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CHALLENGES AND PROSPECTS OF NEUROMARKETING: BANGLADESH PERSPECTIVE 

 
For improving marketing effectiveness, the producers and entrepreneurs today want to understand how human 

psychology and emotions influencing on decision making. In this instance, the concept of neuromarketing offers a 
chance to get accurate, factual data about the buying habits of target markets. This study has been intended to 
explore the challenges, prospects, limitation and potentiality of practising neuromarketing in the context of 
Bangladesh as a cutting-edge marketing issue with the purpose of providing corresponding recommendations. The 
status and future prediction of neuromarketing have been exposed through qualitative and quantitative analysis. The 
finding of the study has been supported by collecting data from 55 customers and 65 marketers as the respondents. 
The key findings of this study are quite impressive and prospective regarding the level of awareness, interest, 
acknowledgement and conviction towards practising neuromarketing in the context in Bangladesh. The contribution 
of this study can be breakthrough and pave the way for neuromarketing in Bangladesh. The findings of this study 
will be helpful for the marketing policy makers and govt agencies to introduce this new method of marketing tools in 
Bangladesh. Finally, some policy guidelines were provided based on findings and analysis. In that way, marketers 
have to promote initiatives to familiarize the devices of the neuromarketing, have to engage the educated customers 
to share their experiences while designing the marketing strategies and plans. The important conclusion that the 
education is one of the most important factors affecting the adoption of the neuromarketing practice. On the other 
hand, marketers should take initiatives to overcome some misconceptions regarding the harmful for the brain activity 
devices of the neurology. 

Keywords: neuromarketing, marketing, marketing research, consumer perception. 

 
Introduction. Neuromarketing has started its journey as an interdisciplinary interface and relatively 

new research discipline in 2002 with growing attention of companies, advertiser and marketers (Morrin 
2011, Reimann et.al, 2011, Bercea, 2014, Lee et. al., 2007). It is a paradigm shift in the field of 
marketing science. In this era of overloaded information, as a traditional marketing research tools and 
technique-such as a focus group, interview method, customer survey, and questionnaire method are not 
being considered as a reliable and scientific source of information for practising of decision making 
(Morrin, 2012). In reality, what people say and their brain says both are quite different. Neuromarketing 
deals with unconscious and clandestine information about customer thoughts, feelings and emotions 
through the study of brain activity. It can generate more genuine and authentic predictions about 
customer’s preferences and choices. Apart from traditional market research, neuromarketing eradicates 
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subjectivity and become subject to examining brain regions activity and predicting high-levels of product 
purchasing decisions (Lee, Broderick, & Chamberlain, 2007). Instead of opinion, neuromarketing measures 
the attention level, emotional engagement and memory storage. Neuromarketing uses the latest advanced 
technologies for brain scanning intending to know more about the mental and thinking processes of 
customer purchasing decisions and helps to match the desired offerings (Ariely et al.2010). 

In Bangladesh perspective, this concept is quite unfamiliar and alienate because of not having 
awareness and lack of infrastructure for practice. But more than160 million population of Bangladesh with 
its enviable position and economic resilience has created the great market potential for national and 
multinational companies. Growing steady rate of GDP, a substantial number of mobile phone users, the 
proliferation of TV channel and FM radio, lucrative geopolitical location, conterminous language, culture and 
cushiness have created a great melody in the marketplace of Bangladesh. Even not only Socio-economic 
but also religious-cultural forces reshape the aspirations and habits of Bangladeshi customers. Since 
marketing can cause buy something, myriads of national and multinational companies adopt the different 
approach of marketing practices to operate their business activities within the context of changing macro 
environments in Bangladesh. To remain competitive in Bangladeshi marketplace and reap the benefit, they 
asses continually the environment and adjust their marketing strategies and tactics in the response to the 
ever-changing market. In this exigency, neuromarketing can provide great insights about Bangladeshi 
customers to practice marketing efficiently and effectively. Not only that, all techniques and tools of 
neuromarketing can map out brain patterns and help to understand the thinking and reaction of customers 
towards marketing offerings and decision making from Bangladesh perspective. 

