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AHoTauis. Iluranus HelfpOMapKeTNHTY 0COOMNBO aKTya/IbHi CbOTO/IHI, 3 OI/IANY Ha HEOHO3HAYHICTD IO3UIIII I[OfI0
MO>KIMBOCTi BYKOPUCTAHHA IIbOTO METOAY CTMMY/IIOBaHHA NMPOJAXIB i MifIBUIIEHHA KOHKYPEHTOCIPOMOXHOCTI
npopykuii Ha puHKY. OXapakTepu30BaHO IiAXOAu O CYTHOCTI HelipoMapKeTHHTy. OKpec/lIeHO OCHOBHI NPUHIUIIN
HelfpOMapKeTUHTY Ta Jioro 6a30Bi pisHOBU/Y, 1X 3MICT i BU3HAUEHO IEPCIEKTVBY BUKOPUCTAHHA B YMOBaxX BiT4M3-
HAHOTO PUHKY. BUCBiT/IeHO HM3KY IlepeBar HelIpOMapKeTHHIOBMX JJOCIIPKeHb, 30KpeMa MeTOJ, elleKTpoeHIiedano-
rpadis (EED), dyukijionanpHa MaruiTHo-pesonancHa romorpadis (bMPT), aHanis MiMiYHUX MIKpOBYMPasiB i SHATTA
6i0MeTPUYHNUX TIOKA3HMKIB, MeTOJ| ANITpeKiHTYy.

KniouoBi cnoBa: HelipoMapKeTUHI, HelipOMapKeTHHIOBI METOAM, COLiaTbHO-IICUXO/IOTI4H] iHCTpyMeHTH HelipoMap-
KeTVHTY, MapPKETVHIOBI JOC/II/PKeHHI, IIOBefiHKa CIIOKMBAYiB, MeTOA, ATpeKiHry, enekrpoentedanorpadis (EET),
¢dyHKIiOHa/IbHA MarHiTHO-pe3oHaHCcHa ToMorpadia (PMPT), ananis MiMivHMX MiIKpOBMpa3iB i 3HATTA GioMeTpuy-
HMX [TOKa3HUKIB.
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AnHoTauma. Borpocs! HelpoMapKeTIHIa 0COOEHHO aKTyaIbHbI CETORH, YYUThIBAsA HEOTHO3HAYHOCTD O3UIMIL OT-
HOCHUTE/IbHO BO3MOXKHOCTH MCIIONIb30BAHA JAHHOTO METOfja CTUMY/IMPOBAHMA IPOJAX ¥ OBBIIIEHNA KOHKYPEHTO-
CIOCOOHOCTY MPOAYKLUMY Ha phIHKe. OXapaKTepu30BaHbI IIOAXOAbI K CYI[HOCTU HelfpoMapKeTuHra. OdepueHbl Oc-
HOBHBbIE IIPVHIIMIIBI HeifpOMapKETIHIA 11 ero 6a30Bble Pa3HOBU/THOCTH, MX COfiep>KaHMe U OIIpefie/IeHbl ePCIIeKTHUBbI
UCIIONIb30BaHMsA B YCIOBUSX OT€UeCTBEHHOTO pbIHKA. OTpaXkeH psifj IPEUMYIECTB HeIIPOMapKeTUHIOBBIX MCCTIENO-
BaHMIL, B YaCTHOCTU MeTof anmeKkrposHuedanorpadus (EED), dyHKIMOHaIbHAST MATHUTHO-PE30HAHCHAsI TOMOTPa-
¢us (GMPT), aHamns MUMIYECKIX MUKPOBBIPOKEHWIT 1 CHATIE OMIOMETPUYHMX [IOKa3aTesell, MeTol AMTPeKIHra.
KntoueBble cl0Ba: HelfpoMapKeTHHI, HeIIPOMapKETHHIOBbIE METOJIbI, COLMAIbHO-IICUXO/IOTMIECKIe MHCTPYMEHTBI
HelIpOMapKeTHHTa, MapKeTMHIOBbIE MCCIeOBAHYS, IIOBefieHNe TToTpebuTeneil, MeTos, AIITPEKIHTa, 37IeKTPO3HIIe-
danorpadus (EET), pyHKuMOHANbHAsA MaTHUTHO-pe3oHaHCHas ToMorpadus (GMPT), aHanus MuMmU4eCKMX MUKPO-

BBIPOXEHUIT U CHsTIE 6IOMAaTeMaTIYeCKUX ITOKa3aTeeit.

