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In the modern world new types of marketing appear, which are actively developing and cause the increment of the effectiveness of traditional marketing tools. The one of them is neuromarketing, which combines scientific and practical platforms of traditional marketing and neuropsychology. Neuromarketing is actively advancing in developed countries, expands the scope of scientific interests, attracts the attention of practicing marketers and psychologists. All this determines the relevance and necessity of research in this area of ​​marketing. However, among the formed scientific opinions there are contradictions and inaccuracies in the disclosure of the essence and features of neuromarketing, which forms the problems of this area of ​​research.

The purpose of the research is to develop a descriptive model of neuromarketing, identify its features, conduct SWOT-analysis, organize research on the use of neuromarketing methods upon purchase of goods, develop recommendations for the introduction of neuromarketing in the Ukrainian scientific space and practical sphere of its usage.

To achieve this goal, the following stages were developed: 
· stages of neuromarketing development were worked out and classified; 
· a descriptive model of neuromarketing was synthesized;

· a comparative analysis of traditional marketing and neuromarketing was conducted;

· advantages and disadvantages of neuromarketing were identified and described; 

· the issue of ethics of neuromarketing research is considered in more detail;

· the possibilities of using neuromarketing technologies in the Ukrainian space were analyzed;

· recommendations for the introduction of neuromarketing in Ukraine are developed.
The work consists of the description of the problem, analysis of recent research and publications, purpose of the work, presentation of the main material, conclusions, list of references. Volume – 16 pages, 4 Figures, 18 References.
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Introduction
The world of modern marketing communications has in its arsenal a fairly powerful selection of methods and applied tools, which allows us to immerse ourselves in the problems of the consumer environment. Work with each individual consumer is carried out through systematic targeting and personalization of his contacts at the level of online and offline communications. At the beginning of the XXI century world marketing science and practice have developed all possible means of attracting the attention of consumers through the main human sense organs [1]. Today advertising messages can be seen, heard, tasted and touched. At the same time, the main purpose of such communication is to introduce customers to certain emotional states that will push them to make purchases. Mostly such advertisers’ actions are unsystematic, that based on the predictions of experts and the results of specialized marketing research. However, today we have methods and tools by means of which the efficiency and predictability of marketing communications can be significantly increased.
The evolution of marketing concepts has almost always been influenced by psychological and neurophysiological thought. The beginning and middle of the twentieth century introduced the basic methods of neuroscience, the last ten years have been characterized by the active development of neuroimaging methods, which laid the foundations of neuromarketing tools [2-6]. So, one of the fairly new types of marketing is neuromarketing, which combines the basics of classical marketing and the basic principles of neuropsychology, i.e. forms a single scientific and practical platform for innovative marketing. Neuromarketing is actively developing in developed countries, expands the scope of scientific interests of scientists, attracts the attention of practicing marketers, psychologists and sociologists.
Problem description 

An analysis of the professional literature on the chosen research topic revealed that, despite the significant amount of theoretical work and the number of applied researches, neuromarketing is a new area that requires the use of expert knowledge and more thorough research to study a particular business problem. It was also found that some theoretical and practical aspects of neuromarketing have not been sufficiently studied, and a full analysis of its strengths and weaknesses, opportunities and threats has not been conducted in order to use it effectively. In addition, the use of neuromarketing is only gaining popularity in Ukraine. This is determined the relevance of the research topic.
Analysis of recent research and publications
Many foreign and domestic scientists have been engaged in research of theoretical issues of neuromarketing, namely: G. Zaltman [2], A. Traindl [3], B. Ooijman, M. Lindstrom [4], D. Lewis [5], R. Dooley [6], J. du Plessis, P. Glimcher [7], R. Solso [8]; M. Borodin [9], I. Astahova [10], О. Kurban, S. Kurban [1],  N. Skrygun [11],  A. Krasilnikov [12], A. Fihun [13], M. Chernova, O. Klepikov [14] and others. However, the analysis of the professional literature on the chosen topic of the work showed that some issues of theoretical and practical orientation require further research.
The purpose of the research 

