4. YTBepKAeHUE U BOIUIOLICHUE B )KM3Hb MAPKETUHTOBBIX ITPOTrPaAMM.

B cBoto ouepenp, K THIIHYHBIM OIIMOKAM, KOTOPbIE AOMYCKAOT MPEANPUATHS MOKHO
OTHECTH: cialasi OpUEHTUPOBAHHOCTh HAa KJIMEHTA, HEAPPEKTUBHO OOHAPYKUBAET CBOUX
COIIEPHUKOB U IUI0XO MOHUTOPUT UX JIEATEIBHOCTD, HE UIIET HOBBIX IEPCIIEKTUB PA3BUTH,
HE @pujaraer ycwiuid Juisi (OpMUPOBAaHUS CUJIBHOTO OpeHIa, HE HCHOJB3YET IO
MaKCUMYMY BO3MOXXHOCTH COBPEMEHHBIX TEXHOJIOTHM.

Taxum oOpa3om, pu NpeaenbHON aBTOMAaTU3alMM CUCTEMBI PO OOJIBIIOE YUCIIO
MOBCEIHEBHBIX MApPKETUHTOBBIX BBIKJIAJIOK MOXKET OCYIIECTBIATHCS HE pabOTHUKAMU
(bup™mBbI, a IPOrpaMMHBIMU CpeACTBaMH. Takol BapuaHT ATaeT BO3MOKHBIM ONITUMU3AIIHIO
ATUX PELICHUI U MOMOTAEeT CEPhE3HO CIKOHOMUTH paboyee BpeMsi.
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NEUROMARKETING AND THE FUTURE OF ADVERTISING:
PREDICTIONS AND OPPORTUNITIES

Tyiingeme. Heiliponorus MeH MapKeTUHITI OIpIKTIpETIH HEMPOMAPKETHUHT cajlachl
KApKBIH/IBI TaMBITI KeJe i KoHE TYTHIHYIIBUIAPABIH MiHE3-KYJIKBIH TYCIHY JKOHE ocep €Ty
KOJIBIHIA TOHKEpIC *kacay MYyMKiHAIriHe ue. Mujiel OeiiHeney, Ke3al Oakbuiay >KOHE
anektposHuedanorpabus (O3I') CHAKTBI HEUPOMAPKETHUHT OJICTEPl MHUJIBIH Kajal
OHJICUTIHI )KOHE MAapKETUHITIK XadapiaMaiapra xayan OepeTiHi Typaibl KYH/bl TYCIHIKTED
Oepeni. JKakbIHa )Kypri3uireH 3epTTeysep SMOIMOHAIBIK aleIsIUsIap MEH dJIEYMETTIK
oceplepaiH YTHIMABI INaFrbIMIap MEH KEeKe ocepiepre KaparaHAa TYTHIHYIIBUIAPIbIH
Ha3apblH ayAapy *KOHE MiHE3-KYWIBIKTHI BIHTAIAHIBIPY YIIIH THIMJIPEK €KEeHIH KOPCETTI.
CoHbIMEH KaTap, HEUPOMAPKETUHTTIH KEKEJICHAIPUITeH XKapHaMalblK Xaldapiamaiapibl
’Kacayna, SKapHaMaiblK xabapiamamap MeH GopMaTTapAblH OpPTYpJl  TYpJIEepiHIH
TUIMIUTITIH enmmeyne, coHmaii-ak VR xonme AR Ttoxipubenepin xacayna oJieyerTi
KonganOanap Oap. JlereHMeH, TYTHIHYIIBIIAPABIH Oenrii Oip TONTaphlH BIKTUMAN aiia-
[Iaprbl JKacay >KOHE KEMCITY CHSAKTBI ATHKAIBIK OWJIApAbl €CKepy KakeT. bysn Kymbic
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HEWPOMAPKETUHTTIK 3epPTTEYJEPIH Ka3ipri KaFdailblH 3epTTeyre, OOJaiaKkTarbl 9JIeyeTTl
KOCBIMILIAJIap/Abl TaJKbUIayFa >KOHE €eCKEepUIyl THIC DSTHKAJBIK OWJIApJbl 3€pTTEeyre
OarpITTaJIFaH.

