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ABSTRACT 

This paper shows the results of an experiment in neuroscience on a group of 20 

people applied to audiovisual consumption, particularly television spots. The method used was the measurement and analysis of their electrodermal activity. The results indicate significant differences in attention by gender. The most notable increases seem to be more related to the sound than to the picture. The comic theme aroused a higher level in men but not in women. Similarly, the novelty seems to be an important factor in generating attention and excitement, as the spots not issued in Spain had significantly higher values on attention and emotion. Finally, the spots where the language of speech was not Spanish also had significantly higher values in attention, but not in emotion. 
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Este trabajo presenta los resultados de un experimento de neurociencia sobre un grupo de 20 personas aplicado al consumo audiovisual, en concreto spots de televisión. El método usado fue la medición y análisis de su actividad electrodérmica. 

Los resultados indican diferencias significativas en atención según género, y cuyos incrementos más notorios parecen estar más relacionados con el sonido que con la imagen. La temática cómica despertó mayor nivel en los hombres, pero no en las mujeres. De igual modo, la novedad parece un factor relevante en la generación de atención y emoción, ya que los spots no emitidos en España obtuvieron valores 1Alejandro Tapia Frade:  He is an adjunct professor at the Loyola University of Andalusia. It is accredited by ANECA and ACSUCYL to Professor Contratado Doctor. In addition, it has a six-year period of research granted by ACSUCYL. 
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Tapia Frade, A., Rajas Fernández M., Martín Guerra, E.  Gender differences in audiovisual consumption: a neuroscience experiment on tv ads significativamente superiores en atención y emoción. Finalmente, los spots cuyo idioma de locución no era el español también obtuvieron valores significativamente superiores en atención, pero no en emoción. 
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RESUMO 

Este trabalho apresenta os resultados de um experimento de neurociência sobre um grupo de 20 pessoas aplicado ao consumo audiovisual, em concreto, spots de televisão. O método usado foi a medição e analises de sua atividade eletro dérmico. 

Os resultados indicam diferenças significativas em atenção segundo o gênero e cujos incrementos mais notórios aparecem estar mais relacionados com o som que com a imagem. A temática cômica despertou maior nível nos homens, mas não nas mulheres.  Igualmente, a novidade parece um fator relevante na geração de atenção e emoção, já que os spots não emitidos na Espanha obtiveram valores significativamente superiores na atenção e emoção. Finalmente, os spots cujo idioma de locução não era o espanhol, também obtiveram valores superiores na atenção, mas não em emoção. 
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1. 

INTRODUCTION 

 

The media are very interested in knowing in depth how their contents are consumed and who their consumers are, since the audience they generate is responsible, to a certain extent, for one of their main financing channels, advertising. 

In that sense, in a global way, it has been pointed out that both men and women seek entertainment on television, they like characters from comic series, which are usually mature and fiction men (Medrano, 2014, p. 3). 
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In this context, young people incline towards evasion programs and adults, in addition to said programs, toward competitions and information, and both value the professionalism of the chosen characters, who are usually adults or seniors (Medrano et al. ., 2014, p. 1). 

Therefore, it is fundamental not only to come to know the number of viewers who are watching a program but also to know as deeply as possible the way in which their programs are consumed, and by whom they are consumed to a greater extent. 

Even more, it is undoubtedly interesting to know the way in which commercial performance is consumed, the television spots, since, with this knowledge, the way to increase the efficiency of said action will be observed, which will return more benefits also to the media. 

However, the psyche of the audience is a phenomenon of extraordinary complexity. In this context, the subjective or opinion measuring systems, such as the survey, can be insufficient when the fact to investigate contains irrational, sentimental elements or elements that are difficult to identify by the investigated subjects. In these cases, the use of objective, psychobiological systems can be very helpful. 

At present, the most commonly used psychobiological methods are positron emission tomography, functional magnetic resonance imaging, electroencephalography, magnetoencephalography and electrodermal activity (Touhami et al, 2011, p. 1528). The importance of these studies is growing since a few years before, despite its novelty - the term neuromarketing emerged in 2002- (Morin, 2011, p. 131, Blakeslee, S. 2004), and it is often applied to marketing studies (Gil-La Fuente, Vidal and Martínez, 2010, Muñoz Sánchez, 2012, Burgos-Campero and Vargas-Hernández, 2013, Dapkevicius and Melnikas , 2009, Fugate, 2007, Avendaño Castro, 2013). 