Dopwmyr: 0; puc.: 0; Tabm.: 0; 6u6.: 10.

Introduction. The application of neuroimaging meth-
ods to product marketing — neuromarketing — has recent-
ly gained considerable popularity. We propose that there
are two main reasons for this trend. First, the possibility
that neuroimaging will become cheaper and faster than
other marketing methods; and second, the hope that neu-
roimaging will provide marketers with information that
is not obtainable through conventional marketing meth-
ods. Although neuroimaging is unlikely to be cheaper
than other tools in the near future, there is growing evi-
dence that it may provide hidden information about the
consumer experience. The most promising application of
neuroimaging methods to marketing may come before a
product is even released — when it is just an idea being
developed [2].

The research analysis and the problems statement.
Neuromarketing combines neurology, neurolinguistics
and modern technology sales. Within a few years, this
technique has covered many sectors of industry. Manip-
ulations of consciousness are used for a long time - big
headlines, obvious benefits, guarantees and calls to action
— it all works. But companies that want to make enormous
profits, are constantly in search of new ways. Today they
learned how to make a profit from the depths of human
consciousness and the subconscious. We do not under-
stand how we do irrational purchases. But the fact remains,
and can be observed practically every day [4].

Opportunities of psychology and neuroscience go far
beyond the scope of academic and becoming more ap-
plied. The fact that people’s minds can be actively and on
scientific grounds influenced has learned not yesterday,
but it has recently observed the full inculcation of neu-
ropsychological research in business.
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It follows the relevance of research od such an issue as
neuromarketing, because its value at the moment can’t be
underestimated. It represents a powerful tool that could
be used both in business and in social projects. Currently
in Ukraine, almost no companies that have engaged in
this kind of marketing, respectively, for the field work in
this direction we are extremely broad, and it is necessary
to use than trying to implement more ideas using these
methods [3].

Today, it is important to discover the basics, methods
and tools in the area, identify trends, problems and its de-
velopment prospects in modern society.

The research result. Neuromarketers use modern
technologies of brain research to find hidden in human’s
subconscious settings and on this basis properly build ad-
vertising campaigns. It turned out, we often make a choice
in favor of a product unconsciously. We think that we are
guided by considerations of cost or objective advantages
of the product. However, the selection process - is a more
complex phenomenon. Among the major neuromarketing
techniques used by both the West, and we [9].

Yes, that such «complex» words operate modern ad-
vertisers. If the first two techniques «scan» and analyze
processes in the brain, the body biometrics captures in-
dicators - the heart, muscles, skin, and also assesses gaze
direction (method Eye tracking). Common method is
EEG: using electrodes attached to the head, the electrical
activity of the brain is recorded at the time of a particu-
lar task (for example, when watching the advertisement).
Then the obtained data is processed, and it becomes clear
what area of the brain has been the most engaged. As the
EEG records electrical activity of the brain directly, the de-
lay between the stimulus (eg, frame in the advertisement)
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and the response of the brain is measured in milliseconds.
But it must be said about the shortcomings. The main dis-
advantage of the method of EEG - low spatial resolution:
it is difficult to identify the source, particular area of brain
activity. But this can be compensated by a combination of
EEG and functional MRI [1].

EEG results were confirmed very quickly as per month
of advertising, which was launched at halftime, Suzuki
sales increased by 150% and Kia only 8%. In general, Kia
has better situation with sales in the U.S. market, but in
this case, Suzuki was able to beat the competition through
proper advertising, because consumer reaction was high-
est in those moments that are decisive. Afterwards this
factor was reinforced with psychological component and
happy coincidence that allowed to present their goods to
whom it is necessary and when it is necessary. A Kia’s miss
was seen after the EEG, as on the most important moment
of advertising video, namely the logo and name of the
product the consumers reaction was too low, his attention
was not focused on it. Impossible to say that Kia did not
receive the customer, but such data can’t be called success-
ful, especially because the advertising also was shown up
during football matches [5].

Eye-tracking technology allows you to track human
gaze direction. Technology allows you to record using
special precision cameras where at any given time a per-
son looks at the screen. Eye-tracker illuminates the face
of the testee by infrared light and takes video of it on mul-
tiple cameras simultaneously. A special program in real
time correlates mutual arrangement of pupils and glare
from the infrared light and determines respondents gaze
direction. All this process is recorded and stored in the
database. During testing such parameters as coordinates
of a point of view, the duration of view, the sequence of
views are recorded. Also carried out video filming of the
respondent that allows you to track his emotional reaction,
comments etc [6].