Literature Review. Neuromarketing is a contemporary breakthrough in the field of marketing science. It 
is a sort of predictions and response to a stimulus. It can map out the brain patterns, study the image over 
word, experience over explanation because it is an intriguing marriage of marketing and science. It 
connects the consumer with marketer utilizing science as the key to unlock of human latent intent. It is an 
instrument to decode what consumer thinking in their brain (Lindstrom, 2008). It is a brain scanning to 
control the consumer’s brain. In neuromarketing practices, marketing and science come together to help 
companies, advertisers, marketers etc. Through brain scanning experiment, neuromarketing can extract the 
insights of customer hidden preferences, unconscious desires and irrational dreams (Lindstrom, 2008). 

In today’s competitive marketing environment, companies are now indicating towards the value of using 
marketing science to uncover the latent demand of human behaviour for their survival. In that case, 
neuromarketing as a science of understanding consumer psychology can help to practice of using different 
technologies to measure the activities of the brain of the consumer as a way that discover how people are 
responding towards marketing offerings and messages at different circumstances (Randall, 2009). It has 
exposed customer tendencies and preferences through extracting great inputs and insights what customer 
need and value. By utilizing the advanced technology, neuromarketing encroaches conventional tools of 
marketing (quantitative and qualitative) research and brings into a reality (Romero L.C. et al., 2016; Falk et 
al. 2012). Giving the focus on consumer's brain reactions in respect of marketing stimuli and brand choice 
researchers can easily identify their desire (Bakardjieva & Kimmel, 2017; Fisher et al., 2010). 
Understanding the subconscious areas of the human brain, marketers and advertisers can make 
predictions on what people want and eventually marketers can alter products and messages most likely to 
attract and retain customers (Nobel, 2013; Randall & Kevin, 2009). Neuromarketing measures response of 
the consumer's brain to advertising messages as well as help to acquire pertinent information about the 
inner thinking’s (Morin, 2011: Murphy et.al, 2008; Burne, 2003; Shah, 2005). Neuromarketing is the 
utilization of neuroimaging techniques to understand human behaviour (Lee, Broderick, & Chamberlain, 
2007; Weinstein, Drozdenko, & Weinstein, 1984). Neuromarketing is the combination of neuroscience and 
marketing practices. Moreover, marketing researchers are using some imaging technologies like (PET- 
positron emission tomography, MEG- magneto encephalography, FMRI- functional magnetic resonance 
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imaging, EEG- electroencephalography, GSR- galvanic skin response) to measure emotions and record 
responses of the human brain to different stimuli (Lee et al. 2009 p: 199, Arussi 2009). Lewis (2004) 
affirms two most important techniques of analyzing human brain activities that are used in 
neuromarketing - fMRI (functional magnetic resonance imaging) and other researchers like Poldrack et 
al. (2008); Haynes and Rees (2006) mentioned about EEG. Vechiatto et al. (2011) focused on utilizing a 
variety of neuroimaging techniques such as QEEG (Quantitative electroencephalography), SST (Steady 
State Topography) ERP (Event Related Potentials) and SSPT (Steady State Probe Topography) to 
determine the latent purchase intention or brand choice determination. Scientific researchers in the field 
of neuromarketing have sought to better understand on the decision-making processes of individuals by 
utilizing all these technologies (Agarwal and Dutta, 2015). Through neuromarketing, marketers can claim 
whether a product or a campaign will be successful through their experiments by applying imaging 
technology on customers (Gani et al., 2015). On the other hand, Mindmetic’s technology using in 
neuromarketing technology helps to understand consumer’s reactions (Email W., 2009). So now it is 
decisive that, with the combination of neuromarketing techniques and traditional research techniques it 
will be easier for the marketers to get the insights of a customer and marketers can make their decision 
(Sarigiannidou and Vlachakis, 2017).  
 

Figure 1 – Neuromarketing Interface 
 

Neuromarketing is not the interview of the customer rather it is the interview of customer's brain. 
Neuromarketing techniques are widely used for testing the effect of marketing stimuli on the consumer's 
brain (Smidts et al., 2014). The relationship between brain activity and behaviour with cognition has been 
measured through neuromarketing (Reimann et al., 2011, Lee, Broderick, & Chamberlain, 2007; Weinstein, 
Drozdenko, & Weinstein, 1984). Williams (2010) refers that neuromarketing research is usually conducted 
through one or more of the following clinical techniques-  

1. (Functional) Magnetic Resonance Imaging(fMRI): It has become a popular way of measuring 
psychology from the last decade (Bercea D. M. 2014; Lee.N et al.2009) as a cognitive neuroscience 
(Huettel, S. A. et al., 2004). fMRI helps marketer by measuring: sensory perception, memory encoding, 
brand recall, brand preference, brand loyalty, craving, trust, understanding of advertising (Lee.N et al.2009; 
Iorga M.A. & Pop Al.N.,2012). fMRI usually uses for testing new product performance, new campaigns, 
developing new advertising process, packaging design, testing product prices, finding market needs, 
positioning and repositioning the brands (Kenning, P. et al.,2007: Yoon, C. et al, 2006; Breiter and Rosen, 
1999). 

