditions. The
practical experience of students does not solve
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this problem, because the positions they
usually hold do not give them access to all the
information held by the owners or top
managers.

Therefore, it is very important in the
educational process to create conditions for the
systematic integration of acquired
competencies in different activities. The most
appropriate means to achieve this goal is the
introduction of training.

During the training, informal, casual
communication is created, which opens many
options for the group to develop and solve the
problem for which it came together. As a rule,
participants are delighted with training
methods, because these methods make the
learning process interesting, not burdensome.

L. Karamushka, O. Vynoslavska, M.
Voitovych, T. Zaychikova, O. Kovalchuk, O.
Kredentser, O. Topolenko, G. Fedosova, O. Fil
and others visualize the experience of
implementing trainings for managers and staff
of organizations. Theoretical and
methodological developments in training
learning technologies are presented in the
works of A. Derkach, Y. Emelyanov, V.
Lukyanova, Y. Shvalb, T. Yatsenko and
others. At the same time, the methods of
organizing and conducting trainings on the
development of personal and professional
qualities in the field of marketing and
advertising are not sufficiently reflected in the
scientific literature, which led to the choice of
topics of our publication.

The purpose of the article to determine
the content and features of socio-psychological
training as an educational technology in the
preparation of future psychologists for
professional activities in the field of marketing
and advertising. The authors wused the
description of specific features of marketing
thinking as psychological factors of effective
business activity, such as: search style of
thinking and focus on current customer needs;
developing a mechanism for marketing
thinking of the individual in the context of
training.

Methods. A theoretical analysis of the
psychological aspects of training as marketing
communications tool.

Originality. The professional training
program in Marketing Psychology is to equip

the students with the necessary knowledge and
skills to apply marketing strategies and
consumer behavioral approaches in real world
application. Such training provides students
with a foundation in advanced psychology
focused on business applications such as
consumer decision-making, marketing,
persuasion, attitudes, consumer personality,
branding and branding strategies, and
consumer behavior.

Theoretical, methodological and some
practical aspects of the psychology of
advertising as a branch of psychological
science in general have been studied by
domestic and foreign scientists, namely: F.
Barden, J. Berger, L. Gerashchenko, P.
Graves, R. Dooley, P. Gurevich, V. Zazykin,
O. Lebedev-Lyubimov, M. Lindstrom, R.
Mokshantsev, E. Plessie, V. Shuvanov and
others.

Among the latest research and
publications should be noted the work of T.
Kompaniets, which studied the features of the
use of technologies of psychological influence
in advertising as a marketing tool to increase
purchasing power [3].

The training aims to teach the students the
theoretical and empirical foundations of
marketing psychology model of human
success, optimal functioning, how well-being
1s measured, as well as the irrational influence
of human decision making in various contexts
and settings.

In the specialist program, participants are
introduced to the field of marketing
psychology and learn the tools, practice, and
applied strategies that support organizational,
personal, and community productivity,
performance, as well as well-being.
Participants are explained how to apply
marketing psychology in practice, as well as in
other settings. Emphasis is placed on learning
to use the marketing psychology practitioner
model to specifically apply to solve real world
problems.

The role of training has also expanded to
where today it is viewed as not only a way to
enhance individual capabilities but also as a
valuable lever for improving team
effectiveness and for organizations to gain
competitive advantage [7].
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It’s very important for the participants to
be motivated to take part in training.
«Motivation is the main thrust that leads
towards the accomplishment of objectives»
[5].

As the Coronavirus pandemic has given a
huge impact on the European labour market
the authors state “Within the general theme of
youth employment and opportunity, it’s
important to develop effective models of
cooperation, make education and vocational
education and train responsive to the needs of
the local labour market, match employment
and demand by improving analysis and
forecast of labour market evolution and needs,
support for business creation and development,
self-employment” [6].

Training and traditional forms of learning
have significant differences. Traditional
learning is more focused on the correct
answer, and i essence is a form of
information  transfer = and  knowledge
acquisition. Instead, the training is primarily
focused on questions and search. In contrast to
traditional training forms of learning fully
cover the full potential of person: the level and
scope of his/her competence (social,
emotional, and intellectual), independence,
ability to make decisions, to interact and more.
Of course, the traditional form of knowledge
transfer is not in itself a negative thing, but in a
world of rapid change and continuous aging of
knowledge, the traditional form of learning has
a narrow scope.

The purpose of the training is to help
students master the methodology and
appropriate tools of the process approach to
psychological management of the enterprise
and gain experience in the systematic
integration of acquired competencies [4].

In the process of achieving this goal the
following tasks are solved: mastering the basic
categories and concepts of  process
management of the enterprise; ability to form a
complex business model of the enterprise;
gaining experience in performing analytical
functions in enterprise management; gaining
experience of teamwork in the process of
making managerial decisions; mastering the
method of summarizing the results of
enterprises, culture, and techniques of
presentations.

