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Website usability testing of Corporate Fund “University Medical Center”: neuromarketing approach

Abstract

Object: The purpose of the study is to identify the weaknesses of the “University Medical Center” website using
both traditional marketing and innovative marketing techniques, including neuromarketing technologies. This will ena-
ble us to understand the extent to which the neuromarketing approach requires fewer financial resources. The conclu-
sions and recommendations drawn from the study will provide the necessary information to enhance the functionality of
the “University Medical Center” website.

Methods: As a methodology in the usability testing study, a neuromarketing approach and a questionnaire were
used. The Eye Tracking technology and the iMotions program were used in the research. Also, a questionnaire was
compiled, which was conducted with respondents before and after the Eye Tracking analysis.

Findings: Based on the experience gained during this research work, it can be concluded that the use of a mixed
approach to marketing research is very effective. This method is more accurate than traditional research, but cheaper
than neuromarketing.

Conclusions: At the end of the study, it was concluded that innovative marketing, namely the use of a neuromar-
keting approach, requires fewer financial resources. Based on the results of the research, recommendations were formu-
lated for positioning the Corporate Fund “University Medical Center” and recommendations for the website based on
the research.

Keywords: digitalization, medical services, medical center, website, usability testing, neuromarketing approach,
user experience.

Introduction

After the spread of COVID-19, more and more people began to resort to using IT technologies in their
daily lives. The convenience of working with websites has become a key aspect in various areas of services
and goods. The main goal of usability testing is to increase customer satisfaction and improve the conven-
ience of interacting with the functionality of the website. The usability of a web resource is influenced by
various aspects, such as the content of the text, its structuring and formatting, the presence of functional
blocks and their logic, the placement of important elements, the presence of navigation prompts to facilitate
user interaction, as well as the aesthetics of the site design (Maramba, et al., 2019).

One of the new methods of usability testing in Kazakhstan is neuromarketing. Neuromarketing is a field
of neurobiological research that focuses on the study of consumer behavior through the analysis of their cog-
nitive processes. Neuroeconomics, a related field, includes elements of psychology, neuroscience, and dis-
cussion. Research in the field of neuromarketing takes into account consumer preferences, predicting the re-
sults and effectiveness of advertising (Eroglu, Tomris Kiigilin, 2020; Kazybayeva, 2022).

Gaze tracking technology is a powerful marketing tool that can be used to analyze the perception of ad-
vertising materials and website layouts. It allows you to track the movements of a person's eyes and use this
information to analyze the perception of information. This technology finds applications in various fields
such as user experience research and medicine (Ramsey, 2015; Gill, Singh, 2022).

Literature Review

The expansion of technology has led to an increase in the importance of user experience (UX) in the
digital sphere compared to physical products. However, UX can be significant for both digital and physical
products of a company. Consumer interaction with a product or service plays a key role in shaping user expe-
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rience. Subsequently, all aspects of the user's interaction with the product are taken into account for further
analysis and research (Norman 1998; Philips 2016; Lamprecht 2023).

Contextual observation, interviews, field research, and moderated usability testing are just some of the
methods that can be used for this purpose. Companies use different research methods to analyze their prod-
ucts. To get complete information, several methods are often used, selected depending on the goals (Farrell,
2017; Rohrer, 2022; Qualitative research, 2023).

Like other qualitative research methods, this method is most suitable for identifying problems with a
product or service and is widely used. The quantitative usability testing method is aimed at collecting user
experience indicators. The main indicators of analysis when using usability testing are the success of the task
and the time spent on its completion (Test Matick, 2019; Grubaya, 2020).

The last two categories are distance and face-to-face studies. Remote usability tests are the most popu-
lar. The reason for this is that both the researcher and the user spend a small amount of resources. Remote
research can be moderated or unmoderated. Moderated testing sessions are supervised by the researcher dur-
ing the research process, but all attendees are remote. Unmoderated ones do not require direct control from
the researcher. In fact, the user remains alone and performs the tasks assigned to him remotely. In this case,
the user should be given instructions on how to complete the task for the best result.

Revised Website User Ratings. Currently, the following criteria are used to assess the convenience and
user-friendliness of websites:

Ease of understanding: How quickly can potential users figure out how to accomplish their tasks on the
site? Does the site provide assistance through informative pages or blocks of information?

Intuitiveness: Is the graphical interface of the site easy to understand? Can users easily navigate to the
right places to solve their questions and problems?

Usage productivity: How effectively are customer issues resolved? Can the process be made even easi-
er? How many steps does a user need to complete their tasks, and the fewer steps, the better?

Interaction errors: What is the probability of users making mistakes when interacting with the site's
functionality, and what are the potential consequences of such errors?

Error tolerance level: How quickly can users understand their mistakes and how to fix them?