2. Electroencephalography (EEG): Neurological science uses it for identifying, recording (Voicu, C.M., 
2013) and measuring brain waves (Iorga M.A. & Pop Al. N. (2012) produced by the cortex, reflecting the 
positive or negative emotions. It records brainwaves through imaging (Vecchiato, G et al., 2010; 
Fugate,2007) correspond to certain mental states (Norris and Currieri, 1999), such as relaxation (alpha 
waves), sleep (delta waves), wakefulness (beta waves), calmness (theta waves). It measures emotional 
valence (Harmon-Jones and Allen, 1998), cognition (Babiloni, C. et al., 2002) , memory encoding 

Marketer Customer 

Science 
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(Bergner,W. M. et al.,2006), recognition (Lotte, F.et al.,2007; Gevins and Smith,1999), attention, 
engagement / boredom ( Hondrou and Caridakis, 2012; Wang & Hsu, 2014), excitement, records surface 
activity of brain wave, decision-making mechanism (Heekeren, H. R. et al.,2008) allow to measure interest 
of any product. EEG usually used for identifying the key point of advertising (O'Connel et al. 2011; Ohme, 
R.,2009) or video material, testing and developing advertisements, testing new campaigns, product 
moment of correlation (Vechiatto et al. 2011) testing in-store experience, testing websites design and 
usability, testing taglines etc.  

3. Magnetoencephalography (MEG): MEG measures the area of magnetic fields (Iorga M.A. & Pop 
AL. N., 2012) generated by the brain’s electrical functioning (Lee N. et al, 2009), allowing the potential to 
measure activity throughout the brain by synchronizing neurons (Roullet and Droulers, 2010). Magnetic 
field helps us to measure perception, attention, attitude (Caldas.C. et al., 2009) and memory basically a 
measurement of extremely weak magnetic fields (Hamalaainen and Hari, 2002). Marketers usually use 
MEG when testing a new product, test advertising, identify sensory measurement.  

4. Positron emission tomography (PET): PET measures sensory perception, the valence of emotions, 
energy discrimination, and improvements in attenuation correction for measuring consumers demand 
(Bercea D. M. (2014). Now day marketers are using PET technology, though it is an expensive method 
(Sebastian, 2014). It also helps in advertising development and maintaining sequence, testing new 
campaigns feasibility, product moment of correlation (Ter-Pogossian, 2017; Mathis, C. A et al., 2002).  

5. Transcranial magnetic stimulation (TMS): TMS is a neurophysiologic technique that allows for non-
invasive stimulation of the human brain which helps in creating a healthy participatory mode (Horvath et al., 
2011; Walsh and Cowey, 2000). TMS increasingly used for measuring the changes in behaviour, getting 
attention to cognition, recognition, attention, and engagement/boredom. On the other hand, it’s not a brain 
imaging technology (Senior, 2007). TMS has been used to study the causal role of specific brain regions by 
temporarily taking them ‘offline’ (Ariely, D, 2010) which inducing a brief electrical current in areas of the 
cortex (Senior, 2007). It also helps in advertising development, testing new campaigns feasibility, product 
moment relationship and correlation (Hallett, M., 2000). 

6. Eye Tracking: Eye Tracking (ET) is using from a long time in marketing research (Santos, O.R. et 
al, 2015) and it has multiple uses in business (Zhao & Koch, 2013; Wedel and Pieters, 2008). People have 
an enormous interest in ET issues for measuring consumers interest (Martinez, 2011; Solnais et al., 2013). 
It is a tool for analysing visual attention (Khushaba et al., 2013). It deals with the psychological significance, 
and the behavioural consequences of the consumers (Reimann et al., 2011; Laubrock et al. 2007). It 
measures the movement of one’s eye relation to his head, pupil dilation, the number of blinks (Zurawicki, 
2010; Duchowski, A. T., 2007), fixation and saccades (Velásquez, 2013), the sequence of eyes shift from 
one location to another (Chae & Lee, 2013), measure the observation of controlled stimuli at fixed points in 
videos, photos, and user’s interaction (Zurawicki, 2010) in many different marketing issues (Fiszman, 
Velasco, Salgado-Montejo, & Spence, 2013). ET helps in purchasing decision making (Orquín and Loose, 
2013; Maughan, L. et al., 2007). 