The electrodermal activity (EDA) is widely used in social science research, due to its high capacity to respond to new, affective, threatening and cognitive stimuli, as well as anxiety-and-stress-arousing situations (Beer, 2007, pp.  69-86). It can be classified into three categories (Martínez Herrador, JL, Monge Benito, S. and Valdunquillo Carlón, MI, 2012): 

a) First, the tonic activity -EDL- (electrodermal level) that would indicate basal levels of activation with involvement in the attention processes. High values of EDL 

would indicate higher activation-attention levels. 

b) Secondly, the phasic activity -EDR- (electrodermal response) means specific psychophysiological responses that refer to the rapid changes in conductivity. To Martinez Herrador (2012), it is a good predictor of change after exposure to a stimulus and therefore is considered valid in this study. 

c) Third, spontaneous activity -NSA- (non-specific activity) refers to that nonspecific psychophysiological activity that cannot be attributed to a known trigger, since its presentation is not controlled. These are situational responses that represent 41 
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This article shows the results of a neuroscience experiment through the objective and simultaneous analysis of the behavior, in terms of attention and emotion, of a group of 25 people when watching a battery of television spots, the electrodermal activity of said group of people being analyzed. 



2. OBJECTIVES 



The objectives proposed for this test are: 

1)  Analysis of the difference of the signals associated with attention (EDL) and emotion (EDR) according to the typology of the spot. 

2)  Analysis of the difference of the aforementioned signals as regards gender. 



 3. METHODOLOGY 



The measuring instrument analyzes the electrodermal activity in three types of signals (Martínez Herrador, JL, Monge Benito, S. and Valdunquillo Carlón, MI, 2012): 1)  The tonic activity related to attention (EDL, or electrodermal level). The unit of measurement used is the sum of electrodermal resistance in kiloohms (KΩ) of all participants. It is important to point out that the lower the resistance, the higher the level of attention. 

2)  The phasic activity, related to emotion (EDR or electrodermal response). In this case, the unit of measurement is the arithmetic mean of electrodermal resistance in kiloohms (KΩ) of all participants. In this case, the higher the average, the greater the intensity of emotion.  It  should  be  noted  that  the machine simply detects the presence of emotion, but not its type or content, thus not discriminating between positive and negative emotions. 

3)  A spontaneous, non-specific, random and independent signal of each person (NSA, or non-specific activity). The unit of measurement used is the electrodermal resistance in kiloohms (KΩ). This signal, because it is nonspecific and subjective, should be considered noise, for which reason it was compensated by means of the global arithmetic mean, in order to subsequently discriminate and disregard it. 

4)   

This technology, named Sociograph, patent no. 9902767, has been used in previous cases such as Martínez Herrador, JL et al. (2008, 2012) and Aiger, M. et al. (2013). 

The sampling method was chosen for convenience, and consists of 25 people aged 20 to 30 years in similar proportion as regards sex. Therefore, the results have an exploratory character. 

The spots broadcast are shown in the following table. 
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Issued spots Situation Primary Type Issued in Spain Language Issued in 

