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When subjects learned that they drunk Coca-Cola, three 
quarters of them said that it is better for the sake of brand and 
less for the sake of taste.  

Human brain is often viewed as a "black box", something 
rather mysterious. Marketers undertake activities” advertising, 
direct marketing, sales target set, target market. The results of 
these marketing efforts can be measured in time, sales, 
preferences and other. We understand quite well the beginning 
and the end but not the middle part, which is vital. The middle 
part is the mind of consumers. 

Neuromarketing has contrary opinions. Since the 
BrightHouse Institute supports it  because they created it, 
another entity should have been formed to oppose the scientific 
approach. This is about the American Association Commercial 
Alert.  

Criticism to Emory University about neural findings were 
strengthened by the principle that universities are places where 
it clears the mind and not for commercial purposes.  

This is because, at physical level, neurological research in 
marketing is conducted using magnetic resonance on human 
subjects. Magnetic waves can harm subjects if they have metal 
inside their body (cardiac prostheses, rods, etc.). or if they wear 
metal such as coins or jewelry. Risk  which subjects undergo is 
low, however, this does not mean that there is no possibility. 
Subjects undergoing these tests report dizziness or nausea 
because of brain investigation in the drum of the MRI 
equipment.  

We wonder then how can a technique which aroused so 
much criticism, can be used , and have gathered so many 
subjects in "focus groups". The answer is simple: each subject 
is paid for participation in these experiments.  

We must highlight a statistical aspect regarding this 
practice, namely that there were never problems during a brain 
scan.  

It was definitely discussed the moral conduct of some 
market companies, which using such techniques had an unfair 
advantage over other companies which did not have the 
financial resources and therefore could not enjoy the almost 
certain results of this technique.  

Large companies include the cost of such research in the 
annual budget. Magnetic resonance imaging (MRI) are not yet 
as expensive as one might think, being a little more expensive 
than average costs of other types of research, but not everyone 
can afford.  

Many financially potent companies have learned about 
images of the brain and were really eager to use them to get 
results for their sales department. An example is 
DaimlerChrysler, which used technology among young people 
at the University Ulm in Germany, to highlight types of car 
design they preferred.  

The popularity of this instrument has made it to be used 
even in the field of political marketing in the United States, 
obviously. Professor Marco Jacobin, of California University, 
Los Angeles, has made several studies on the political issue 
regarding election loyalty against George Bush Jr., John Kerry 
and Ralph Nader. In the first election campaign after the attacks 
of September 11, 2001, neuromarketing techniques were also 
used.  

 We also noted that in the United States after 2007, interest 
in neuromarketing fell slightly, as is still seen as an expensive 
technique, that on the one hand, on the other hand, companies 
who had financial resources to use the technique got the results 
and now they use them and competitors do not have the 
resources needed to use it.  

After 2002, these market research methods were developed 
in Europe, especially Germany, France and Austria, the first 
attempts were related to when a customer comes in contact with 
a new advertisement. However a difference appears. Because 
research by MRI is very expensive, Europeans use 
electroencephalogram a cheaper neurological tool. 
      Romania, the country we live in, is ready for such market 

instrument only at a theoretical level, as there aren’t the 
necessary resources for implementation of such an approach, 
being a subject far too distant from the realities we live.  

 
3. CONCLUSION 

 
The best neuromarketing product is anticipating consumer 

behavior, identifying ads that consumers retain, the selection of 
media channels that are accessible and how consumers personal 
patterns differ from those taken (received) in research groups.  
Marketers will use these techniques to better measure the 
consumer’s preferences and the question whether we like a 
product will be closer to the truth. This discovery will help 
researchers to create marketing products and services with an 
unique and practical design, and companies to handle more 
brain responses. 

The Neuromarketing tells the marketers what consumers 
react to, which could be the color of the container, which makes 
it sound to vibrate, or idea which they have and that consumers 
would embrace it.  

Most importantly, perhaps, merit of this technique is to 
have opened means of using it in more areas, to establish 
certainty about some market aspects through brain scanning. 
So, specialists in the field can learn how the human brain 
responds to the advertisement and they can improve to 
perfection a popularity of a brand appealing to a sample of 
consumers who are shown some pictures while being inserted 
into a machine and subjected to a radio-magnetic flow.  

It is important to determine for the future what suddenly 
stopped the rising of a marketing tool with a huge success 
through its positive results of which some companies enjoy 
today, lack of money or criticism coming from consumer 
protection associations?  

About this revolutionary new method of research of 
consumer behavior has been said many, beyond justified 
criticism this practice has proved a huge success. No one would 
have thought a few years ago, that the resounding success of 
some products on the market is due to neuromarketing. 
Answering the question why buy a product is clear: the selling 
shop knows in advance that we like that product.  

Besides talks for and against violation of human brain, 
response to our study with straight  answers as consumers has 
been created, and hence to the coming out of new techniques 
has been only one step. The new technique also appeared in 
Harvard, with Professor Gerry Zaltman on forefront and is 
based on conscious and unconscious retrieval of thoughts using 
neurobiology, psychology, semiotics, linguistics, art theory, 
called ZMET (Zaltman Metaphor Elicitation Technique). 

Finally, as young professionals, we can tell that we would 
like to use in a research such a tool, but as its use is very 
financially difficult even for well known companies, we are 
pleased to discuss this issue, hoping that you will do the same 
thing.  
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