7. Measuring Physiological Responses: MP indicators are the oldest and simplest technique using as 
a means of measuring consumer responses (Camerer et al., 2005). Some emotional issues help marketers 
to understand the behaviour and decision-making process regarding the purchasing issue (Bercea, D. M., 
2013). Monitoring customers heart rate, blood pressure, blood circulation, skin conductivity, a hormone 
from saliva, facial muscles contractions researchers can infer the emotional state for each moment and 
emotional attachment during purchasing (Mollen and Wilson, 2010). “Facial Electromyography (EMG) can 
be used to measure the emotional response of the face” (Kenning & Linzmajer, 2011). 

8. Implicit association test: It has a long history which infers unstated processes and responses for 
measuring individual’s behaviour and experience (Bercea, D. M. 2013; Smith and Nosek, 2010; Greenwald 
et al., 2003). The approach measures consumers’ reaction times or accuracy on tasks that are 
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systematically biased by their reactions to brands or ads (Page, G. 2011; Hofmann et al., 2005) and also 
measures the attitude of the buyers (Houwer & Bruycker, 2007). According to Bercea, D. M. (2014)- 

“IAT measures the underlying attitudes (evaluations) of the subjects by assessing reaction times on two 
cognitive tasks, identifying the speed with which they can associate two different concepts (stimuli such as 
advertisements, brands, concepts) with two different evaluative anchors (attributes) is computed.” 

9. Skin conductance (SC): It has recently received enormous attention in the field of social sciences 
due to the ability to capture information from the human body (Ledowski et al., 2006; Benedek and 
Kaernbach, 2010; Van Dooren and Janssen, 2012). SC is based on the analysis of subtle changes in 
galvanic skin responses (GSR) when the autonomic nervous system (ANS) is activated (Park, S. H. et al., 
2018; Kuan, G. et al., 2018; Dehzangi, et al.,2018; Ohme et al. 2009; McBride et al., 1965). It measures the 
emotional states by touching the skin with different measurement techniques (Karibe, H et al., 2018; Lai, C. 
F. et al., 2018). It arouses the responses on different circumstances which can help to predict buyer 
behaviour varying different products (Duan et al., 2018; Petty, R. E. (2018; Stasi, A et al.,2018).  

Using of above tools and techniques of neuromarketing can contribute to launch a new product 
successfully, design the store ambience, effective practice of integrated marketing communication, and 
anticipate demand and marketing return on investment through suitable prediction of customer preferences 
and choices. Vivian Roth (2013) has exposed some influences of neuromarketing on consumer purchase 
decision and choice (Koc and Boz, 2018)., advertising and promotion (Daugherty et al., 2018), pricing and 
choice on discounted items (Alvino, L. et al., 20018) , distribution and channelling (Lewandowska, A et al., 
2018), branding (Singh and Jain, 2018)., new product innovation and product design (Suomala, 2018). 
Rafiq and Masum (2006) have highlighted the prospects of neuromarketing as closing the sales and 
marketing gap, building brand images, new product development, marketing communication and risk-taking 
behaviour. 

Nations all around the world have initiated and launched brain-mapping projects on a large scale and 
mentioned the technological world and its success (Bonner, 2015). Despite having numerous benefit and 
significant application of neuromarketing, Bangladeshi customers and marketers have not witnessed and 
experienced with the concept till now. But the practice of neuromarketing concept can explore and explain 
the preferences and choices of the customer towards markers offerings and marketing stimuli. Through 
applying the concept, national and multinational companies of Bangladesh can anticipate the market 
demand and marketing return on investment (ROI). Although neuromarketing has spilt over on mainstream 
marketing practices, it is still in an inchoative stage globally. In Bangladesh, marketers, customers and 
academicians have ambivalent attitudes towards the practices of neuromarketing and all stakeholders are 
well-familiar or well-tuned with the concept. Despite, availability of new technology, the quest for 
sustainable competitive advantages and to understand Bangladeshi customers, national and multinational 
companies need to practice neuromarketing. With having that aim, this study has attempted to explore 
untapped prospects with its challenges as the tipping point for neuromarketing practices in Bangladesh. Not 
only that, but it can also pave the way for future practices of neuromarketing after having so many 
challenges.  