Spot Situation 

Type 

Primary 

Spain Language 

Cinesa .- Minioms 

00:01-00:46  Cómico 

Si 

Español 

Desigual .- Tengo un plan 

00:47-01:46  Alegre / Positivo  Si 

Español 

Famosa .- Muñecas 

01:47-02:13  Jingle 

Si 

Español 

Ser .- Caras imposibles 

02:14-02:43  Cómico 

Si 

Español 

Twister .- Naturaleza sabia 

02:44-03:28  Cómico 

No 

Español 

Eitb.- Obama 

03:29-04:28  Cómico 

Si 

Español 

Axe .- Hombre chocolate 

04:29-05:26  Cómico 

Si 

Español 

DGT Francia .- Velocidad 

05:27-05:56  Drama / Negativo  No Otro 

Volvo .- Van Damme 

05:57-07:13  Cinematográfico 

No 

Inglés 

Dewars .- Se buscan hombres 

07:14-08:28  Motivacional 

Si 

Español 

IKEA .- Mi fiesta 

08:29-08:59  Musical 

Si 

Español 

Minioms .- Superbowl 2015 

09:00-09:35  Cómico 

No 

Inglés 

Mahou Mixta .- Pato Willy 

09:36-09:56  Cómico 

Si 

Español 

Meth Project .- Casa 

09:57-10:27  Drama / Negativo  No Inglés 

BMW .- Imperfectos 

10:27-11:07  Motivacional 

Si 

Español 

ONCE .- hay un verano mejor  11:08-11:38  Cómico Si 

Español 

Spices of life / 

TVE .- España - Serbia 

11:39-12:16  Costumbrista Si 

Español 

Motorola .- Megan Fox 

12:17-12:47  Cómico 

No 

Inglés 

Campofrio Finissimas .- Ranas  12:48-14:07  Cómico Si 

Español 

Dirt Devil .- El exorcista 

14:08-15:36  Cinematográfico 

No 

Inglés 

Autoway Japón .- Fantasma 

15:37-16:09  Drama / Negativo  No Otro 

Source: self made 



The spots were classified according to a typology in two steps, so that the primary type reflects the essential aspect of the spot and the secondary one qualifies this essential primary type. Specifically, the possibilities that were listed for both types were musical, jingle, comic, dramatic / negative, motivational, joyful / positive, cinematographic, spices of life / local-customs-related and landscape / precious characters. 

The brand responsible for the spot was also highlighted and if the spot was broadcast in Spain and in what year, which can be related to the a priori familiarity developed with the brand and the spot. 

Finally, the language of the spot locution is also indicated (Spanish, English, another and without locution), since it could have an impact on understanding the spot and this could impinge on the attention deployed to understand it and the emotional intensity developed. 

A pass of 25 people was held on March 23, 2015 in the room of degrees of Miguel de Cervantes European University, in Valladolid. At the entrance to the premises, a bracelet was placed on the participants, who sent the information about each person 43 
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For the analysis of the collected data, statistical techniques appropriate to the characteristics of the obtained time series were used, making use of models for longitudinal studies. 



 4.   RESULTS 

 

 4.1. Attention 

 

The average level of attention is 281.300 K (280.996 K in the case of men and 273.598 K in the case of women), with an average standard deviation of 8.3955 K 

(11,793 K for men, and greater for women, 18,920 K). 

The coequalities of kurtosis (0.745) and Fisher's asymmetry (0.351) for the whole sample assume a leptokurtic-type distribution with slight asymmetry to the right (positive asymmetry). In the case of men, the coefficients of kurtosis (0.027) and asymmetry (0.475) indicate a slightly leptokutric distribution with asymmetry to the right (positive asymmetry), while the same coefficients in the case of women (0.044 

for kurtosis and - 1,176 for asymmetry) indicate a similar degree of pointing but a different asymmetry (in this case the asymmetry is left or negative). 

It  should  be  noted,  before  presenting  the results in detail, that the level of attention is measured in terms of resistance, so the greater the resistance, the less the attention, and vice versa. 

Thus, in the broadcast spots, a valley structure with a certain level of initial decrease (more pronounced in the case of women) up to approximately 5:30 minutes, and a more or less constant level of attention later, can be seen in general terms. 

However, the analysis of the attention curve should be based on the estimation of the tonic level change rates (EDL), which can be seen in Picture 1. In this case, an increase in the level of EDL implies an increase in attention and its decrease means a decrease. Therefore, the most relevant feature of the series is the growth or decrease and its intensity throughout the session. 
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Picture 1. Variation rate on inverted EDL of the emission by sex (-K) Source: self made 



Thus, the peaks represent moments of substantive attention increase, therefore representing moments in which a stimulus suddenly arouses the attention of the spectators. The content of these moments in the broadcast is summarized below. 

1)  Ser.- Impossible faces (2:29 a 2:35). Men (EDL exchange rate: 7.1173 ΔKW). In sound, one listens to the song "you are very ugly, but very very ugly, you have nothing I can fall in love with". In visual, close-ups of faces of men on camera in slow motion. 

2)  DGT .- France (5:38 to 5:45). Women (6.9186). In sound, the voice of a woman and a child after an accident is heard. In visual, one sees a car overturned after an accident. A man gets out of the car. 