Pe3tome. OOnacTe HEHpPOMAapKETHHra, KOTOpas codeTaeT B ceOe HeWpoHayKy u
MAapKCTHUHT, 6I>ICTp0 Pa3BUBACTCA U MOXKCT PCBOJIIOOMOHU3UPOBATL TO, KaK MbI IIOHUMACM
U BIJIHWACM Ha IIOBECIACHUC HOTpC6HT€JICﬁ. MCTOI[LI HCﬁpOMapKCTHHFa, TaKH€ KakK
BU3YyaJIu3allksl MO3ra, OTCIEKHUBaHWE B3TJsAga U 3ekTposHuedanorpapus (3317) gator
HEHHYI0O MHPOPMAIUIO O TOM, KaK MO3T 00pabaThiBaeT W pearupyer Ha MapKETUHTOBBIC
COO6H1€HI/I}I. HeI[aBHI/Ie HCCIICIOBAHUA IIOKa3aJikd, 4YTO OMOIMWOHAJIbHBIC IIPHU3BIBbBI H
couuanbHoe BIUsSHUE Oosiee 3((HEKTHUBHO MPHUBIECKAIOT BHUMAaHUE MOTpeOUTENed U
CTUMYJIMPYIOT IIOBCACHHUC, YCM pPaAlOMOHAJIbHBIC BbICKA3bIBAHUA W HWHAWBUAYAJIbHOC
BIINAHHAC. KpOMC TOrOo, y HeﬁpOMapKeTHHFa CCTb INOTCHUHAJIBHBIC IIPUIOKCHUA IS
CO3/IaHUS TIEPCOHATU3UPOBAHHBIX PEKJIAMHBIX COOOIIEHUH, U3MepeHus 3PPEKTUBHOCTH
Pa3jIN4YHbIX THUIIOB PCKIAMHBIX COO6H16HI/Iﬁ nu @OpMaTOB, a TakKKE CO34aHUA
3aXBaThIBAIONIMX BIieyaTyieHui oT BupTyainbHoil (VR) u nononnenHoi (AR) peanbHOCTH.
OI[HaKO H€06XOI[I/IMO YUUTBIBATb 3THYCCKUC COO6pa)KeHI/I}I, TaKHUE€ KaK ITOTCHIIMAJIBHOC
MAaHUITYJIUPOBAHNUC U NUCKPHUMHUHAIIUA OIIPCACICHHBIX I'PYIIII HOTpC6PIT€JICI?I. DTta cTaThsi
HaIIpaBJICHA Ha HN3yUCHUC TCKYLICTO COCTOAHUA I/ICCJIGI[OBaHI/Iﬁ B obiacTu
HEHPOMAapKEeTHHra, OOCY)XJICHHE BO3MOXHBIX OyAYIIUX TPUIOKEHUM U HU3yYEHUE
3THYECCKUX COO6pa}KeHI/If/'I, KOTOPLBIC HGO6XOI[I/IMO YUUTHIBATh.

Summary. The field of neuromarketing, which combines neuroscience and
marketing, is rapidly evolving and has the potential to revolutionize the way we understand
and influence consumer behavior. Neuromarketing techniques such as brain imaging, eye
tracking, and electroencephalography (EEG) provide valuable insights into how the brain
processes and response to marketing messages. Recent research has shown that emotional
appeals and social influence are more effective at capturing consumer attention and driving
behavior than rational appeals and individual influence. Additionally, neuromarketing has
potential applications in creating personalized advertising messages, measuring the
effectiveness of different types of advertising messages and formats, and creating immersive
VR and AR experiences. However, ethical considerations such as potential manipulation
and discrimination of certain groups of consumers must be taken into account. This paper
aims to examine the current state of neuromarketing research, discuss potential future
applications, and explore the ethical considerations that must be taken into account.