Potential opportunity: Do all elements and blocks designed to solve a client's problem work logically?

Page performance: How fast do website pages load?

Information retrieval speed: Is the most important and relevant information easily accessible on the
main page or through visible navigation areas on sub-pages?

Satisfaction with interaction: How well can users work with the system? Can they quickly solve their
guestions without encountering moments of frustration? Will they recommend the site to others?

The goal of usability testing is to increase customer satisfaction and improve the convenience of inter-
acting with the website's functionality. Usability is influenced by various factors such as text content, text
structuring and formatting, presence of functional blocks and their logic, logical arrangement of important
elements, navigation prompts to simplify user interaction, and the attractiveness of the site design.

A general rule for creating an optimal product is to keep it simple. Classic solutions that users are famil-
iar with can be effective, as users easily understand familiar algorithms and visual arrangements on other
websites.

Methods

The article systematizes the methods of neuromarketing research and presents the results of an applied
study using neuromarketing equipment. A UX test of the Corporate Fund of the University Medical Center
website was conducted. Initially, it was necessary to define the target audience of the analyzed site.

For the neuromarketing study, the following criteria were established for the respondents:

Age range: 21 to 30 years old

Gender: not specified

Previous visits to websites of medical companies at least once.

In accordance with these criteria, a sample of 22 individuals was selected. At the end of the study, 4 in-
dividuals were excluded due to lack of interest, and an additional 3 individuals were excluded due to tech-
nical equipment issues.

Before the direct study, a short interview was conducted with each respondent. During the conversation,
the main task of the interviewer was to get answers to the following questions (Fig. 1).
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7 Have you visited the websites of medical
companies lately?

—

Yes

No
How often do you visit the websites of
medical companies?

What is more important to you,
convenience or information content?

" How important is website usability to you?
(From 1 to 5)

Why don't you visit the websites of
medical companies?
What do you do when you are sick?

Figure 1. First interview structure
Note — compiled by the authors based on the source of Agarwal, 2015; Hole, 2018

After that, the equipment was set up and the respondent was trained. Our team maintained technical
standards for the correct operation of the iMotion program and Eye Tracker equipment. Namely:

- after each respondent, a break of 10 minutes is taken to cool the laptop;

- the Eye Tracker battery was charged at least to a voltage of 4.1 volts;

- individual pads for glasses on the bridge of the nose were selected for each respondent;

- calibration was carried out on a plain surface;

- when using a smartphone, the brightness was adjusted separately for better recording.

After calibration, the respondent was given a task to solve on the website of the University Medical
Center Corporate Foundation. The formulation of the task is as follows:

- to assess the quality of the site;

- to try to solve the existing health problem (optional);

- to draw conclusions about the reliability of this medical institution;

- end the experiment as soon as the respondent loses interest in this site.

What is your impression of the website you viewed?

Rating
Section
How do you rate the site? (1-5)
Could the website solve your problem? (health

Experience problem)
Section

What difficulties have you encountered?

. . >

Usability How convenient was the website for you?
Section Describe the pros and cons.

Figure 2. Second interview structure
Note — compiled by the authors based on the source of Agarwal, 2015; Hole, 2018

After the end of the study, a post-questionnaire in the interview format was conducted with each re-
spondent. The goal was to get feedback on the website of the Corporate Foundation of the University Medi-
cal Center. The interview was conducted according to the above principle (Fig. 2).

Results

The first indicator is the visit to the website of medical companies over the past 12 months (Fig. 3). In
this category, we got a ratio close to 1:1. Therefore, 9 people were on this category of websites for a given
period of time. 8 people gave a negative answer to the question. It follows from this that most of the re-
spondents have used the websites of medical companies over the past 12 months.

#1 H2 #3 #4 H5 Ho #7 HE
1. Do you visit the
) . Mo Yes Yes Yes Yes Yes Yes Mo
websites of medical
institutions? (Last 120 #2 #10 #11 — #13 #14 #15 #16 #17
manthl Yes Yes Mo Mo MO Mo Yes MO Mo

Figure 3. First Interview, Visiting websites data
Note — compiled by the authors on the research
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The second indicator is the frequency of visits to the websites of medical companies (Fig. 4). In this
category, all responses were divided into 4 categories: once every 0—3 months, once every 3—6 months, once
every 6-12 months, once every 12+ months. According to the results of the survey, 4 respondents indicated
that they visit the websites of medical companies once in the period from 0 to 3 months. 3 respondents an-
swered every 3—6 months. Another 3 respondents answered every 6-12 months. And 7 people answered that
they visit sites of this category once every 12+ months.

The largest category turned out to be respondents from the category once every 12+ months. Further,
approximately equal shares are shared by all other categories, namely in the ratio 4:3:3 (0-3: 3-6: 6-12).