Studies using eye-tracker helps us learn what people
see, looking at the customer’s materials, and what stays
out of sight, how does the customer’s products look at the
background of competitor’s products. According to in-
ternational practice, to identify key issues in qualitative
research using the technology of eye - tracking you need
from 5 respondents (because tested unconscious reac-
tions, so a small number of respondents provides a quite
adequate results). Quantitative studies are conducted on
groups from 30 respondents. The result of this study is a
report that describes all of the identified positive and nega-
tive aspects of design.

The most popular formats of presenting the results of
the test are card views, heat maps. Records of testing ses-
sion and analytical summary tables are used, usually in
quantitative studies [5].

Today, several companies combine eye-tracking with
EEG measurements of brain activity to monitor feelings of
the respondent, as well as their conscious attention while
watching advertisements, posters, product packaging or
product on the supermarket shelf.

The figure shows the actual brain waves generated
while being revised package design. The main attention
was directed toward the logo on the front of the package,

that can be seen in changes in the amplitude and frequen-
cy of brain.

In 2011, Hyundai has tested a new model of its sports
car. For research were involved 15 men and 15 women
who reviewed car and its separate parts — the bumper,
windshield, tires for an hour. The brains of these people
were scanned using electroencephalography during this
hour. Such a way Hyundai collected information about
what parts of auto were especially liked and caused a reac-
tion in the brain to pay attention to them in their advertis-
ing later [10].

Frito-Lay, owned by PepsiCo, due to neuromarketing
found out what kind of design for packaging potato cr-
sips is the most advantageous. It turned out that the matte
beige bag of crisps with the image of fresh potatoes and
other «healthy» ingredients, in contrast to the bright shiny
packages depicting themselves crisps, it does not provoke
active anterior cingulate cerebral cortex — an area which
produces a sense of shame. Accordingly, consumers buy-
ing the product in the package with this pseudo-healthy
message, feel no remorse [5]

Client companies pay a significant price for neuro-
marketing. In 2010 in the United States to conduct EEG
research for 30 subjects was worth about $50,000, 20 to-
mography tests — about $40,000. But the price can't stop
advertisers: according to analysts more than 30% of the
advertising which is shown on television in prime time
was pre-tested and developed using neuromarketing tech-
niques [7].

Of course, there are skeptics who do not trust the re-
sults of a brain scan and reasonableness of this method,
mainly because of the closeness of research and data pro-
cessing techniques, a small amount of material published
in scientific journals and the very high cost of research.

Conclusion. Finally, we return to the opening ques-
tion: hope or hype? It is too early to tell but, optimists as we
are, we think that there is much that neuromarketing can
contribute to the interface between people and businesses
and in doing so foster a more human-compatible design
of the products around us. At the same time, neuromar-
keting as an enterprise runs the risk of quickly becoming
yesterday’s fad.

Considering the effectiveness of this type marketing,
it would be expedient to implement basic principles of
neuromarketing in the practice of each company, which
would contribute to their development, and economic de-
velopment in general, as would be increased sales, trade,
monetary circulation, etc. Consequently functioning of
the entire economic system would be improved.

In view of the relatively high cost of such research, I
believe that it’s possible to offer to companies engaged in
such research, and a separate major corporations to make
a one-time investment in the purchase of MRI equipment,
but not exclusively for its operations but for hospitals that
also require such equipment. The idea is that such an in-
vestment will benefit both a business investor and society.
Thus companies will show a very clear example of corpo-
rate social responsibility.

The problem is that the cost of the equipment is meas-
ured in millions of dollars, and sometimes tens of millions.
Equipment itself is reliable, but is not durable. Far not each
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hospital can afford such expenses, so the number of de-
vices is limited, but there are many people who need this
survey.

Allow quite rapid payback for such a purchase, because
it will make a profit due to increased product sales.

However, I repeat that it is the most suitable invest-
ment for corporations with a powerful manufacture, for
example, the same Kia and Suzuki would return to itself
the invested money quite quickly, since the prices of their
goods are high enough. Besides it is possible to transfer a
part of the cost of MRI equipment to the cost of goods that
will also accelerate a refund.

Focusing on the possible socially responsible compo-
nent of neuromarketing and its resources would be ben-
eficial direction of all known techniques of research and
impact on the consumer’s subconscious, to solve social
problems. In particular on the development of posters,
billboards, videos, etc, after conducting research before
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