The objective of the Study. We posit the objective of this study is to explore the challenges and 
prospects of neuromarketing from Bangladesh perspective. The other specific objectives are: to expose the 
challenges of practising neuromarketing in Bangladesh from customer and marketer perspective; to explore 
the potentiality of practising neuromarketing in Bangladesh from customer and marketer perspective; to 
provide some recommendations regarding neuromarketing practices in Bangladesh. 

Research Methodology. This study is exploratory in nature. Both qualitative and quantitative research 
approaches have been used as a research methodology for this study. Data has been collected from 
primary and secondary sources. To fulfil the requirements of the objective, a questionnaire was prepared 
and surveyed to collect data from customers and marketers respectively. Since the population of this study 
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was not that much larger, as a sampling technique, this research applied a convenience sampling 
procedure which is a type of nonprobability sampling where the sample is taken from a group of people 
easy to contact or to reach (Lavrakas, 2008). This research also applied a personal approach to motivate 
the respondents to participate in the survey, with the objective of getting a high response rate. Basically, a 
self-administered survey questionnaire has been used to unearth the reality and existing level of awareness 
of customers and marketers towards neuromarketing in Bangladesh. The separate set of questionnaires 
have been developed for customers and marketers based on reviewing related literature and expert 
opinions. The questions have been grouped into four sections based on demographic profiles, feelings, 
interests and awareness of customer and marketer towards neuromarketing. Therefore, the total 
respondents were 66 from customers and 54 from marketers and they were selected based on convenient 
sampling. Data analysis was conducted through descriptive analysis followed by SPSS software 
highlighting binary logistic regression analysis. 

Findings and Interpretations. Demographic Profile of the Respondents (Customers and 
Marketers). The demographic characteristics of the respondents are shown in Table-I. A summary of 
findings on respondents’ profile along four variables: gender, age, marital status and academic qualification 
has been presented in the Table 1. It has been found that most of the respondents are male from both 
clusters of customers and marketers. The table shows a high concentration of respondents from customers 
belong to the age category 21-30 years. And respondents of age group 21-30 and 31-40 years are 
mentionable from marketers. As a marital status, majority respondents from customers are single but 
married respondents are more than single from marketers. Furthermore, the table presents that in terms of 
academic qualification, 62.1% respondents are graduate students from customers cluster and respondents 
from marketers undergraduate as well as graduates are quite similar.  

 
Table 1 – Demographic Variable of Respondents (based on Field Survey, 2017) 

Variables Structures 
Respondents 

from Customers 
Respondents 

from Marketers 
Indicators of 
Customers 

Indicators of 
Marketers 

Gender 
Male 

Female 
45 
21 

42 
12 

68.2% 
31.8% 

77.8% 
22.2% 

Age 

21-30 Years 
31-40 Years 
41-51 Years 

Above 51 Years 

62 
2 
0 
0 

33 
20 
1 
0 

97% 
3% 
0% 
0% 

61.1% 
37.0% 
1.9% 
0% 

Marital Status 
Single 

Married 
49 
17 

26 
28 

74.2% 
25.8% 

48.1% 
51.9% 

Academic 
Qualification 

Under Graduate 
Graduate 

Master’s Degree 
Others 

7 
41 
18 
0 

24 
23 
3 
4 

10.6% 
62.1% 
27.3% 

0% 

44.4% 
42.6% 
5.6% 
7.4% 

 
Table 2 – Level of awareness, interest, acknowledgement and conviction regarding the 

Neuromarketing in Bangladesh (based on Field Survey, 2017) 
Dimensions Yes No 

Awareness 10 44 

Interest 50 4 

Acknowledgement 49 5 

Conviction 50 4 

 
From the above the table, it is illustrated that most of the marketers are not aware of the 

neuromarketing practices, but they are very much interested regarding the neuromarketing and willing to 
practice this method and they have confidence regarding the adoption of this method. 
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Table 3 – Level of awareness regarding the devices of Neuromarketing (based on Field 
Survey, 2017) 

 fMRI EEG MEG PET TMS ET MPS IAT SC 

Yes 20% 8% 6% 3% 2% 72% 19% 18% 6% 

No 80% 92% 94% 97% 92% 28% 81% 92% 94% 
 

From the above table, it is revealed that most of the devices used for Neuromarketing are not known 
to marketers; even they did not hear the name of the devices early. 

