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ETHICS AND NEUROMARKETING
ETUKA TA HENPOMAPKETWVIHI

Latest development of neuroscience and neurobiology is opening the opportunities for the com-
panies and scientist to better understand the future customer. This work shows the analysis results of
international approach to ethics issues in neuromarketing. This article is based on the expert works of
European and American pioneers in combination of marketing and neuroscience. Neuromarketing is a
new concept for understanding the customer behavior and decisions, mostly which are dictated by the
subconscious. First, from an ethical point of view, it is necessary to ensure that neuromarketing does
not harm or exploit anyone.. Anyone who has ever taken part in a clinical trial or baseline experiment
knows how many documents are going well before the start of the study — all in the interests of safe
participation in the study. The main uncertainty is that customer couldn’t really determine which infor-
mation he or she shares during the research, due to lack of knowledge.

Key words: neuromarketing, neuroscience, technology, innovations, customer behavior, ethical
issues, cognitive interest.

OcTaHHi po3pobkM B ranysi HeMpoHaykn Ta Henpobionorii BiAKpUBaKOTb MOXINMBOCTI ANA KoMmna-
Hil Ta BYUEHMX Kpallle 3p03yMiTh MaribyTHbOro KnieHTa. Y Uih poboTi NpeacTaBneHi pe3ynbTaTt aHanisy
Mi>KHapOAHOro MiAXoAy A0 NMUTaHb eTUKW Y HeMpoMapKeTuHry. Lla ctatTA 3acHoBaHa Ha eKCMepTHUX
poboTax €BPOMENCbKMX Ta aMepMKaHCbKMX MEepLUOBIAKPMBaAYIB y ranysi KOMOiHyBaHHA MapKeTUHIY
Ta Heunpobionorii. KnoyoBoto iaeeto 6yno BU3HAYNTK, AKI HANBINbLIi eTUYHI NUTaHHA NMOB'A3aHi 3 Ui€to
TexHonorien. HempomapKeTuHr - Le HoBa KOHLeNLUiA AnA po3yMiHHA NOBEAIHKWN Ta pilleHb ManbyTHIX
KMieHTIB, AKi 34e6inblOro NPoAMKTOBaHI niacBigoMicTio. JocniaAHNKN HEMPOMapPKETUMHIY BUKOPUCTOBY-
IOTb PIBHOMAHITHI METOAM, AK HENPAMI, TaK i MPAMI, ANA OUIHKN HEBPONOriYHNX hakTopiB, AKi Kopento-
I0Tb yBary Ta 30ymkeHHA. Ha noBeadiHKy knieHTa nig yac KyniBni ToBapiB Ta NOCNYr MOXYTb BNnvMBaTu
6araTo hakTopiB, BKIOYalOUYM peknamy, Lo MiCTUTb NOTiYHO NepPeKOHNMNBY iHhopMmauito, abo peknamy,
B AKil BUKOPUCTOBYOTbCA 306 pa>KeHHA Ta TEKCT, AKI MOXYTb 3MIHWUTW NOBEAIHKY Ha NiACBIAOMOMY PiBHi.
MNMo-neple, 3 eTUYHOI TOUYKM 30py HEOBXiIAHO MEepPeKoHaTUCA, WO HENPOMAPKETUHT HIKOMY He 3aBaae
LIKOAW Ta He eKcnnyaTye Hikoro. 3BMYaiHO AOCHiAXKEHHA BMMVBAE Ha CNoXMBadiB i cyb'ekTiB, AKi €
4YaCTUHOIO HEVPOMAapPKETUHIOBUX EKCNEPUMEHTIB, ane He 060B'A3KOBO LLO LEN BNNMB € HEFATUBHUNA.
KoxxeH, xTo konu-Hebyab 6paB yyacTb y KNiHIYHOMY BUNpo6yBaHHI abo 6a30BOMY eKCNepMMEHTI, 3HaE,
CKiNnbKn AOKYMeHTiB Tpeba onpautoBaTi 3a40Bro 0 No4aTky AOCNIAKEHHA — BCe B iHTepecax 6e3neyHoi
yyacTi B gocnigkeHHi. [Npn BUKopucTtaHHi HEMPOBIONOriYyHMX METOAIB | OTPMMaHHA iHdopmaLii 6eano-
cepeaHbo 3 MO3KY MOTEHUINHUX CNoXMBadiB 3 METOIO ONTUMI3aLii MapKeTUHIOBOI AiANbHOCTI BaXKNNBO
[OTPMMYBaTUCA NEBHUX ETUYHMX NpuHUMNiB. Yeped 6pak 3HaHb y BCiX y4aCHWKIB AOCMiAXeHb OCHOBHA
HEBM3HAYEHICTb NOMArae B TOMY, WO KITIEHT HE MOXe TOYHO 3PO3YyMiTh, AKOK iHhpopMmauieto BiH abo
BOHa AiNNTbCA MiA Yac pocnimkeHHA. binbwe Toro, cy6’ekT AOCNiAKEHHA Mir nMiaAcBiAOMO HagaTu cakT,
AKNIM BiH abo BoHa Boninu 6 npuxoBatn. Came ocTaHHI hakTop i BUKNNKAE ANCKYCIi cepen eKkcnepTis,
HayKOBLIB Ta NpaBO3axMCHUKIB.