Introduction

Neuromarketing is an emerging field that combines neuroscience and marketing to
better understand consumer behavior. By using techniques such as brain imaging, eye
tracking, and electroencephalography (EEG), neuromarketing researchers are able to gain
insights into how the brain processes and responds to marketing messages. In the context of
Kazakhstan, the field of neuromarketing is still in its infancy but has the potential to provide
valuable insights into the specific consumer behavior and preferences of the Kazakh market.
As the field continues to evolve, it is important to consider the potential implications and
opportunities that neuromarketing may have for the future of advertising in Kazakhstan.
This research paper will examine the current state of neuromarketing research, discuss
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potential future applications, and explore the ethical considerations that must be taken into
account.

Current State of Neuromarketing Research

Recent research in neuromarketing has focused on understanding how the brain
processes and responds to different types of advertising. Studies have shown that different
areas of the brain are activated in response to different types of advertising messages, such
as emotional appeals, rational appeals, and social influence. For example, a study by
Ciorciari et al. published in the journal “Behavioral Sciences” found that emotional
advertisements are more likely to activate the brain's reward system and increase consumer's
willingness to pay [1]. Additionally, research has shown that “participants with high and
low emotional intelligence (El) were attentive to different types of advertising messages and
the two EI groups demonstrated preferences for “people” or “object,” related advertising
information. Ciorciari et al. suppose that “differences in consumer perception and emotions
may suggest why certain advertising material or marketing strategies are effective or not”
[1].

Published in the journal “Frontiers in Psychology” the study of Bettiga et al. found that
the brain’s reward system is more active when consumers are exposed to luxury goods rather
than utilitarian ones [2]. Bettiga et al. examined “the influence of the product nature
(functional and hedonic) on a consumer’s affective reactions of pleasure, arousal, and
involvement through both physiological techniques (electroencephalography, heart rate,
breath rate, and skin conductance) and self-reported instruments™ [2].

One of the key findings of neuromarketing research is that the brain processes
emotional appeals differently than it processes rational appeals. According to Glotzbach et
al., emotional appeals activate the limbic system, which is responsible for emotions and
motivations, while rational appeals activate the prefrontal cortex, which is responsible for
cognitive processing and decision-making [3]. The limbic system and especially the
amygdala have been identified as key structures in emotion induction and regulation [3].
This suggests that emotional appeals may be more effective at capturing consumer attention
and driving behavior.

Another important finding of neuromarketing research is that the brain processes social
influence differently than it processes individual influence. Kedia et al. state “Whenever we
interact with others, we judge them and whenever we make such judgments, we compare
them with ourselves, other people, or internalized standards [4].” Social influence activates
the social cognition network, which is responsible for understanding the perspectives and
intentions of others, while individual influence activates the default mode network, which
Is responsible for self-referential processing and decision-making. This suggests that social
influence may be more effective at driving behavior than individual influence.

A study by Bhanji & Delgado published in the journal “WIREs Cognitive Science”
found that social influence activates the brain's reward system and increases the likelihood
of consumer purchasing decisions [5]. Thus “the human striatum, known to play a key role
in reward processing, displays signals related to a broad spectrum of social functioning,
including evaluating social rewards, making decisions influenced by social factors, learning
about social others, cooperating, competing, and following social norms” [5].
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Current State of Neuromarketing Research in Kazakhstan

The field of neuromarketing in Kazakhstan is still in its early stages, with limited
research conducted on the specific consumer behavior and preferences of the Kazakh
market. However, the findings from global neuromarketing research can provide valuable
insights into how the Kazakh market may respond to different types of advertising messages
and products. Kazakhstani researches Kazybayeva et al. use methods and tools of
neuromarketing to understand the possibilities and ways of “application in practical
marketing activities on the basis of an integrated approach that takes into account both the
opinion of theorists and the author's vision and demonstration of the application of
neuromarketing research in applied activities [6].”