Binary Logistic Regression. For analysing the dichotomous questions, Binary logistic regression is 
run to find out the coefficient of dependent variables (i.e. Neuromarketing) on independent variable (i.e. 
ages, education and product categories). 

 

Table 4 – Customers View Regarding Neuromarketing Practices  
Variables in the Equation B S.E. Wald df Sig. Exp(B) 

Step 1a 

Education .948 .753 1.587 1 .208 2.581 

Ages .112 .675 .028 1 .868 1.119 

Product_Categories .077 .346 .049 1 .824 1.080 

Constant -2.625 1.262 4.331 1 .037 .072 

a. Variable(s) entered on step 1: Education, Ages, Product_Categories 

 

The estimated value of β1= .948 which implies that the estimated change in the logit/log-odds for 
levels of education is .948 than not involve in neuromarketing and Exp (β1) = 2.581, which implies that 
levels of education are 2.581 times as likely to practice Neuromarketing i.e. those who are not educated.  

The estimated value of β2= .112, which implies that the estimated change in the logit/log-odds for 
every change of 1 age is .112 and Exp(β2=1.119), which implies that for every increase of 1 year of Age, 
the outcome of practising neuromarketing increases 1.119 times. On the other hand, we can say that for 
1 increase of Ages, the output of practising neuromarketing is 1%. 

The estimated value of β3= .077, which implies that the estimated change in the logit/log-odds for 
every change of product category, the practice of neuromarketing is .077 and Exp (β3=1.108), which 
implies that for every increase of product category, the outcome of practising neuromarketing increases 
1.108 times. On the other hand, we can say that for 1 increase in product categories, the output of 
practising neuromarketing is .108%. 

 

Table 5 – Marketers View Regarding Neuromarketing Practices 
Variables in the Equation B S.E. Wald df Sig. Exp(B) 

Step 1a 

Education 1.830 1.081 2.865 1 .091 6.233 

Ages 1.014 .943 1.157 1 .282 2.758 

Product_Categories -1.491 1.548 .928 1 .335 .225 

Constant -2.524 3.517 .515 1 .473 .080 

a. Variable(s) entered on step 1: Education, Ages, Product_Categories 
 

The estimated value of β1= 1.830 which implies that the estimated change in the logit/log-odds for 
levels of education is 1.830 than not involve in neuromarketing and Exp (β1) = 6.233, which implies that 
levels of education are 6.233 times as likely to practice neuromarketing i.e. those who are not educated.  

The estimated value of β2= 1.014, which implies that the estimated change in the logit/log-odds for 
every change of 1 Ages is 1.014 and Exp(β2=2.758), which implies that for every increase of 1 year of 
Age, the outcome of practising neuromarketing increases 2.758 times. On the other hand, we can say 
that for 1 increase of Ages, the output of practising neuromarketing is .758%. The estimated value of β3= 
1.491 which implies that the estimated change in the logit/log-odds for every change of product category, 
the practice of neuromarketing is 1.491 and Exp (β3=.225), which implies that for every increase of product 
categories, the outcome of practising neuromarketing increases .225 times. On the other hand, we can say 
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that for 1 increase in product categories, the output of practising neuromarketing is .225%. 
Recommendations and Suggestions. Based on the findings, researchers have arrived at some 

recommendations and suggestions such as are: marketers should talk about some initiatives to familiarize 
the devices of the neuromarketing in the marketplace and market space; companies should engage the 
educated customers in the neuromarketing campaign program where they can share their experiences 
while designing the marketing strategies and plans; education is one of the most important factors affecting 
the adoption of the neuromarketing practices. So well-educated customers should be targeted for the 
luxurious goods where neuromarketing devices will be adopted; some customer has a misconception about 
the devices of neuromarketing practices, they think that these devices will be harmful to the brain activity. 
Marketers should take initiatives to overcome these misconceptions regarding the devices of the neurology. 