The basis for solving these problems are
those situations that are provided by the
scenario of the business game. Since the
training involves the justification of both
strategic and tactical decisions throughout the
training period, there is an effect of acquiring
the most important competencies in their
complex combination. This makes this
psychological training very useful for students
who are studying for a master's degree and
have a variety of basic higher education and
different levels of practical experience.

Training is rightly considered to be the
most effective technology for acquiring
specific knowledge, skills, and abilities, but
even the most effective training can be
ineffective in practice due to the mistakes of
the coach in the process.

The coach must have not only theoretical
knowledge, general education, a high level of
emotional and social intelligence, but also
have their own experience and practical skills
in applying the knowledge he teaches. Most
training mechanisms are based on knowledge
of personality and developmental psychology,
general and social psychology (group work
theory), psychodiagnostics, psychocorrection,
but misunderstanding the basics of psychology
often leads to inconspicuous but very
significant mistakes, given their impact on
learning effectiveness in training format.

We suggest considering what
psychological aspects of work the coach
should pay attention to. First, the coach
himself/herself, his/her personal
characteristics, knowledge, skills, abilities are,
to some extent, a means of developing both the
individual and the group. Given this, it is
important to be self-aware of the role of coach
and the responsibility imposed by this role.
The role of the coach reflects his/her position
in the group structure and is always in close
interaction with group processes, with certain
expectations of group members, and therefore,
the coach will need role flexibility - the ability
to take different roles based on the current
situation.

The effectiveness of the wuse of
psychological training 1is the flexible
adjustment of individual modules and time.
Thus, for undergraduate students during the
training we can emphasize its various aspects
(logistics, marketing, advertising), in addition,
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the joint work of the training group to achieve
the goal with the organizational support of the
teacher-trainer creates the necessary conditions
for behavioral competencies. Another positive
aspect of the training should be the
development of skills to present the results of
the team's actions. It is in this area that
students' analytical and oratory skills are
manifested and consolidated.

Prior to the beginning of the game
activities, students choose the strategy of
activity and development during the first
lesson while getting acquainted with the
methodical materials on the business game.
This is done by discussing possible strategic
alternatives in teams. The adopted general and
functional strategies with a brief justification
are reflected in the presentation materials.

Then, after the formation of the strategy,
students determine a set of tactical decisions
for each game period. A brief analysis and
relevant considerations to justify the decisions
are made in each game period [1].

Psychological trainings are based on the
basic principles of working with students,
namely, the use of discussion style of teacher
communication in the classroom through
constant mutual exchange of information with
students (experience, experience, theoretical
developments) to build a mutual learning
process between student and teacher; focus on
attracting students' own experience to specify
the theoretical provisions of the discipline;
consideration of theoretical provisions of the
discipline during lectures on case materials or
through the implementation of demonstration
tasks that clearly confirm certain patterns and
trends.

Classes can be built using modern forms
and methods of teaching: interactive lecture,
which includes a mini-lecture (up to 20
minutes) and discussion (an example of
application; involvement in the discussion,
sometimes deliberately provoking the creation
of conflict situations) - (up to 15-20 min.);
case or practical task on this block (up to 20
minutes); summarizing - approximately 5
minutes.

It is important to emphasize the need to
use in the educational process several
innovative tools that allow to get the maximum
learning effect in terms of activating students
and mastering the basic principles of the
discipline. All of them are focused not on
mechanical memorization of information, but

encourage  thinking,  analysis, critical
comparison of information in each context
based on the use of the considered theoretical
provisions. These include the encourage to
associative thinking; periodic performance of
general tasks or providing interesting
information on business management in order
to keep the attention of participants;
conducting economic business simulation in
the intersessional period and in practical
classes, in which students have the opportunity
to make real decisions while managing
companies in the virtual market and receive;
organization of visits to modern enterprises
and meetings with senior management of
leading companies operating in the market, in
order to learn the best management practices
“first hand” [2].

It 1s important to note that the traditional
presentation of the material in the format of
“lectures — practical” is not effective. The
desire to impart the maximum amount of
knowledge to students, hoping that they will
be needed in the future, cannot take into
account the infinite number of contextual
options, and therefore the value of such
“information content” is minimal; it is more
important to understand and know what
decisions should be made to achieve the
desired result based on the basic theoretical
principles of the discipline; knowledge of
models, approaches, calculation algorithms
does not guarantee the formation of
competencies related to effective decision-
making in a situation of uncertainty;
knowledge and experience gained in the
context of the recent past - do not work;
therefore, there is always a high probability
that there is a specialist in the audience, whose
statement can significantly affect the correct
perception of the example.