The purpose of the research is to develop a descriptive model of neuromarketing, identify its features, conduct SWOT-analysis, organize research on the use of neuromarketing methods upon purchasing goods, develop recommendations for the introduction of neuromarketing in the Ukrainian scientific space and practice sphere of its usage.
Main part
The concept of "neuromarketing" has emerged recently in the world economy, but is already of great interest to both marketers and potential consumers. The new way of influencing the market behavior of buyers of goods opens before researchers, specialists, representatives of business entities new promising opportunities to increase the effectiveness of the whole marketing complex and its important communication component. Neuromarketing, as a tool of consumer behavior influence, is gaining more and more popularity among practicing marketers, is becoming a necessary condition for launching successful advertising campaigns, creating and promoting a new innovative product. Neuromarketing research allows to obtain unique primary information about the preferences of the target audience on the characteristics of the product, which together affects the human subconscious in the decision-making process to purchase goods on the market [12].
Examining the scientific literature in the chosen direction, the following stages of the evolutionary development of neuromarketing were identified [2, 15]:
- the end of the XX century - the appearance of ideas for the use of neuroscanning technologies in applied studies of the perception of advertising, but the equipment of that time was imperfect to make the necessary measurements. In the 90's, with the advent of more compact technology (EEG), scientists began to study the change in brain activity in response to various advertising stimuli. In the late 1990s, Harvard professor Gerald Zaltman developed a general neuromarketing technique called the ZMET (Zaltman Metaphor Elicitation Method). Its essence is to recognize the human subconscious with a set of specially selected pictures that evoke a positive emotional response and activate the hidden images-metaphors that stimulate the purchase;
- the beginning of the XXI century - in 2002, Professor Ale Smidts proposed the term "neuromarketing"; the first international conference on neuromarketing research was held in the United States in 2004;
- during 2010-2020 - there is a rapid development of neuroimaging methods abroad, which is associated with the accumulation of a significant amount of knowledge and the huge potential of new research tools.
It is established that the basis of neuromarketing technology is a model according to which more than 90% of human mental activity occurs in the subconscious area, i.e. below the levels of controlled awareness. The concept of neuromarketing is based on the recognition that the potential consumer, first of all perceives the stimuli of the market environment at the level of neurophysiological signals.

The concept of "neuromarketing" in the Great Glossary is interpreted as follows: one of the modern concepts of marketing influence in retail, which is based on the study of consumer psychology, using the technology of "scanning" the brain of potential consumers with the purpose to determine which images the target group responds most actively and relies on the feelings and emotions of customers [16].

Thus, neuromarketing can be defined not only as an innovative direction, but as a new field of marketing research, which studies the sensory, cognitive and emotional responses of consumers to marketing incentives to influence their decision-making process to buy a particular product [17].
Neuromarketing, as an innovative marketing technology, is based on the achievements of neurobiology, neurophysiology, psychology, behavioral economics and, of course, traditional (classical) marketing. This opens up new possibilities not only for determining the consumer's attitude to products, which is characteristic of traditional marketing, but also for the impact on his subconscious. The proposed descriptive model of neuromarketing is presented on Fig. 1.

The main principles of neuromarketing are: influence on consumer behavior by neuroscience methods to form in them a positive perception of supply; use of unexpected, non-standard stimuli of potential consumers; effective use of all human senses as a condition for victory in the struggle for the buyer; use of tools of all types of neuromarketing in conducting neuromarketing research; permanence of the process of studying opinions and stimulating behavioral reactions of consumers.
All this indicates that the introduction of the latest innovative neuromarketing technology in the system of traditional marketing is a relevant and perspective direction of ​​modern domestic enterprises activity.
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NB- neurobiology
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BE - behavioral economics
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Fig. 1.  Descriptive model of neuromarketing
Comparative characteristics of traditional marketing and its new type - neuromarketing is presented on Fig. 2.