Policymakers can educate the public by providing information about neuromarketing devices. Our study 
reveals consumers’ attitude towards neuromarketing and in general, it has become a demanding issue 
regarding the intention of using neuromarketing devices (Eser, Z et al., 2011). Some ethical issues are still 
the matter of concern (Ulman et al., 2015). From this study, marketers will understand the challenges and 
limitations while adopting the neuromarketing practices in the context of Bangladesh. 

Limitations of the Study and Future Research Directions. As Bangladesh is a developing country 
using neuromarketing tools still have some difficulties. People are still lag behind the knowledge of 
neuromarketing. Neuromarketing is one of the new dimensions of marketing practices still not very familiar 
in developing countries (Saad, 2015). Majority of the respondents are not aware of this technique 
eventually they don’t have any trust in these devices (Zak and Knack, 2001). So, it was very difficult to 
collect the data from the respondents. There are some beau acritical difficulties still lies in some 
progressing countries before using these devices (Oliveira de, 2014). The findings of the study cannot be 
generalized due to the small size of the respondents. Clearly, our findings provide some clear ideas that are 
deserving of future research in Bangladesh, and it could be replicated for the future research. Further 
research may be conducted on the specific application of neuromarketing devices for high-tech firms, SMEs 
and fast-moving consumer goods (FMCG) related firms to get more customer insights. Creation of 
awareness is still challenging due to the fear and lack of knowledge of the devices (Fortunato et al., 2014). 
Further study can only be conducted on knowledge creation process of the customer regarding these tools 
and to make accustomed the firms with the adaptation of using these technological tools for future demand 
creation.  

Conclusion. Neuromarketing is a great shift from conscious world to the unconscious world, visible to 
invisible and traditional to cutting-edge marketing research (Nemorin, 2017). In the question of fruitions 
application, neuromarketing is not beyond the implications. People are concern about neuromarketing in 
terms of privacy, security, manipulation. The cost also remains as barriers. Despite the ambivalent attitude, 
choosing the right tools and making integration with other tools can ensure best possible results in the 
practice of neuromarketing. So, considering the situation and research type it is necessary to apply the 
neuromarketing techniques inappropriate situation. In behavioural science, it is tough to find out the actual 
reasoning of an action. People with inquisitive nature always attempts to find out the insights. The 
instruments are widely used in measuring consumer behaviour and they add value to traditional marketing 
research techniques. It’s clear that by applying neuromarketing tools, marketing researchers can uncover 
the latent human needs and influences on their decision-making process, even the things that are unaware 
to them.  
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Проблеми та перспективи розвитку нейромаркетингу: дослідження для Бангладеш 
Сучасні тенденції розвитку інформаційних технологій обумовлюють необхідність використання нових сучасних 

маркетингових інструментів з метою підвищення ефективності проведення рекламних кампаній організації. При 
цьому необхідно враховувати, як психологія споживачів та їх емоції впливають на процес прийняття рішень щодо 
вибору товару. Авторами зазначається актуальність використання концепції нейромаркетингу, яка дає змогу 
отримати фактичні дані про споживчі вподобання групи споживачів цільового ринку. Метою дослідження є вчення 
проблем, перспектив, обмежень та потенціалу використання нейромаркетингу як найбільш сучасного 
маркетингового підходу з метою надання відповідних рекомендацій для компаній з урахуванням особливостей 
ринкового середовища Бангладешу. Автором узагальнено основні бар’єри та обмеження розвитку нейромаркетингу в 
Бангладеші як в країні, що розвивається. Використання якісного та кількісного аналізу дозволило автору визначити 
стан, місце та перспективи використання нейромаркетингу у бізнес-середовищі Бангладешу. У рамках дослідження 
було проаналізовано дані 120 респондентів (55 клієнтів і 65 маркетологів). Результати дослідження свідчать, що 
проведення нейромаректингових кампаній вимагає наявності як кваліфікованих спеціалістів-маркетологів, так і 
готових сприймати інформацію споживачів. Тому автор наголошує, що освіта є одним із ключових факторів, що 
впливає на поширення концепції нейромаркетингу в Бангладеші. Окрім цього, автор рекомендує проведення 
маркетологами ініціативних просвітницьких програм в локальних спільнотах щодо безпечності пристроїв та 
технологій нейромаркетингу з метою зменшення стереотипного мислення щодо їх шкідливості та небезпечності для 
функціонування організму людини. 

Ключові слова: нейромаркетинг, маркетинг, маркетингові дослідження, споживчі переваги. 