It should be kept in mind that success
algorithms found outside of each person's or
business's practice become ineffective; the role
of the trainer in the audience is not to give
“correct answers” to questions that arise in
certain areas of activity (because they simply
do not exist), but to encourage students to
formulate correct questions by setting the right
guidelines in their subject area.

The main guideline during the training in
marketing and advertising is problem-based
learning, it is necessary to start from the
existing problem and real practice, forming an
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educational resource that helps people think,
analyse, and develop.

The effectiveness of any training is
measured by quantitative and qualitative
parameters. In generalized form, the
technology of effective training involves
determining the duration and separation of
stages of training, based on the goal. The first
stage (strategic), as a rule, involves setting a
goal, agreeing on goals, forming a package of
tasks, and standardizing the requirements for
results. The work in the second (technological)
stage is aimed at solving issues focused
directly on achieving the goal. The third (final)
stage involves obtaining a specific result,
which, depending on the goal may be a
strategic plan, a model of action or a specific
project.

Accordingly, when considering modern
approaches to the assessment of training, it is
necessary to pay attention to the following
aspects of assessment: on the part of students -
career-pragmatic assessment is carried out; on
the part of teachers - pedagogical and research,
which considers the following components:
preparatory work; teamwork and individual
contribution of each participant, assessment of
the ability to combine theory and practice and
the effectiveness of training.

Conclusion. Ultimately, the effectiveness
of training is measured by qualitative
parameters embodied in the competencies
acquired in the training process, in accordance
with modern professional requirements of the
specialist in the labour market, marketing and
advertising, as well as education standards.
Thus, the main feature of training in the field
of marketing is their focus on the formation of
experience in the behaviour of specialists in
the professional environment, their focus on
achieving specific results.

Thus, the use of psychological training
allows graduates not only to gain the necessary
knowledge and skills, but also to form a

system of professional competencies that will
allow them to successfully perform the
functions of psychological management in
modern companies and have certain
competitive advantages in Ukraine.

Significant spread of training technologies
and their high effectiveness require meticulous
attention to creating scientifically sound
conditions for their appropriate use in the
educational process.

Suggestions for improving training
activities in the field of marketing and
advertising are the following: the use of
training as a key element in teaching

professionally-oriented  disciplines;  wider
introduction of interdisciplinary complex
trainings into the educational process;

expanding the time frame of the training
process; improving the criteria for evaluating
training sessions; use in teaching both basic
and professionally-oriented disciplines, the
developed arsenal of innovative methods and
educational technologies such as case-
methods, business games, trainings, techniques
of “brainstorming”, etc .; combination of
disciplines of basic and professional training
on the basis of knowledge management system
with further wide use of this system in training
activities; improving the technical base that
provides training.

Prospects of our further research. An
important area of further research is the
development of: methods aimed at forming
significant ~ specific =~ combinations  of
components of marketing thinking and value
orientations that optimize the business
activities of future psychologists in the field of
marketing; development, implementation and
development in the direction of creative and
exploratory corrective and developmental
program  of  marketing  thinking  of
psychologists, which will contribute to the
development of their effective professional
activities.
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TPEHIHI' Y IICUXOJIOI'TI MAPKETUHI'Y

Y cmammi npedcmaeneni pezyromamu meopemuyro2o aHanizy npodiemu npo Micye ma pois MpeHinHey 8
necuxonoeii mapkemunzy. Tpenineu 003601510mb 3000Y8a4am 8UWOT 0C8IMU NOEOHAMU MeOPit0 MA NPAKMUK).
Axyenmosano ysazy Ha onuci mpancopmayii’ icHyrOuux ma nosieu HOGUX MAPKEMUHL0BUX THCMPYMEHmie ma
mexuonoeitl. Cmeeporicyemvcsl, wo HAUOLbUIUX YCNIXI8 00CseHe MO, XMO NPABUILHO CHPOSHO3YE HANPIMOK
BEKMOPA HABYAHHS MA 3ACMOCYE A0EKBAMMT MA NEPeO0si MAPKEMUH20B] IHCIMPYMEHMU ma MeXHONO02I.

Tonosnoro memoro cmammi € meopemuyne OOIPYHIYBAHHSL AMICHTY A 0COOTUBOCEN MPEHIHEY SIK OCGIMHBLOL
MEXHONOZI Y NI020MOBYE MAUOYMHIX NCUXON02I8 00 NPOGecitiHOl OILHOCHIE Y cqhepi MapKemuHey ma pexiami.
Asmopu uKkopucmams onuc 0COOIUBOCHIEN MAPKEMUH208020 MUCTEHHSL SIK NCUXONIOSTUHUX (PAKMOpI6 epexmueHoi
npoghecitinol OBLHOCHI, MAKUX SIK: NOULYKOBULL CIIUTb MUCTEHHSL A OPIEHMAYIsL HA ROMOYHI Nompeou, po3pooKa
MEXaHizMy MAPKEMUH208020 MUCTIEHHS. OCOOUCIOCII 8 NPOYeCE YHACi Y MPeHiHe).