Low research costs

Research methods: questionnaire, survey, observation, experiment, interview, content analysis, focus groups

Subjective expert assessment

Traditional marketing

Neuromarketing

High research costs

Research methods: measurement of electrical resistance, monitoring of the cardiovascular system, registration of facial muscle contraction, analysis of evoked potentials, iTracking

Objective formalized assessment
Fig. 2. Comparative characteristics of traditional marketing and neuromarketing
According to the results of studying scientific publications in the field of neuromarketing in accordance with the methodology of SWOT-analysis, both its advantages and disadvantages were identified. The advantages of neuromarketing include such as: more effective study of consumer demands for the impact on the market of individual components of a set of marketing activities, which allows you to quickly obtain information about the benefits of goods; assessment of appearance (packaging design, type of final product, etc.) using biometric tools; high quality of the received information, efficiency of influence of consumer stimuli, lack of subjectivity in researches, clarity of the received data; overcoming a number of barriers in the process of conducting marketing research using traditional methods; increasing the company's profit and increasing the efficiency of promoting the company's brand, its product, provided the use of neuromarketing tools.
As well as advantages, neuromarketing has certain disadvantages: the question of ethics of neuromarketing researches demands additional studying; high cost of neuromarketing research; private results obtained from conducting neuromarketing research on the basis of a small sample do not provide a high level of representativeness; the need to use special medical equipment in the process of neuromarketing research; the need to develop the design of the experiment, processing and analysis of the obtained metrics; there is an urgent need for marketers - highly qualified specialists who have the necessary knowledge and have certain skills in psychiatry and neurophysiology, or vice versa - there is a need for psychiatrists and neurobiologists who focus on applied marketing issues; insufficient attention of scientists to a more detailed study of the problems of disseminating the practical use of methodological tools of neuromarketing.
One of the important weaknesses of neuromarketing is the question of research ethics. This is a problem that needs further study, because new tools for research and new schemes of processing and application of the results appear [10,14]. In fact, firms, companies have gained access to the subconscious of their customers, i.e. the ability to control the decision-making process about a thing or service purchasing. However, due to the ability to observe the brain in high spatio-temporal resolution and receive information about events in it in real time, in the last one and a half to two decades, significantly increased opportunities to understand people's consumer behavior in purchasing decisions.
Today, against the background of a revolutionary breakthrough in neuroscanned technologies, the question of awareness of the possible consequences of uncontrolled application of these methods is more relevant than ever. However, the creation of an effective integrated neuroethical approach both in theory and in practice is significantly delayed. It can be assumed that any attempt to determine the extent and limitations of the use of neuromarketing will currently encounter barriers related to the inability to fully predict the development of neuroscience and social consequences.
As for the main existing ethical problems of neuromarketing today, they include: the omission of the main objectives of the experiment (researchers interfere in the private opinions of the consumer, which he cannot hide, and use them for their own purposes); discrimination of individuals by influencing the psychophysiological vulnerabilities of the consumer; the use of outlying images in advertising or product design that do not correspond to its essence; lack of funds for the organization of supervision and neuromarketing research control [10, 14].
In addition, there is a danger that in the near future a person may be deprived of a reasonable choice, as the emotional component of personal consumer decision-making will be leveled out by experts in the field of neuromarketing. As a result, the potential buyer will not be able to refuse the goods offered to him. Nevertheless, it can be stated that in society recently the level of awareness of the need to accelerate the formation of neuroethics and, consequently, a positive attitude to neuromarketing as an innovative technology of marketing research.
In Ukraine, so far only some elements of neuromarketing technologies are used, in particular: aroma marketing - the smell of sea freshness of the chilled drink "Myrhorodska"; audio marketing - in supermarkets "Silpo", "Kolos"; merchandising - the blue color of the drink "Borjomi" evokes friendly affection, peace and tranquility; political neuromarketing. Smell, melody, color scheme and their combination play an important role in neuromarketing technology to influence the subconscious of consumers and actively interact with them. Methods of political neuromarketing are gradually being introduced, as evidenced by the large number of TV talk shows, which study the peculiarities of the public reaction in the process of discussing political issues. This creates a powerful database of emotional reactions, subconscious priorities of the electorate. Based on these data, politicians can effectively adjust their political speeches, image and slogans [18].
For the scientific purpose of this work, a survey of 105 respondents - students of Kharkiv National University of Radio Electronics, 45.7% of which are men and 54.3% - women aged 17 to 25 years, which give their preferences respectively to such type of product like yogurt.
This segment of the yogurt market is the most loyal to the new products appearance, most prone to the desire to try something new or unusual, better informed about the market opportunities and its range. As part of the questionnaire, respondents were asked to assess the importance of such factors as: a) packaging - plastic, bottled, cardboard; b) taste; c) the smell, when deciding to buy yogurt on a score scale from 1 to 5, where 1 - not important at all, 2 - not important, 3 - important, 4 - quite important, 5 - very important. The results of the study are presented on Fig. 3.
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Fig. 3. The importance of factors in decision-making of yogurt buying 