It is important to note that when answering this question, many survey participants answered “I visit as
necessary”’, and to obtain a more accurate value, the medical history was clarified, according to which the
chronology of visiting websites was restored. This fact suggests that the frequency of visits strongly depends
on the level of people's health.

# 0 #3 #4 #5 #6 #7 #3 |
2. How often do you | 12+ month | 3-6 month 0-3 6-12 0-3  |3-6 monthf3-6 monthfl2+ month
visit the websites of | #9 #10 #11 #12 #3 #14 #15 #16 #17
medical 0-3 month | 6-12 month 12+ monthl2+ monthl2+ monthl2+ month0-3 monthp-12 mont 12+ month

Figure 4. First Interview, Frequency data
Note — compiled by the authors on the research

By the third point, the interviewers learned the most important aspects, according to respondents, inher-
ent in the websites of medical companies (Fig. 5). Respondents identified the following important factors:
visual part, ease of search, convenience, informativity, range of services, contact availability, performance.
Among these aspects, convenience turned out to be the most important. The next most important thing for
respondents is informativity, ease of search and visual part are the third most mentioned.

In this way, we can build a diagram of an ideal site model based on user expectations. The site should
be as simple and easy to use as possible, while having sufficient information content to close all the client's
guestions, as well as be visually pleasing and have a convenient

Visual part (5) Ease of search (5) Convenience(8) Informativity (6) Range of services (2) | Contact availability (3) Performace (1)

Respondent #1

Respondent #2

Respondent #3

Respondent #4

Respondent #5

Respondent #6

Respondent #7

Respondent #3

Respondent #9

Respondent 10
Respondent #11
Respondent #12
Respondent #13
Respondent 14
Respondent #15
Respondent £16
Respondent 17

Figure 5. First Interview, Most important aspects data
Note — compiled by the authors on the research

The last point of the questionnaire before conducting the study is to identify how important the Usabil-
ity of the website is for respondents (Fig. 6). The overwhelming majority of respondents answered that usa-
bility is very important for them (5), the rest also set a high level of necessity for this indicator (4). The aver-
age indicator of the importance of usability for all respondents is 4.83 points out of 5 possible.

#1 #2 #3 #4 #5 #6 #7 #3
4. How important is 5 4 5 5 5 5 5 5
website usability to | #9 #10 #11 #12 #13 #14 #15 #16 #17
you?lto 5 5 4 5 5 3 4 3 3 3

Figure 6. First Interview, Convenience importance data
Note — compiled by the authors on the research
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Based on the results of analyzing the first part of the questionnaire, we received a portrait of the re-
spondent and average indicators for various criteria among the focus group. Summarizing all of the above,
the respondent visits the sites either once every 0-12 months or 12+ months, but in most cases the incentive
for visiting is the appearance of a suspicion of illness, the most important respondent considers the conven-
ience of the site, which shows the average indicator of the need for this attribute of 4.83 out of 5. The high
information content of the site is also important.

Then the post-survey analysis was performed. This stage was divided into 2 parts: statistical and indi-
vidual. Statistical analysis involves considering the overall picture by means of an average value without giv-
ing an individual color to each respondent. The individual provides for an analysis of each respondent indi-
vidually and an analysis of the answers to understand the principle of each person's actions.

Statistical analysis includes 5 questions.

The first question is a general opinion about the website (Fig. 7). Among 17 subjects, the answers were
distributed as follows: 7 — neutral, 7 — positive and 3 — negative. The majority of opinions were distribut-
ed between neutral and positive, 41,2 % each. And only 17.6 % responded negatively.

#1 #2 i#3 i1 5 6 #7 #8
1. What do you think of Neutral Neutral Negative Neutral Negative Neutral Negative Positive
the "University Medical |#9 #10 #11 #12 #13 114 #15 #16 #17
Center" website? Pasitive Positive Neutral Positive Positive Paositive Pasitive Neutral Neutral

Figure 7. Second Interview, General opinion data
Note — compiled by the authors on the research

For a better understanding of the situation, an infographic was made on the average ratio (Fig. 8). To
create it, it is necessary to interpret the answers according to the digital system. Accordingly, the negative
value is represented by (-1), neutral (0), positive (1). According to the results of calculations, the average
value is (0.24).

Negative

— H

Figure 8. General opinion infographic
Note — compiled by the authors on the research

The second question focuses on the convenience of the website (Fig. 9). In this part of the interview, the
absolute majority of respondents noted the convenience of the website. Namely, 12 out of 17 who passed the
study, which is 70.6 % of the total number of respondents.