For example, neuromarketing research using FaceReading show that emotional appeals
and social influence are more effective at capturing consumer attention and driving behavior
than rational appeals and individual influence [6]. It means that advertising campaigns that
evoke emotions and leverage social influence are more likely to be successful in the Kazakh
market.

Potential Future Applications

As neuromarketing research continues to evolve in Kazakhstan, there are several
potential applications that could have a significant impact on the future of advertising in the
country. For example, neuromarketing techniques could be used to create more personalized
advertising messages that are tailored to the specific cognitive and emotional profile of
Kazakh consumers. Additionally, neuromarketing techniques could be used to measure the
effectiveness of different types of advertising messages and formats in the Kazakh market,
such as video ads, display ads, and social media ads.

Another potential application of neuromarketing in Kazakhstan is in the field of virtual
reality (VR) and augmented reality (AR). By understanding how Kazakh consumers' brains
process and respond to different types of visual and auditory stimuli, neuromarketing
researchers could help create more immersive and engaging VR and AR experiences that
will appeal to the Kazakh market.

Ethical Considerations

As with any new technology, there are also ethical considerations that must be taken
into account when using neuromarketing techniques. One of the main concerns is the
potential for neuromarketing to be used to manipulate consumer behavior without their
knowledge or consent. For example, if advertisers are able to use neuromarketing to create
highly effective emotional appeals, they may be able to influence consumer behavior
without consumers being aware of it. Focus group moderated by Ania G. Wieckowski found
that neuromarketing raises ethical concerns about consumer privacy and manipulation [7].

Another ethical concern is the potential for neuromarketing to be used to discriminate
against certain groups of consumers. For example, if neuromarketing techniques are used to
create more personalized advertising messages, they could be used to target certain groups
of consumers based on their cognitive and emotional profile. A study published by Mohd
Isa, S., Azlina Mansor, A., & Razali, K. found that neuromarketing may raise ethical
concerns about discrimination, consumer privacy, and manipulation. They argue that “the
most frequently raised concerns- autonomy, informed consent, confidentiality, privacy,
benevolence, and no maleficence-given the current capabilities for business to stay vigilant”

8.
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To mitigate these ethical concerns, it is important for researchers and practitioners to
develop guidelines and regulations that ensure that neuromarketing is used responsibly and
ethically. This may include guidelines for informed consent, data privacy, and the fair
treatment of all consumers. Additionally, as Trettel et al. state it is important for
neuromarketing researchers to be transparent about their methods and findings [9], and to
engage in ongoing dialogue with consumers and other stakeholders about the potential
implications of neuromarketing.

Conclusion

In conclusion, neuromarketing is an emerging field that has the potential to
revolutionize the way we understand and influence consumer behavior. By using techniques
such as brain imaging and EEG, neuromarketing researchers are able to gain insights into
how the brain processes and responds to marketing messages. This research has shown that
emotional appeals and social influence are more effective at capturing consumer attention
and driving behavior than rational appeals and individual influence. Neuromarketing has
potential applications in creating personalized advertising messages, measuring the
effectiveness of different types of advertising messages and formats, such as video ads,
display ads and social media ads, and in creating immersive VR and AR experiences.

However, as with any new technology, it is important to also consider the ethical
implications of neuromarketing. These include concerns such as the potential for
manipulation and discrimination of certain groups of consumers. To ensure that
neuromarketing is used responsibly and ethically, it is important for researchers and
practitioners to develop guidelines and regulations, and to be transparent about their
methods and findings. Additionally, ongoing dialogue with consumers and other
stakeholders about the potential implications of neuromarketing is crucial for building trust
and understanding.

Given the potential benefits and implications of neuromarketing, further research is
needed to fully understand the field's capabilities and limitations. Additionally, it is
important to continue to monitor and address ethical considerations as the field advances.
With appropriate attention to these considerations, neuromarketing has the potential to
provide valuable insights and opportunities for advertisers, and to play a positive role in
shaping the future of advertising.
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