It was concluded that the most important factor in decision-making of yogurt buying is taste, which is quite obvious. Consumers also pay attention to the smell of the product. For consumers the packaging of the product was she least important factor. It follows that the use of certain neuromarketing methods is an effective way to prompt to the product purchase.

The next part of research was respondents’ poll with closed dichotomous question about whether they know about "neuromarketing". Each respondent could choose one of the possible answers: "yes" or "no". The obtained representations are presented on Fig. 4 as a pie chart. We can see that 63.8% of respondents do not know about "neuromarketing" at all.
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Fig. 4. Pie chart «Awareness of respondents about neuromarketing»
Let's take some responsibility for some statement that the direction of "neuromarketing" is quite new for potential buyers. We also hope that this open the path the way for the development of modern innovative technology in Ukraine - neuromarketing as part of educational, research, experimental and practical activities.

Conclusions
Neuromarketing, as a complex of neuro-techniques, neuromethods and neurotechnologies, is a powerful element by means of which the strong connection between the enterprise and the consumer audience is setting in order to intensify the sale of goods and services. 
The development of neuromarketing means: the formation of a new direction of research in marketing, interesting for the study of human neural activity at the time of goods purchasing; increasing the sample size in several times when conducting neuromarketing research compared to traditional one; ensuring a higher level of adequacy of the received information; study of many people reaction (potential consumers of market products) both in the natural environment and in the laboratory; development of goods that best meet consumer preferences; obtaining primary, exclusive, reliable, relevant, targeted marketing information, the use of which will strengthen the market position of the enterprise in a competitive environment.
Neuromarketing is a new field of marketing research, but in Ukraine only certain elements of neuromarketing are used. Given the widespread use of innovative neuromarketing technologies in the world and according to the results of the study, we recommend popularize this area of ​​science in Ukraine.
Implementation of interdisciplinary science "neuromarketing" in the educational process of student preparation in economics, marketing, psychology and neuroscience will allow to prepare specialist in this field of knowledge. This will provide an opportunity for scientists and employees to further conduct of neuromarketing research in Ukraine and compete in the international market.
Increasing the attention of managers to the conduct of fundamental, exploratory and applied research in the field of neuromarketing in the country will allow to predict the social consequences of the introduction of marketing achievements of neuroscience in the marketing activities of enterprises.
Given the necessary technical base and potential customers, it can be assumed that neuromarketing research can be successful and commercially viable.

The Ukrainian market has significant potential for rapid development, so the number of goods and services offered can also expand significantly. That's when neuromarketing research will be needed more than ever to fight for the consumer, his personal preferences and brand commitment.
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