Ananiz nayxoeux oxcepen. Teopemuuni 1l MemOOUYHI HANPAYIOBAHHS 3 MPEHIHEOBUX MEXHONO02Il
HasyanHs suxiadeno y npaysax A. Hepxaua, FO. E€menvanosa, B.JIyk snoeoi, FO. Lllsanba, T. Ayenxo ma in.;
00C6i0 OKpecienHs NpaKmuyni acheKmi NCUxXonocii peKiamu SK 2anysi NCUXON02YHOT HayKu y cehepi
Mmapremuney oocnioxcysamu D. bapoen, U. bepeep, JI. I'epawenxo, 11 Ipeuiss, P. [y, Il I'ypesuu. T.
Komnanieyp susnauae ocobaugocmi GUKOPUCMIAHHS MEXHOAOZI HCUXONOZIYHO20 BNIUBY 6 DPeKIaMi 5K
iHCmpymMenmie MapKemunzy 0715 30L1blUeHHsL KYNiBeTbHOI CHPOMONCHOCHI

Ob1pynmosano, wo mpeHine € HatlepexmusHiuo MexHoN02IEI0 080N00IHHS KOHKDEMHUMU 3HAHHAMUY,
Hasuukamu ma eMIHHAMU. BusHaueno ncuxonociuni acnekmu y pobomi mpenepa. Y npoyeci mpeuiney
Habyeaemvcsi 00C8I0 UKOHAHHSL AHAIMUYHUX (DYHKYIL 6 YRPAGTIHHI NIONPUEMCIEOM, OMPUMYEMBCSL 00CEI0
KOMAHOHOT pobomu 6 npoyeci nputiHAmms YnpasiiHCoKux pilleiv. 3 5Co8aHo, Wo 2006HULL OPIEHMUP Ni0 Hac
NPOBEOEeH sl MPEHIHZY 3 MAPKEMUHZY ma PeKiaMu € HABYAHHSA HA OCHOBI GUPIULEeHHS] NPoOieM, YUACHUKAM
HeO0OXIOHO GIOWMOBXY8amucs 6i0 ICHYIOHOI npobaeMu I peanbHol RPaKmuKu, opmyIoHu OCeIMHIl pecypc, o
odonomazae OOUHi OyMamu, aHami3yeamu i po3eUBAMUCh. Y3a2albHeHo, Wo pe3ylbMmamugHicms 6)0b-aK020
MPEHIH2Y GUMIPIOEMBCA KITbKICHUMU MA AKICHUMU NAPAMEMPAMU.

Bucnoexu. 3’scosaro, wWo BUKOPUCMIAHHA HNCUXONOIMHO20 MPEHIHZY O0aE MONCTUBICINL  BUNYCKHUKAM
ompuManmu. e MitbKu NOMPIOHE 3HAHHL MA YMIHHS, ale U cihopmyeamu cucmemy npoghecitinux KoMnemenyil, siKi
00360/15Mb  IM YCHIUWHO GUKOHYBAMU (DYHKYIT NCUXONOSIHHO2O YNPAGTIHHSL 6 CYYACHUX KOMNAHISX [ MAmu NeeHi
KOHKYpenmHi npeeazu y cehepi mapkemunzy. CKIadeHo npono3uyii w000 800CKOHANCHHSL MPEHIHe0680l OISIbHOCME )
eamysl  mapkemuney ma pexiamu. Hanpsavxkom nooamsuuux OoCuiodceHb GUZHAYEHO PO3POOKY MEMOOUKY,
HANPABIeHoT HA (DOPpMYBAHHSL ICMOMHUX CHEYUMDIYHUX NOEOHAHbL KOMNOHEHMI8 MAPKEMUH208020 MUCTEHHS 1
YIHHICHUX OPIEHMAYitl, Wo ONMUMIzVIOMb OI3HEC-OBUIbHICb MAUOYMHIX NCUXON02I8 Yy 2ANy3i MAPKEMUH2y mad
PO3POOKY 1 YIPOBAOIHCEHHST KOPEKMYBATLHO-PO3BUBAIOHOL NPOSPAMU MAPKEMUH20B020 MUCTEHHS NCUXOT02I8, SIKA
6yOe cnpusimu po36UMKY iX eghekmueHiti npoghecivinitl OBUIbHOCME Y Chepi MAPKemuHe).

Kniouosi cnoea: mperine; memoou ncuxono2iyHozo N8y, MAapKemuHe, IHCMPYMeHmu MapKemuHzy,
MPaouyitiHUul KOMNJIEKC MAPKEMUHZY, HOBIMHI MEeXHONO02T MaApKemuHe).
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