#1 H#2 #3 #4 #5 #6 #7 H#3
2. How user-friendly is | Inconvenient| Convenient | Inconvenient | Inconvenient | Inconvenient | Convenient | Inconvenient| Convenient
the "University Medical |#9 H#10 #11 #12 #13 #14 #15 #16 H17

Center" website for Convenient | Convenien | Convenient | Convenient | Convenient | Convenient | Convenient | Convenient | Convenient

Figure 9. Second interview, Website’s convenience data
Note — compiled by the authors on the research

The next question addresses the problem with which the respondent came to the website (Fig. 10). In
this study, laboratory assistants gave respondents the task of “Solving the current health problem”. Due to
the impossibility of tracking the full cycle of treatment, due to the distance, for many respondents, this task
was to find the necessary doctor, or to search for background information on his problem. According to the
results of the analysis, 64.7 % (11) of the subjects were able to find a solution to their problem, and 35.3 %
(6) were not satisfied with the solution provided by the website.

#1 #2 #3 #4 H5 #6 #7 #3
3. Did the website solve Yes Yes Yes Mo Yes Yes No Yes
your problem? How  |#9 #10 #11 #12 #13 #14 #15 #16 #17
fast? No Yes No Yes Yes No No Yes Yes

Figure 10. Second interview, Problem solve data
Note — compiled by the authors on the research
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Then the respondents had to give the website an assessment based on their impressions and feel-
ings (Fig. 11). The most common rating was 4 (6 mentions). Then the list was distributed as follows: score 5
— 2 mentions; score 3 — 5 mentions; score 2 — 3 mentions; score 1 — 1 mention. As a percentage, this
statistics looks like this: 5— 11,8 %; 4 —35,3%;3—29,4%; 2 — 17,6 %; 1 — 5,9 %.

#1 #2 #3 #4 #5 #o #7 #3
4. How do you rate the 2 4 3 3 3 3 1 4
"University Medical |#9 #10 #11 #12 #13 #14 #15 #16 #17
Center" website? 5 5 2 3 4 4 2 4 4

Figure 11. Second interview, Website’s rating data
Note — compiled by the authors on the research

The average value is 3.3. At first glance, it may seem that this is a bad value. However, as a percentage,
this value is 65.8 %. What does the positive color of the evaluation of the website mean? This is shown in the
infographic below (Fig. 12).

o u

Figure 12. General opinion infographic
Note — compiled by the authors on the research

The analysis of the statistical part shows that the majority of respondents treat the University Medical
Center website neutrally or positively, however, a significant part of respondents also considers it inconven-
ient to use. Most users were able to solve their problems when using the site, however, some respondents
indicated that the site did not solve their problems. The overall rating of the site is 3.4, which indicates that
the majority of respondents do not consider the site the best in its category, but also do not consider it the
worst.

Most users noted that the site is not user-friendly enough, which underlines the importance of optimiz-
ing the user interface. However, the majority of respondents were able to solve their problems when using
the site, which indicates that the site contains sufficient information for users.

Some respondents noted that the site did not solve their problems, which underlines the importance of
testing and optimizing the functionality of the site.

The next step is to conduct a cross-analysis of statistical data.

The first step will be to compare the overall ratio (Fig. 7) and rating (Fig. 9). They have many similar
points. And the fact that they have approximately the same value proves the correctness of the analysis.
However, there are differences. It can be seen from the graphs that with the possibility of a more extended
evaluation of the website, the evaluation values are higher than the ratio value. In general, this does not
change anything globally, but this fact proves that the majority of respondents indicating neutrality in the
first question have a more positive color.

Drawing a parallel between the first and second question, it can be noted that all those who spoke nega-
tively about the object of the study noted the inconvenience, however, in addition to this group, 2 more sub-
jects noted the inconvenience of the website, but the overall impression of the website remained neutral. The
further task of the individual analysis is to find out what led to this result, and which aspects influenced the
improvement of the impression to the website.

In the next stage, 4 indicators will be considered: impression, rating, convenience and problem solv-
ing (Fig. 15). The filter will be the answer no to the question about solving the problem. The following ob-
servations were found.

Not all respondents who have not received a solution to their problem have had a negative experience
using the site. Moreover, 50 % of respondents expressed a positive impression of the site.

67 % of respondents in this sample noted the convenience of the website, despite unresolved problems.

The average rating was 2.83. This indicator is low, but still has a positive color.