KniouoBi cnoBa: HelMpoMapKeTUHr, Henpobionoria, TeXHoNOorii, iHHOBaLii, NoBeAiHKa KIEHTIB, eTUYHI
NUTaHHA, KOTHITUBHWI iHTEpec.

MNocnenHne pa3paboTky B 06nacTv HEMPOHayKN U HEMPOBMONOrMN OTKPbIBAOT BO3MOXXHOCTW AnA
KOMMaHWUI N y4eHblX Nnydlle NoHATb 6yayllero knneHTa. B paHHol pa6oTe npeacTaBneHbl pe3ynbraTthl
aHanusa MexxayHapoaHOro Noaxoja K Bonpocam 3TUKM B HEMPOMapKeTUHre. 3Ta cTaTbA OCHOBaHa Ha
9KCMepTHbIX paboTax eBPOMENCKNX N aMepUKaHCKMX MepBOOTKpPbIBaTENENn B 06nacTn MapkeTuHra u
Helripobuonornn. HelipoMmapKkeTHr — 3TO HOBaA KOHUENUMA ANA NMOHUMaHWA NOBEAEHNA N PELLUEHUN
KMVEHTOB, KOTopble Mo Gonbllen YacT NPOAMKTOBaHbI NOACO3HaHMEM. Ha npevmyliecTBa nokynku
TOBapOB WM yCnyr MOryT BnNvMATb MHOrMe hakTopbl, BKIOYaA peknamy, codeprkallyto normyeckm ybe-
ONTENbHYIO MHOPMaUMIo, UM peknamMy, B KOTOPOW MUCMonb3yloTcA M306pa)keHnA UM TeKcT, KOoTo-
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pble MOryT M3MEHWTb NOBeAeHMe Ha NOACO3HaTeNlbHOM YpoBHe. Bo-nepBbiX, ¢ 3TMYecKol ToUYKM 3pe-
HUA Heobxoanmo y6eamnTbcA, YTO HEMPOMAPKETMHI HUKOMY He NPUYMHAET Bpeaa 1 He aKcnyaTupyer.
OcHoOBHaA BCTPEBOXXEHHOCTb 3aKNtoYaeTcA B TOM, YTO MOKynaTenb He MOXEeT AeNCTBUTENBHO onpeae-
NNTb, KaKoW NHpopMaLmel OH U OHa AenATCA BO BpeMsa UccnenoBaHuA.

KntoueBbie cnoBa: HelipoMapKeTVHT, HEMPOBMONOrna, TEXHONOMMM, NHHOBALUUW, NMOBEAEHWE KINNEeH-

TOB, 3TN4eCcKme BoNnpocChl, KOTHUTUBHbIN NHTEpeEcC.

The main problem is the lack of understanding
by all parties, which are involved in neuromarketing
research. Moreover, as neuromarketing is a new
science it also has no clear regulations from both
ethical and legal perspective, which is a big raising
concern for a society as a whole.