3)  Volvo .- Van Damme (6:14 to 6:20). Men (6.0804). In sound, the voice of Van Damme in English is heard speaking about the qualities of the truck and its body, and in the background an epic-type sound, in particular the beginning of the song. In visual, the beginning is a close-up of Van Damme, opening up to a general shot in which the protagonist is seen on the rear-view mirrors of two golden trucks. 

4)  Dewars .- Men are sought (7:24 to 7:32). Men (9,6084). In sound, one can see the address of a man who says "long waits without immediate reward. 

Essential companionship". In visual, one sees a set of clouds, a fade and a mountain with vegetation. Subsequently, a close-up of a man with a boat, and then a wooden barrel that is turned. 

5)  Ikea .- My party (8:40 to 8:45). Men (5,1818). In sound, it begins with a song that says "I have the right to my party, I have the right to my party". The accompanying sound instrument is an electric guitar. In visual, a lass jumps with a raised hand, then a close-up of a lass whose hair is ruffled, an average shot of three women on a terrace, an elderly couple cooking and two men jumping. All in slow motion. 
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7)  TVE. Spain - Serbia (12:04 to 12:09). Women (5,674). In sound, a strident sampling begins. In visual, a man in his pajamas climbs a staircase while a Serbian dressed in a football garment watches him at the foot of the staircase. 

The phrase "The Serbs do not scare us" is superimposed 8)  Motorola .- Megan Fox (12:42 to 12:49). Men (8,981). End of the spot. In sound, Megan Fox is seen saying "probably nothing". In visual, one sees Megan Fox in a general shot in a bathtub, and then a cell phone and, over impressed, the Motorola logo. 

9)  .- Campofrío Finissimas Frog (13:43 to 13:48). Men (5.9404). In sound, "take advantage of this. Finissimas de Campofrío. Now with a reclosable pack" is spoken. In visual, a man in an office stands up and, with his hands raised, says what is indicated. Then there is a blister with the product, and a hand that opens it. 

10) Dirt Devil.- The Exorcist (14:08 to 14:17). Women (10,176). The spot starts. In sound, one can see how a door opens squeakily, and then a sonorous atmosphere of suspense. In visual, what looks like a clergyman opens a door, climbs a staircase in a dark and suspenseful environment. 

11) .- Autoway Japan.- Ghost (15:58 to 16:15). Men (17,627). Women (24,041). In sound, a very strong blow on a car glass precedes screaming. In visual, what looks like a ghost of a lass with a distorted face hits the glass of a car very violently. Subsequently, the car backs away amid the shouts of the occupants. 



The previously presented cases having been analyzed, a common sound initiator can be suggested, which, in the case of women, could be related to an important change in range in sound. In the case of men, said sound initiator seems to be more related to a change in voice range. 

In relation to the visual, atypical situations arise in content or form, or situations of special beauty. They are definitely visual moments that break with what is usual. 

However, and in addition to specific moments in which the attention is suddenly increased, it is interesting to consider which announcements have a general balance of positive EDL and therefore are spots that attract attention, and which have a negative balance, resulting in spots that diminish attention or distract. 

The results are shown in Table 2, and the EDL balance sheet of the spot. 
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EDL Balance by spot (ƩK) 

 