From the above observations, it can be concluded that solving the problem does not so much affect the
attractiveness of the site for the average user. And in the long run, with all the other good aspects, the web-
site can leave a neutral, and even a positive impression.
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4. now uu
1. What do you think of | 2. How user-friendly is the : : you rate
) ) ) ) ) ) 3. Did the website solve
the "University Medical | "University Medical Center" the
" ) ) your problem? How fast?,
Center" website? website for you? Universit
Mo dinal
Neutral Inconvenient No 3
Negative Inconvenient Mo 1
Positive Convenient No 5
Neutral Convenient No 2
Positive Convenient No 4
Positive Convenient No 2

Figure 13. Cross analysis, Question 3 filter
Note — compiled by the authors on the research

In the next stage, the same 4 indicators will be considered: impression, rating, convenience and problem
solving (Fig. 13). The filter will be a low rating (1-3). During the analysis, the following observations were
identified.

The overall impression of the visit was divided into approximately equal parts. Negative — 3 respond-
ents, which is 33.3 %. Neutral — 4 respondents, which is 44.5 %. Positively — 2 respondents, which is
22.2 %. The majority chose neutrality.

The question concerning the solution of the problem also received similar proportions of answers. Yes
— 5 answers; 55.6 %. No — 4 answers; 44.4 %.

A similar situation occurs with the convenience of the website. 5 respondents consider it inconvenient,
4 consider it convenient. Which in percentage ratio is 55.6 % to 44.4 %.

Based on the above observations, the following conclusion can be drawn: a low rating in approximately
similar proportions depends on the other parameters and this dependence should be checked for each re-
spondent individually.

L HOW OO
1. What do you think of 2. How user-friendly is the ou rate
" ~ v, ~ " ~ ~ ~ ¥ " 3. Did the website solve ¥
the "University Medical University Medical Center the
" ~ _ your problem? How fast?| | B ~
Center” website? website for you? Universit
Neutral Inconwvenient Yes 2
MNegative Inconvenient Yes 3
Neutral Inconvenient MNo 3
MNegative Inconvenient Yes 3
Neutral Convenient Yes 3
MNegative Inconvenient MNo 1
MNeutral Convenient Mo 2
Positive Convenient Yes 3
Positive Convenient Mo 2

Figure 14. Cross analysis, Question 4 filter
Note — compiled by the authors on the research

Thanks to the conducted analyses and interviews, further neuromarketing research will have a clearer
goal for each respondent. Thanks to this method, the research team will spend less time analyzing respond-
ents and making recommendations.

Discussions

Neuromarketing survey of respondents. For further analysis, respondents with non-recurring problems
and unique problems were selected According to the results of a neuromarketing study, it was revealed that
no attention was paid to information about the site and both menus. It is proposed to use more functionality
and increase the intuitiveness of the site (lloka, Onyeke, 2020).

The respondents pay attention to the reviews, which consist of a rating, a short text and the absence of a
photo. In the news section, they first pay attention to the photos. When going to the doctor's page, first read
the reviews. The “Doctor Search” section focuses on photos.
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Figure 15. Heatmap based on the average values of all respondents
Note — compiled by the authors on the basis of neuromarketing research

Regarding the site, the respondents gave a rating of “2”. However, the respondents noted that the inter-
face of the site is clear, and the search is simple. At the same time, the disadvantages of the website are the
lack of additional information, according to the results of the study it is clear that at some points the respond-
ent lacks the visual part and simple information. Despite the presence of a large amount of time and infor-
mation on the site, the respondent accepts visual information. Thus, it is necessary to add visually simple and
understandable information in the deep sections of the website.

Respondents pay attention to the clarity, clickability and design of posters, as well as statistics and con-
tact information at the bottom of the page. The description of the medical fund is read in an average of 8 sec-
onds. Which is the average. In addition, the study of the map and reviews also arouses interest among visi-
tors. Among the shortcomings of the site, the respondents noted a lack of functionality and also faced the
problem of loading pages.

Based on the conducted research, it can be recommended to improve the functionality of the site, as
well as pay attention to optimizing its loading speed. It is also worth continuing to work on the design of the
site, taking into account the interest of visitors to posters. In addition, you can consider applying the design
of statistical data to other departments of the site in order to attract more visitors' attention.

Thus, the preliminary preparation helped us to significantly save resources when conducting neuromar-
keting research and obtaining accurate results to deduce the general theses of the work:

- to increase the intuitiveness of the site;
optimizing the user interface of the mobile version;
improving site navigation;
rework reviews;
- rework the section “About UMC Fund”.

Conclusions

The website of the corporate foundation serves as a pivotal instrument for engaging users and dissemi-
nating information effectively. Its allure stems not only from an aesthetically pleasing design but also from
meticulously crafted functionality facilitating swift and convenient information retrieval. Among the arsenal
of attention-grabbing tactics, prominently featured posters on the homepage emerge as particularly effective.
Adorned with vivid hues and essential information, these posters captivate users' attention and entice them to
delve deeper into the site.