Literature review. Neuromarketing is a
subsection of neuroeconomics. It also describes
a very young, interdisciplinary research direc-
tion which, based on an inductive approach,
integrates and links findings and processes from
neurosciences, cognitive science, and market
research in the context of marketing-relevant
topics [2].

Astheresultneuromarketing opensapossibility
for companies and researchers to use all spectrum
of human perception. The first opportunity to use
neuroscience is for understanding the personal
traits and implications for consumer behavior.

lencaand Andorno [7] analyze the effectiveness
of the use of neurotechnology in the advertising
industry:

— determining the intentions of consumers
when ordering goods and services on the Internet
by decoding information about the brain activity
of consumers [5];

— determining the information received by
consumers by scanning the brain when re-viewing
the information [18];

— identification of political views when
analyzing the differences in brain activity of
various supporters of political forces using fMRI
scanning [17];

— identification of differences in consumer
behavior of men and women using the analysis
of brain activity and functional differences in the
brains of men and women [1].

One of the neuromarketing implication is the
measurement of brain activity. The particular
advantage of analyzing of electrical brain activity
is that potential customer couldn’t control the
results of test or fake them. The reason why many
of marketing research fails is moral prejudice
which leads to misunderstanding of conductor
and researcher. Neuromarketing is relatively new
field of science that is why standards for them are
not clear. Cook and colleagues used EEG in order
to prove that source localization can be useful in
marketing field. They showed advertisements
which were scanned from their original print

format and shown during the experiment. With
the help of EEG technology, they were able to
surface electrical activity across all brain regions
and determine which of them are more effected.
Using source-localized EEG technology, Cook
and colleagues showed that logically compelling
advertisements elicit consistently higher activity
specific to the orbitofrontal, anterior cingulate
gyrus, amygdala, and hippocampus, compared to
messages that don’t need conscious distinction.
In fact, it means that data proves the differences in
regional brain processing of real-world advertising
images, depending on whether the images appeal
to rational, logical functions or to nonrational,
emotionally valanced functions [3]. EEG is totally
safe for people, so the biggest ethical concern is
usage this technology as an idea.

Second category based on the scanning of
metabolic processes induced by changes in
neural activity [14]. The two techniques receiving
the most attention are positron emission tomog-
raphy (PET) and functional magnetic resonance
imaging (fMRI) which measure several of these
physiological functions, including changes in
metabolism and metabolic by products, blood
flow, blood volume and blood oxygenation [9].
In fact, with the help of the screening the activity
and energy consumptions in different parts and
local expansion of blood vessels and, conse-
quently, a change in regional cerebral blood flow.

Neuromarketing researchers have used a
variety of methods, both indirect and direct, to
assess neurological correlates of attention and
arousal. Although slightly different, attention and
excitement have a similar appeal to marketers,
who primarily seek to inform consumers about
the existence of a particular product or brand.
Research in this area can be useful in studying
contextual variables that either contribute to or
impede attention / impairment. For example,
different ways of presenting in the media
(eg, print, radio, television, Internet) may be
based on different combinations of neurological
processes (eg, affective, cognitive) to increase
or decrease arousal / awareness. Comparing
and contrasting neural responses (eg, brainwave
activity, brain functionality) to different types of
media can also provide a huge understanding to
advertisers seeking to determine whether to list
ads for one type of media for use with another
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type. Finally, cross-cultural comparisons are
also needed to better understand how attention
and arousal differ as a result of environmental
influences [20].

Neuromarketing as a science is criticized
by human rights activists. The main criticism
focuses on unethical research methods, unethical
forecasting of consumer choices, unethical use
of technology and manipulation of consumers.
However, in recent years the number of studies
in the field of neurobiology is growing. However,
neuromarketing is most often associated with
ethical hazards that are unrealistic [19]. On the
other hand, neurology can violate clients' perso-
nal boundaries and affect their subconscious.
Therefore, many experts insist on the division
of ethics of neurobiology into ethics of science
(consumer neurobiology) and ethics of practice
(neuromarketing) [3]. Buying becomes unfair in
the eyes of some experts. A study by Sacred Heart
University found that the use of neuromarketing
by commercial organizations was considered
unethical, while the rejection of neuromarketing
was considered an ethical art [8].

