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Neuromarketing is a nascent field of study. This field of science scans the brain in order to
identify the consumer's preference, motivation and decision making. Neuromarketing not only
wants to predict the consumer's behavior but also wants to manipulate it. Corporation's aim is
to "push the buy button" in the consumer's brain. They use neuroscience methods such as brain
imaging, or measuring physiology such as hormones to achieve their goals.
Neuromarketing helps companies to recognize the consumer's desire, wants and needs in order
to sell their goods and eventually boost the quality of their products. Nowadays the advertising
industry is more sufficient and interesting. They know which portions of the population is their
audience to put their efforts to attract them [1].
Neuromarketing crosses ethical lines to gain more consumers. They invade consumer's privacy
to obtain data and change their mind without their awareness. Marketers use tactics to influence
consumer's decisions by subliminal advertising. Such methods like hormones manipulation,
temporary neural inhibition are so creepy to use. Besides these problems neuromarketing encourages
humans to be consumption. It made people buy the product they do not need and jeopardize the
environment [2].
To be ethical, the government should settle some rules and main lines to protect consumer's
privacy to alter them what is going on and get their permission. Their obligation is to make
educational content about what neuromarketing is, what its goal is, what its strategy is. They must
aware people not to get trapped in their advertising [3].
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