Moreover, the presentation of statistics in an engaging format fosters easy comprehension and visual
appeal, as evidenced by over 80 % of users absorbing the displayed information. The inclusion of a map, dis-
tinguished by its size and vibrant color scheme, serves as another prominent attention magnet, prompting
users to explore further. Additionally, the comprehensive list of establishments, conveniently positioned on
the site's left side, furnishes users with current information, enabling swift decision-making regarding availa-
ble offerings.

In sum, the corporate foundation's website stands as an exemplary model of thoughtful and effective
web design, adept at capturing users' attention and facilitating seamless access to desired information. How-
ever, despite its commendable features, nuances surfaced during the UX test, necessitating targeted im-
provements.
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The identified issues encompass:

Enhancing site intuitiveness.

Optimizing the mobile interface.

Refining site navigation.

Redesigning the reviews section.
Reworking the “About the Fund” segment.

Intumveness refers to the ease and convenience of site navigation, albeit certain aspects warrant en-
hancement. For instance, the “Find a Doctor” tab lacks functional filters, necessitating restoration of full
search functionality. Additionally, mobile interface optimization is imperative, given instances of tab overlap
and text congestion observed across various smartphones.

Furthermore, site navigation, particularly the search section, requires refinement, as users' misconcep-
tions regarding its functionality were noted. Consideration should be given to expanding search capabilities
across multiple site sections or removing it from the top navigation menu entirely.

Redesigning the reviews section is imperative, as observed during research, despite users' brief interac-
tions with it. Filtering reviews based on criteria such as photo availability, relevance, and ethics can bolster
user trust and engagement.

Lastly, the “About the UMC Foundation” segment warrants reevaluation to align with contemporary
online standards. Options include condensing content or supplementing it with an infographic for enhanced
clarity and engagement.

In conclusion, addressing these outlined recommendations will fortify the corporate foundation's web-
site, ensuring it remains a beacon of effective communication and engagement in the digital realm.

agrwdE

Acknowledgements

The article was prepared within the funding of the Science Committee of the Ministry of Science and
Higher Education of the Republic of Kazakhstan within the framework of the project on the topic
AP13268946 “The quality of digital services of medical institutions in Kazakhstan in the context of a
pandemic: assessment methodology and improvement mechanisms”.

References

Agarwal, S. Neuromarketing and consumer neuroscience: Current understanding and the way forward / S. Agarwal,
T. Dutta // Decision. — 2015. — Vol. 42. — No. 4. — P. 457-462.

Eroglu, S. Traditional Market Research and Neuromarketing Research: A Comparative Overview / S. Eroglu,
N. Tomris Kiigiin. — 2020. — P. 146-167.

Farrell, S. UX Research Cheat Sheet [Electronic resource] /S.Farrell. — 2017. — Access mode:
https://www.nngroup.com/articles/ux-research-cheat-sheet/

Gill, R. A study of neuromarketing techniques for proposing cost effective information driven framework for decision
making / R. Gill, J. Singh // Materials Today Proceedings. — 2022. — Vol. 49. — P. 2969-2981.

Grubaya, E. Usability Testing from A to Z: A detailed guide [Electronic resource]. / E. Grubaya. — 2020. — Access
mode: https://dou.ua/lenta/articles/usability-testing-guide/.

Hole, Y. Service marketing and quality strategies / Y. Hole, S. Pawar, M. P. Bhaskar // Periodicals of Engineering and
Natural Sciences. — 2018. — 6(1). — Article 1. — https://doi.org/10.21533/pen.v6i1.291

lloka, B. C. Neuromarketing: A historical review / B. C. lloka, K. J. Onyeke // Neuroscience Research Notes. — 2020.
— Vol. 3. — No. 3. — P. 27-35.

Lamprecht, E. The Difference Between UX and Ul Design — A Beginner’s Guide [Electronic resource]
/ E. Lamprecht. — 2023. — Access mode: https://careerfoundry.com/en/blog/ux-design/the-difference-between-ux-
and-ui-design-a-laymans-guide/#what-is-user-experience-ux-design

Maramba, I. Methods of usability testing in the development of eHealth applications: A scoping review / I. Maramba,
A. Chatterjee, C. Newman // International Journal of Medical Informatics. — 2019. — Vol. 126. — P. 95-104.
https://doi.org/10.1016/j.ijmedinf.2019.03.018

Norman, D., & Nielsen, J. The Definition of User Experience (UX) [Electronic resource] / D. Norman, J. Nielsen. —
1998. — Access mode: https://www.nngroup.com/articles/definition-user-experience/

Philips, M. The Complete Guide to UX Research Methods [Electronic resource] / M. Philips. — 2016. — Access mode:
https://www.toptal.com/designers/user-research/guide-to-ux-research-methods.