Christian Ducu determined that one of the main
questions to take into account is neuromarketing
in a totally new, broader field, or just a different
perspective for the same, and therefore only a
marketing unit or another discipline. There are
authors who view neuromarketing as a kind of new
interdisciplinary, but, nevertheless, independent
sphere, since with help of neuroscience it is
connected not with the economic behavior of a
person as such, but about the internal mechanism
that determines economic behavior. By examining
brain activity, a neuropathologist is trying to
explain why customer prefer one over the otherin
front of a store shelf, for example. The declaration
uses information obtained using neuroimaging
techniques and/or biometric measurements, that
is, without mediation, and it differs from classical
marketing research, in which the investigation
included either direct contact with the research
object or observation of behavior [20].

For Pop et al. neuromarketing emerged from
neuroeconomics and gained momentum until
it became an independent science. This statute
should not only provide an autonomy concerning
its subject and tools, but also come with some
specific ethical issues [15].

As the result of ongoing concern with
neuroscience implementation in  marketing
NMSBA code was presented. The core principles
of code are:

— Neuromarketing researchers shall comply
with the highest research standards enforced
in their respective countries and use accepted
scientific principles.
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— Neuromarketing Researchers shall not
act in any way that could negatively impact the
reputation and the integrity of the Neuromarketing
research profession.

— Neuromarketing findings shall be delivered
to clients without exaggerating or misrepresenting
the neuromarketing insights beyond what is
scientifically accepted [12].

Nevertheless, many experts are highlighting
the positive aspects of neuromarketing appli-
cation. Ducu offers an example of research of
medical association that finds a connection
in the alcohol abuse in South Dakota with the
increased quantity of car accidents. Experts rise
the question whether it would be unethical to start
an advertising campaign that will be based on
neuromarketing insights and the main goal of it
will be reduction the level of alcohol consumption.
The controversial part here is that the goal of the
advertising campaign is sure enough a good one,
but does it really fits in a moral evaluation. It is not
hidden fact that in this situation you could apply
phrase “the end justifies the means”. Yet this
doesn't pass the ethical test because the campaign
itself would involve pervasive techniques that
eliminate any level of consumer autonomy.
It would be interpreted by some as a paternalstic
method of dealing with a social problem by
addressing individual behaviour [20].

Hensel and colleagues pointed out the
ethical problems due to the non-separability of
academic consumer neuroscience and applied
neuromarketing. They determined that academics
and industry cooperation is crucial, because it
opens the possibility to learn from both sides
in order to share the knowledge, especially in
ethical questions [6]. One comprehensive code
of ethics must cover both worlds. Implementing
a guideline to the standards of scientists and the
specific characteristics of different tools will avoid
ethical problems in the future. This will reduce
the likelihood of ethically incorrect research and
increase confidence in the field of neuromarketing.
The merger of the two areas will increase
public confidence in neuromarketing tools and
research [22]. Harvard Professor Karmakar,
exhort companies to look for employees,
who have adequate and skeptical respect for
neuroscience. Moreover, to start the project with
scientists or with the respective advisory border,
which gives an opportunity to maintain arising
concerns. Karmakar clarified that neuroscience
is not determining the direction of company
development but could help to understand it [11].

According to Nansi Lungu, the situation when
the power of prediction will hinder with the
preservation of our private data and worth must
be radically avoided. It means that this is not a
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decision that could be made in advance, but only
later with taking into account the experience.
At this stage, we need to know how strong our
predictions are, and then understand the practical
mechanisms for confirming our evolution. If
person understand how far we can predict, then
you could also assume how practical verification
mechanisms manifest themselves in how
predictions are made [10].

Study of Pop and colleagues showed that all
three stakeholder categories of neuromarketing
research (companies which offers the research,
companies which could potentially benefit
from them and advertisement companies) have
lack of knowledge of ethical education, which
proved the concept that unitary code of ethics
for all neuromarketing studies is essential for
all the stakeholders involved in a business
relationship [15].

The research objective is to determine the main
ethical concerns which relate to neuromarketing
and how they are regulated in the world based
on literature overview of European and American
experts in this area.