Spot 

EDL Total 

EDL Mens 

EDL Woman 

Cinesa .- Minioms 

3,191 

3,831625 

1,316875 

Desigual .- Tengo un plan 

-10,741 

-12,102125 

-14,035875 

Famosa .- Muñecas 

-2,653 

-3,353 

-3,89375 

Ser .- Caras imposibles 

3,087 

6,433875 

-2,6705 

Twister .- Naturaleza sabia 

-5,243 

-5,000625 

-9,559375 

Eitb.- Obama 

-2,714 

1,51725 

-13,10225 

Axe .- Hombre chocolate 

-13,638 

-14,970375 

-11,9455 

DGT Francia .- Velocidad 

-3,598 

-7,818125 

5,72425 

Volvo .- Van Damme 

16,289 

29,386875 

-3,89025 

Dewars .- Se buscan hombres 

0,481 

3,724 

-7,5565 

IKEA .- Mi fiesta 

2,516 

4,36625 

-1,652 

Minioms .- Superbowl 2015 

0,245 

-0,99925 

1,95475 

Mahou Mixta .- Pato Willy 

0,929 

0,413 

1,579375 

Meth Project .- Casa 

6,085 

6,848625 

3,815875 

BMW .- Imperfectos 

-1,459 

0,53025 

-6,010375 

ONCE .- Hay un verano mejor 

-4,608 

-8,3335 

2,184875 

TVE .- España - Serbia 

-2,219 

-6,769875 

6,376125 

Motorola .- Megan Fox 

4,817 

10,705625 

-7,037625 

Campofrio Finissimas .- Ranas 

7,55 

12,537875 

-3,129875 

Dirt Devil .- El exorcista 

-9,254 

-17,758125 

8,15675 

Autoway Japón .- Fantasma 

25,814 

24,448375 

31,3495 

Fuente: elaboración propia 



The spot of Autoway Japan stands out as the spot in global terms to which more attention has been paid. This is definitely a spot to which much attention is paid as it is particularly shocking. So much so that this announcement has been named by many blogs and specialized publications as "the most terrifying spot in the world" 

(RRPP Noticias, 2013, Reason Why, 2013, infotaller.tv, 2013, El Comercio, 2013). 

A spot to which men have also paid much attention is that of the Volvo brand, starring Van Damme and set to music by Enya. Other spots that have worked in terms of EDL in men but not in women have been those of Cadena Ser (impossible faces), Motorola (starring Megan Fox), Campofrío Finissimas (frogs) and, to a lesser extent, Ikea (my party). 

On the contrary, the spots that have captured the attention of women but not of men have been those of Dirt Devil (the exorcist) and DGT Francesa (Speed) and, to a lesser extent, those who had the Minioms as protagonists (Cinesa and Superbowl). 

2015) and ONCE (there is a better summer). 
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The average level of emotion obtained by the series was 0.1229 K, with an average standard deviation of 0.1161 K (average of 0.1400 and standard deviation of 0.1402 in the case of men, and values of 0.1506 and 0.221 respectively for women). 

No significant differences in mean emotion were obtained in relation to sex (p ≤ 

0.214, t value, -1.243 and gl 1628.846, not assuming equal variances, Levene test p ≤ 

0.011 and F value 6.425). 

In this case, the coefficients of kurtosis (16,738) and asymmetry (3,328) indicate a leptokurtic distribution, much more pronounced for women (62.034) than for men (6,741) with a positive asymmetry or to the right (3,328), also more pronounced in the case of women (6,459) than of men (2,434). 

The analysis of the EDR level in the subsequent time series shows sudden changes in the resistivity of the skin that are related to reactions to specific stimuli. Those areas where change is high indicate greater emotional response, whereas those areas without significant changes are considered poorly exciting. The following picture indicates the EDR levels obtained in the session. 

 

 

Picture 2. EDR (electrodermal response) of the session by sex (K) Source: self made 



Examining the series, emotional intensity is detected in moments 4:32, 12:22, 14:07, 14:34, 15:55 and 16:03. The content of such moments is shown later. 

1)  4:32, Woman (1,649 K). Ax Spot .- Man Chocolate. A man with a naked torso applies a deodorant 

2)  12:22, Woman (3,373). Spot of Motorola .- Megan Fox. Megan Fox holds a cell phone when she talks about social network management. 

3)  14:07, Woman (2,027). Spot of Dirt Devil.- The exorcist. Start of the spot. After a black farm, a blow sounds and a person who enters a house is seen. The atmosphere is suspense. 

4)  14:34, Woman (1,491). Spot of Dirt Devil.- The exorcist. There are several shouts. A man, with the appearance of a cleric, and a woman are at the door of 48 
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5)  3:55 PM, Woman (2,218) Spont of Autoway Japan.- Ghost. A ghost hits the glass of a vehicle. The blow on the glass sounds 6)  16:03, Man (2,385), Spot of Autoway Japan.- Ghost. Shouts from the occupants of a vehicle are heard while the vehicle is going backwards. 



The correlation analysis could not show an objective relationship between EDR 

peaks and EDL stretches. 

On the other hand, it is interesting to note that four out of the six moments of greatest EDR intensity occur in situations where suspense or fear prevails. 

In addition to the sudden generation of intense emotional peaks, it is also interesting to evaluate the amount of EDR generated on average per every spot. The results can be seen in the following table. 