Qualitative research: Observational methods in health care settings. (n.d.). PMC. — [Electronic resource]. — Access
mode: https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2550229/

Ramsey, T. Z. Introduction to Neuromarketing & Consumer Neuroscience / T.Z. Ramsey. — 2015. — Neurons Inc.

Rohrer, C. When to Use Which User-Experience Research Methods [Electronic resource] / C. Rohrer. — 2022. — Ac-
cess mode: https://www.nngroup.com/articles/which-ux-research-methods/

Cepus «3koHomukar». 2024, 29, 2(114) 37


https://www.nngroup.com/articles/ux-research-cheat-sheet/
https://dou.ua/lenta/articles/usability-testing-guide/
https://doi.org/10.21533/pen.v6i1.291
https://careerfoundry.com/en/blog/ux-design/the-difference-between-ux-and-ui-design-a-laymans-guide/#what-is-user-experience-ux-design
https://careerfoundry.com/en/blog/ux-design/the-difference-between-ux-and-ui-design-a-laymans-guide/#what-is-user-experience-ux-design
https://doi.org/10.1016/j.ijmedinf.2019.03.018
https://www.nngroup.com/articles/definition-user-experience/
https://www.toptal.com/designers/user-research/guide-to-ux-research-methods
https://www.ncbi.nlm.nih.gov/pmc/articles/PMC2550229/
https://www.nngroup.com/articles/which-ux-research-methods/

E.B. Orazgaliyeva, A.M. Kazybayeva, M.R. Smykova

Test Matick. Why And By What Criteria To Carry Out Usability Testing. — [Electronic resource].— 2019. — Access
mode: https://testmatick.com/ru/zachem-i-po-kakim-kriteriyam-provodit-yuzabiliti-testirovanie/
KaszpibaeBa, A. Heitpomapkerunr: yue6. noc. [Tekcr] / A. KazpibaeBa. — Anmatsl: banayca, 2022. — 136 c.

9.B. Opasranuenal, A.M. Ka3spioaesa?, M.P. CmbikoBa®
123 A nmamor Meneosicmenm yuueepcumemi, Aimamul, Kazaxcman
le.orazgaliyeva@almau.edu.kz, %a.kazybayeva@almau.edu.kz, *mraisovna@mail.ru

https://orcid.org/0000-0001-7030-7102, ?https://orcid.org/0000-0001-6474-4189,
3https://orcid.org/0000-0003-2373-4165

1Scopus Author ID 57206737813, 2Scopus Author ID 57218923721, 3Scopus Author ID: 55427838300

«University Medical Center» KopmopaTuBTik KOPLIHBIH Be0-Cali THIHBIH
BIHFAIIBUIBIFBIH TEKCEPY: HelipOMapPKeTHHITIK TICIiT

Anoamna:

Maxcamul: 3epTTeyaiH MakcaTbl — JOCTYPJl MapKEeTHHITIK )XOHE MHHOBAIMSUIBIK MapKETHHITIK SiCTepAi,
COHBIH IIIIHIE HEHPOMApKETUHI TEXHOJOTHsIAPhIH KoigaHa oTeIphin, «University Medical Center» BeO-calTBHIHBIH
QINICi3 KAKTapblH aHBIKTay. byn 0i3re HEHpOMapKEeTHHT TACUTIHIH Kap)KBUIBIK PECYpCTapAbl KaHIIATBIKTHI a3 KaXeT
€TETIHIH TYCIHyre MYMKIHIIK TYFbI3aJbl. 3epTTeYy HOTIDKECIH/IE aJblHFAaH KOPBITHIHABIIAP MEH YCHIHBICTap «University
Medical Center» BeO-calTBIHBIH ()yHKIIMOHAJABIFBIH apTTHIPY YIIiH KQXKETTI aKIIapaTTsl Oepei.

Odici: bIHFaWNBUIBIKTEL TEKCEpyAl 3epTTey oficTeMeci peTiHme HeHpOMapKeTHHI oIici MeH cayalHama
konnaneuIbl. 3eprreyne Eye Tracking texmomormsicer meH Emotions Garpmapnamacel maiinanmansuinel. CoHpaii-ax,
cayalHaMa KypacThIPBUIIBI, OJ1 pECIOHAeHTTEpMeH Tracking tanmaybiHa JeiiH jkoHe OJaH KeWiH sKYPTri3iii.

Kopuvimuinodei: Ocbl 3epTTey OapbIChIH/AA KUHAKTAIFAH TOXKIpHOere cyieHe OTHIPBIN, MAPKETHHITIK 3epTTeyiiepre
apajiac ToCUIIIl KOJIIaHy ©Te THIMAI AEreH KOPBITBIHABI )kacayFa Oonanpl. byn ofic mactypui 3epTreyiepre KaparaHnaa
JITipek, Oipak HEHPOMapKETHHTKE KapaFraH/ia ap3aHbIpak.