Research and discussion. Neurotechnology
regulation for advertising industry in Ukraine is
missed. In fact, it means that neuromarketing
is not permitted but on the same time is still
prohibited [13]. Controversial sights on new
technology in different countries and by different
experts determines that this sphere couldn’t exist
without check and balances policies. It is assumed
that neuromarketing increases efficiency of in
ads, promotions or in merchandising. Moreover,
such technologies are widely used by alcohol,
tobacco, casinos, and political advertising
companies, which in reality could be dangerous
for society as a whole. Neuromarketing could
be easily implemented in both offline and online
businesses.

Until recently, researchers had to rely
only on what buyers themselves would tell
them about a particular marketing message
(through questionnaires, polls, focus groups,
interviews, etc.). It was believed that humans
were able to describe and predict their own
cognitive processes. Analyzing brain responses
provides a more objective insight into consumer
behavior. Research data can help reduce risks
when launching new products or implementing
major changes that can affect the perception of
the entire brand. At a tactical level, companies
can improve their audience segmentation and
personalize their marketing and sales experience.
The ethical problem is complex, considering not
only the confidentiality of personal information,
but also the mentality, national and religious
characteristics of the respondents participating in
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the neurotechnological research. It is not hidden
fact that, the respondents participating in such
studies agree to use the information obtained
during the experiment, on the other hand,
advertising and marketing companies can use the
obtained data for their own purposes. Therefore,
in this regard, restrictions may be imposed on
the use of the information received. To ensure
that respondents' confidential data is treated
ethically, it is possible to establish legal liability for
marketing companies and their employees who
use the data for their own purposes.

Neuromarketing, as  other parts of
neuromarketing, is paying more attention to
understand the willingness to pay of the customer.
In order to do reach this goal neuromarketing
analyze with help of neuroscience:

— attention;

— emotions;

— cognitive interest;

— memory;

— motivation.

If some technology opens the borders to
customer behavior it is logical that human rights
activists rise up such questions:

— How manipulative is neuromarketing?

— How far can subconscious marketing go?

— Who is responsible for the exchange and
use of the received data?

— Where is the line between which data can be
used and which cannot?

— How date could be kept confidential if the
customer doesn’t control it?

As an example, neuroscience opens an
opportunity for companies to observe attention
of the customer. It is important to understand
what your consumer sees and what stays in focus.
That is, you can actually see your product or
service through the eyes of a potential consumer.
With Eye-Tracking technology, you can see what
the customer is really focusing on. During this
experiment, the device analyzes the movement
of the eyes. The practical application of this
method opens up new opportunities to see what
the consumer is concentrating on in the store,
during advertising, how he reacts, what he sees
and whether it is possible to see anything on the
external sign. In fact, the new technology opens the
key to understanding what exactly the customer
ignores and what is most important to him. In other
words, the visual attention of man is deciphered.
Eye-tracking is extremely useful for companies,
on the contrary, subject of research not fully
control the movement of eyes. Here the first main
consideration arises. Your privacy is in danger,
because potential customer shares the information,
which is produced unintentionally, hence, in the
eyes of many experts, usage of it unethical.

BUITYCK Ne 5(85), 2021
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It is true that the NMBSA Code, though
called “The Code of Ethics for the Application of
NeuroscienceinBusiness”, doesnotregulatethese
two major issues: the autonomy of the consumer
and the fair competition. In reality the main focus
is not on the applications of business, but on
the methods of the neuromarketing research.
Nevertheless, with the help of NMBSA Code now
integrity, transparency, privacy, participant rights
and publication of neuromarketing research are
clarified. Therefore, all participants of the research
have possibility to withdraw from research at any
period of time. Furthermore, new regulations
offer the subject of neuromarketing research a
security of nonbeing harmed or stressed as the
result of their participations in research with help
of neuroscience technology. The potential of
neuromarketing can only be realized if confidence
in the industry grows, and this strongly correlates
with ethically correct behavior when using
neuromarketing tools. Moreover, the ethical
problems should be solved not only from global
perspective, but also to the properties of different
specific tools [21].