 Tabla 3 

EDR media por spot (K) (Global y por sexos) EDR 

EDR 

Spot 

Total EDR 

Men  Woman  

Media 0,132 0,151  0,149 

Cinesa .- Minioms 

Desv. típ. 

0,086 

0,104 

0,115 

Media 0,101 0,130  0,091 

Desigual .- Tengo un plan 

Desv. típ. 

0,068 

0,120 

0,077 

Media 0,085 0,106  0,089 

Famosa .- Muñecas 

Desv. típ. 

0,053 

0,083 

0,044 

Media 0,139 0,195  0,103 

Ser .- Caras imposibles 

Desv. típ. 

0,113 

0,202 

0,066 

Media 0,091 0,098  0,088 

Twister .- Naturaleza sabia 

Desv. típ. 

0,062 

0,082 

0,062 

Media 0,098 0,108  0,113 

Eitb.- Obama 

Desv. típ. 

0,089 

0,124 

0,085 

Media 0,091 0,098  0,118 

Axe .- Hombre chocolate 

Desv. típ. 

0,120 

0,095 

0,228 

Media 0,089 0,107  0,152 

DGT Francia .- Velocidad 

Desv. típ. 

0,055 

0,098 

0,155 

Media 0,138 0,184  0,123 

Volvo .- Van Damme 

Desv. típ. 

0,102 

0,160 

0,129 

Media 0,134 0,164  0,142 

Dewars .- Se buscan hombres  Desv. típ.  0,116 

0,172 

0,110 

Media 0,122 0,168  0,083 

IKEA .- Mi fiesta 

Desv. típ. 

0,094 

0,171 

0,050 

Media 0,099 0,100  0,146 

Minioms.- Superbowl 2015 

Desv. típ. 

0,071 

0,091 

0,143 

Media 0,161 0,211  0,152 

Mahou Mixta .- Pato Willy 

Desv. típ. 

0,094 

0,151 

0,111 

49 

Vivat Academia. Revista de Comunicación. 15 dic. - 15 mzo, 2017-18, nº 141, pp. 39-54 

Tapia Frade, A., Rajas Fernández M., Martín Guerra, E.  Gender differences in audiovisual consumption: a neuroscience experiment on tv ads Media 0,146 0,164  0,148 

Meth Project .- Casa 

Desv. típ. 

0,133 

0,183 

0,182 

Media 0,094 0,130  0,081 

BMW .- Imperfectos 

Desv. típ. 

0,052 

0,101 

0,056 

ONCE .- Hay un verano 

Media 0,071 0,064  0,140 

mejor 

Desv. típ. 

0,022 

0,022 

0,108 

Media 0,111 0,115  0,166 

TVE .- España - Serbia 

Desv. típ. 

0,124 

0,127 

0,256 

Media 0,210 0,222  0,240 

Motorola .- Megan Fox 

Desv. típ. 

0,226 

0,206 

0,623 

Campofrio Finissimas .- 

Media 0,140 0,155  0,212 

Ranas 

Desv. típ. 

0,113 

0,144 

0,277 

Media 0,107 0,092  0,196 

Dirt Devil .- El exorcista 

Desv. típ. 

0,103 

0,078 

0,277 

Media 0,245 0,233  0,372 

Autoway Japón .- Fantasma 

Desv. típ. 

0,223 

0,190 

0,478 

Source: own elaboration 



Thus, the five more exciting spots in general terms are those corresponding to the brands Autoway Japan, Motorola, Mixed Mahou, Campofrío Finissimas and Cadena Ser. However, this classification varies by sex. Thus, in the case of women, the ranking of the five brands with the highest average EDR are Autoway Japan, Motorola, Campofrío Finissimas, Dirt Devil and TVE. In the case of men, the first two places coincide (Autoway Japan and Motorola), and then Cadena Ser and Volvo. 

It is also worth noting that all the spots in the mentioned EDR rankings are spots with positive EDL, that is, spots that attract attention. 

It could also be proved that the spots that had not been issued in Spain and, therefore, were unfamiliar a priori to the audience were significantly more attended and generated greater emotional intensity than those who were issued in Spain (p ≤ 

0.000, t value 5,609, and gl 666,094, not assuming equal variances, Levene's test p ≤ 

0,000 and F value 20,613 for average value in total EDL exchange rate, and p ≤ 0.008, value t 2,664, and gl 629,510, not assuming equal variances, Levene’s test p ≤ 0.000 

and F value 19,630 for mean value in total EDR). 