Tyorcopvimoama: 3epTTey COHBIHIAA WHHOBAIMSUIBIK MAPKCTHUHT, aTan aWTKaHAa HEHPOMAapKETHHI TOCLIIH
KOJIJaHy a3 KapiKbUIBIK PECYypCTapiAbl KaKET €Teil MereH TY)KbIphIMIaMa JKacajabl. 3epTTCy HOTHKeNepi OOWBIHIIA
«University Medical Center» KopropaTuBTik KOpBIH MO3UIIsIIAY OOMBIHINA YCHIHBICTAP JKOHE 3€PTTEY HeTi3iHIe BeO-
caiiTKa YCHIHBICTap Oepimi.

Kinm ce30ep: uubpnanabipy, MEIUIMHAIBIK KHI3METTEP, MEJAUIUHAIBIK OPTAIBIK, BEO-CANT, BIHFANIIBLIBIKTEI
TeKcepy, HeHPOMapKETHHT TACIII, MaiilalaHy bl TOKIpHOeci.
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TecrupoBanue ynoocrsa caiita Kopnopatussoro ¢onaa «University Medical Center»:
HellpOMapKeTHHIOBbIA MOAX0/

Annomayus:

Ilenv: 1lenb nucciaenoBaHUs — BBISIBUTH Clla0ble CTOPOHBI BeO-caliTa « Y HUBEPCUTETCKUN METUITMHCKUHN IICHTPY,
UCIIONb3Ysl KaK TPaJMIUOHHbIE MAPKETUHIOBbIC, TAK U WHHOBALIMOHHBIE MapKETHHIOBBIE METO/IbI, BKIIOUAsl TEXHOJIO-
MU HefpoMapKeTHHra. OTO MO3BOJIUT HAM MOHSITh, B KAKOH CTENEHN HEHPOMAapKETHHIOBBIN MMOJX0] TpeOyeT MeHbIIe
(DMHAHCOBBIX pecypcoB. BBIBOIBI U peKOMEHIALNH, CACTaHHbIC B PE3yJIbTaTe UCCIEJOBAHMS, TO3BOJIAT MOJIY4YUTh He-
o0xonuMyto nHpOpMaNHIo JUIs yiIydlleHus (GyHKIMOHANbHOCTH BeO-caiita «University Medical Center».

Memoowi: B xauecTBe METOMOJIOTHH B HCCIIEIOBAaHUH [03a0MIIMTH-TECTHPOBAHUS OBUIM HMCIOJIB30BaHBI HEHpO-
MapKEeTHHTOBBI MMOJAXOJ W aHKeTHpoBaHHE. B ucciienoBanuu npuMeHeHsl TexHosorus Eye Tracking u mporpamma
Emotions. Taxxke Oblia cocraBleHa aHKeTa, KOTOpas INPOBOAWIACH C PECHOHJIEHTAMH 1O M Tocie aHaiuuza Eye
Tracking.
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Pesynomamor; OCHOBBIBasICH Ha OTMBITE, TTOJMYYEHHOM B XOJE JAHHOW HCCIIEAOBATEIBCKON pabOThI, MOXHO CHe-
JIaTh BBIBOJ, YTO MCIIOJb30BAaHHE CMELIAHHOTO MOJX0Ja K MapKETHHIOBBIM HCCIIECOBAaHUSAM OYEHb d(PEKTUBHO. ITOT
MeToz OoJiee TOUeH, YeM TPaJAHUIOHHBIE HCCIICI0OBAHUS, HO JICIIEeBIIe, YeM HEHPOMapKETHHT.

Buisoowvr: B xoHIIe uccieoBanus ObUT clieNiaH BBIBOJ, YTO MHHOBAIIMOHHBI MapKETHHT, a IMEHHO HCIIOJIb30Ba-
HHE HEHPOMapKETHHIOBOTO MOJX0a TpeOyeT MEeHBIEro KojandecTBa (pMHAHCOBBIX pecypcoB. [lo pesynbraram mccie-
JOBaHMs ObLTH c(OPMYJIMPOBAaHBl PEKOMEHIAIMK TO To3uiuoHuposanuio Koproparusroro ¢onga «University
Medical Center» u 1o Be0-caiiTy, OCHOBaHHBIE Ha Pe3yJIbTaTax MCCIEIOBAHHS.

Kniouegvie cnosea: umbpoBmzaums, MEAWULUHCKHEC YCIyrH, MEIULMHCKHH LEHTp, BeO-caiiT, r03abminTu-
TECTUPOBAaHUE, HEMPOMAPKETUHIOBBII OAXO0A, 0JIb30BATENbCKUH OIBIT.
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