The other point, which is constantly
discussed in the world community is the usage
of neuromarketing for non-profit organizations. It
is important to mention, because neuroscience
technology could be possibly used in a fight
against issues like increasing smoking, drug or
alcohol addiction. Will we take into consideration
ethical issues of research, knowing that it
reduces the level of AIDS/HIV? As the result
Jason Flores with colleagues separated NPOs
in their study from For-profit and not clarified
neuromarketing applying for them as unethical
[8]. Many people believed that from an ethical
standpoint the antitobacco warnings is a life
saver and if there is at least one opportunity
that can be done to support this initiative it
should be done. Furthermore, neuromarketing
applications giving us access to understand the
smokers reactions and how they are connected
to real-world approach is curious from science
perspective, but also opens a new opportunity
to take a look on current knowledge and thus,
through this noble cause, support more reliable
and meaningful data [20]. There is, of course,
no denying the fact that allowing neuroscience
technologies only for nonprofit organizations
would leads to raising concern and inequality
within the industry.

Quite recently, considerable attention has been
paid to determination whether neuromarketing is
justanew approach of marketing or aseparate area
which requires much stricter control. In reality,
overpowering of neuroscience in marketing
is overestimated and criticized mostly due to
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pushing customer for purchase or to change the
customer behavior.

Some experts consider the way to make
the process more transparent and to increase
responsibility of companies, which are conducting
neuromarketing research or use their results.
There is not enough public attention on this
question. Therefore, the perception correctness of
using such technologies is often wrong. In order
to achieve this goal companies which provides
such type of service should state publicly which
tools, approaches, neurosciences methods and
technologies they are applying. The best solution
is providing not only promotions, but also the
scientific based clarification on approaches, their
consequences, and ethical concerns. Moreover,
such information should be based on appropriate
literature which is available and proved by reliable
experts. It is true that many neuromarketing
companies sell their service as a trade secret,
which is poorly clarified to industry and based
on successful implementation in other cases.
Thus, it is impossible to determine the quality
and validity of any particular proposed approach
from the words of those who propose. Trettel
and colleagues clarified the consequence of
such approach as “the claims of the neuromarke-
ting companies cannot be checked seriously
from a third party, since the science behind
such approach is not revealed overtly” [21].
Neuromarketing is seemed to be untransparent
for most of the service recipients, as the result it
leads to misunderstanding, which in the end of
the day leads to raising ethical concerns.

Conclusion. Neuromarketing as all other
research science should have clear and realistic
regulation which will take into account all
stakeholder of the research. The situation in the
world at this point is still changing, customers are
not really understanding what does it mean and
whichinformationthey are sharing during the study.
Simultaneously, neuromarketing companies is
trying to sell their service as a secret, but incredibly
efficient, while companies as always trying to find
the best way to predict customer behavior. Ethical
issues which were discussed in this paper are
applicable to a classical marketing itself also. The
point which still unclear and needs the discussion
on international level is the idea of determination of
the neuromarketing as a separate science or as a
subgroup of other. Literature research showed that
scientists are hesitate over this issue. Nevertheless,
plenty of countries and organizations started an
implementation of research standards in order to
solve problem of data privacy, misinformation of
customers, legal consequences of using forbid-
den data and the human rights violation during
neuromarketing research.
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| am considering that point of view, that
implementing  neuroscience in  marketing
research has much more positive consequences.
As it was discussed in the paper with the help of
neuromarketing, non-profit organizations and
governments could implement more efficient
social programs, which at the end of the day leads
to saving millions of lives. It is true that political
companies could use technology in order to
influence the potential voters decision. Therefore,
in my opinion, using of tools analyzing electrical
activity in human mind should be regulated much
stricter than eye-tracking for example. Literature
review showed that lack of experience and
information are the reasons for rising uncertainty
in using of neuromarketing. Nevertheless, with
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the research subject possibility to withdraw at
any time of the research or opportunity to prohibit
sharing the results of study the significant ethical
issue of sharing unwanted information is solved.

To sum up, | would say that neuromarketing
is the new era in our lives, which as all other
technologies has its own pros and cons.
Undoubtedly, it will help to understand customer
behavior better and improves the system of
selling goods and services. Nevertheless, with the
appropriate legislative framework the situation of
data leakages and overpowering the companies
would be avoided. Human rights activists,
scientists and marketers should gather in order to
clarify all uncertainties, which gives an opportunity
to fair use an outstanding technology.
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