Regarding the language, significant differences were found in attention (the more distant a priori language, the more attention to the spot) but not in emotional intensity by means of ANOVA test (p ≤ 0,000, 0,003 and 0,004 of the language neither Spanish nor English with respect to them). 

Concerning the primary types of spot, it should be noted that the drama / 

negative type obtained significantly higher averages than the other types except for the musical in an average exchange rate in attention (EDL), and all except the aforementioned musical and local-customs-related type in emotional intensity (EDR), largely caused by the contribution of the spot of Autoway Japan. 
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It should be noted first that the test shows a valley structure in which attention decreases up to minute 5.30 to gently increase the rest of the session. 

On the other hand, although women also had an average emotional level higher than that of men, no significant difference could be concluded in this regard. 

Sudden increases in attention seem to be more related to sound than to the image. 

Thus, it could be observed that the attention of the sample rose suddenly when there was an intense change in the sound record. 

The comic theme aroused greater attention in the case of men, but not in the case of women, who do not have a remarkable theme about the rest. 

In the case of emotion, it is noteworthy that four out of the six major emotional peaks occurred in situations of suspense or terror. 

It was not possible to contrast the objective relationship between increased attention spans (EDL) and emotion peaks (EDR). 

Novelty seems to be a relevant factor in the generation of attention and emotion. 

Thus, the spots not issued in Spain obtained values of attention and emotion significantly higher than those issued in Spain. Regarding the broadcasting language, it is also noteworthy that the spots with a language other than Spanish obtained values significantly higher than those issued in Spanish as regards attention (EDL), but not concerning emotion (EDR). 

The major limitations of this study are related to the limited sample size, although recent studies indicate that the sample size for a study of these characteristics is adequate (Karmarkar, 2015; Orzan, 2015; Vecchiato, 2014; Martínez Herrador, 2012; Reimann, 2012). 

The implications of this piece of research for the improvement of efficiency in television advertising communication are clear, since it provides relevant information for the realization of effective advertising spots. In addition, it could be significant, considering the high cost of broadcasting these advertising spots on television. 

On the other hand, it would undoubtedly be interesting to delve into the content of the emotional response to the spot, given that this piece of research only highlights the increases and decreases in phasic or emotional activity in the sample, but not its content or its positive or negative evaluation. 
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ABSTRACT
“This paper shows the results of an experiment in nearoscience on a group of 20
people applicd to audiovisual consumption, particularly television spots. The
method used was the measurement and analyss of their electrodermal activity. The
results indicate significant differences in attention by gender. The most notable
increases seem to be more related to the sound than to the pictue, The comsic theme
aroused a higher level in men but not in women. Similarl, the novelty seems {o be.
an important factor in generating attention and excitement, a the spots not issued in
Spain had significantly higher values on attention and emtion. Finaly, the spots
where the language of specch was not Spanish also had significantly higher valucs in
attention, but not n emoion.
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RESUMEN
Este trabajo_ presenta Jos resultados de un experimento de neurociencia sobre un
grupo de 20 personas aplicado al consumo audiovisual, en concreto spots de
television. Fl método usado fue I medicion y andlisis de s sctividad electrodérmic.
Los resultados indican diferencias significativas en atencion segdn género, y cuyos

rementos mis otorios parecen estar ms relacionados con el sanido que con la
imagen. La tematica comica desperto mayor nivel en los hombres, pero no en las
mujeres. D igual modo, a novedad parece un factor elevante en la generacion de
atencion y emocion, ya que los spots o emitidos en Espana obluvieron valores

Aljandro Tapia Frade, Ho s an adjunt profesco a the Loyola Universiy of Andalusi. I i
acredied by ANECA and ACSUCYL to Profesor Contratado Doctr. I addton,# hos s year
oo o esearch graned by ACSUCYL.






index-10_1.jpg
35

25

15

05

£Lora
w0
srsto
25410

EDRHOMBRE  —— EDR MUJER

——EDRTOTAL





index-1_2.png
(c0) O &





index-1_1.png





index-1_4.jpg





index-1_3.png





index-7_1.jpg
TVAR EDL_HOMBREINV  —— TVAR EDL MUJERINV

TVAR EDL TOTALINV





