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ABSTRACT 

This paper shows the results of an experiment in neuroscience on a group of 20 people of both sexes, whose electrodermal activity was measured simultaneously while they were watching TV spots.  Also, we paid special attention to the analysis of gender differences and their attentional and emotional activation patterns. The results show that spots containing half-naked models or models only in underwear are significantly higher in average attendance (in both sexes) with respect to those without this feature. 

In addition, we also concluded that there were significant differences in relation to the familiarity of the audience with the brand in both sexes too (more attention is paid to known brands) Finally, it was also possible to emphasize that attentional activation occurs to a greater extent at the beginning and end of the spot, although it is more clearly seen in the case of women. Likewise, a common pattern of attentional activation may be suggested when a sound rupture occurs. 
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RESUMEN 

Este trabajo muestra los resultados de un experimento de neurociencia realizado sobre un grupo de 20 personas de ambos sexos, a las que se midió su actividad electrodérmica 1Alejandro  Tapia-Frade:  Doctor in Advertising from the Complutense University of Madrid (2005). 
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de forma simultánea mientras visionaban spots de televisión. Se prestó especial atención al análisis de diferencias de género y sus patrones de activación atencional y emocional. 

Los resultados ponen de manifiesto que los spots que mostraban modelos semidesnudos o en ropa interior resultan significativamente superiores en atención en ambos sexos respecto de los que no presentan esta característica. También se pudieron concluir diferencias significativas en relación a la familiaridad de los espectadores con la marca en ambos sexos (las marcas conocidas son atendidas en mayor medida).  Finalmente, pudo también destacarse que la activación atencional se produce en mayor medida al inicio y finalización del spot, aunque se aprecia más claramente en el caso de las mujeres.  De igual modo,  se  puede sugerir un patrón común de activación atencional cuando se produce una ruptura relevante de registro sonoro. 

PALABRAS CLAVE: neuropublicidad – televisión – atención – emoción – género.  



SEMIDESNUDO, GÊNERO E OUTROS FATORES NA PUBLICIDADE 

TELEVISIVA. UMA APROXIMAÇÃO DESDE A NEUROCIÊNCIA  RESUME 

Este trabalho mostra os resultados de um experimento de neurociência realizado sobre um grupo de 20 pessoas de ambos sexos, nas quais foram medidas suas atividades eletro dérmicas de forma simultânea enquanto viam spots de televisão. Prestando atenção especialmente na analises de diferenças de gênero e seus padrões de ativação de atenção e emoção. Os resultados mostram que os spots que mostravam modelos semidesnudos ou com roupa intima resultavam significativamente superior na atenção em ambos sexos. Também foi concluído diferenças significativas em relação a familiaridade dos telespectadores com a marca em ambos sexos (as marcas conhecidas chamam mais a atenção). Finalmente, destacou-se também que a ativação da atenção se produz em maior medida ao início e finalização do spot, apesar que também se aprecia, mas claramente no caso entre as mulheres. De modo igual, pode-se sugerir um padrão comum de ativação da atenção quando se produz a ruptura relevante do registro sonoro. 

PALAVRAS CHAVE: neuropublicidade – televisão – atenção – emocional – gênero.  
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1.  INTRODUCTION 

 The appeal to sensuality, to suggested beauty, is undoubtedly one of the most used in advertising. So much so that people have come to talk about the concept of sensual marketing (Moreno, 2004). 

In this context, it is important to note the abundance of literature about advertising and the perception of gender stereotypes handled by it. Thus, Moreno and Martínez (2012) point out that the stereotypical production of television spots gives men values such as strength, arrogance, bravery, risk, recklessness or dominance, while for women it reserves meanings associated with beauty, sweetness, tenderness, affection or reflection. 

Previously, Soloaga (2007) in a study on luxury brand advertising in Spain noted that advertising praises values associated with a woman understood as an object of desire that pursues beauty and youth as essential values. 

Without wishing to expand on the issue, references to the studies of David and Johnson (1994), Kang (1997), David, Morrison, Johnson and Ross (2002), Lindner (2004) and Dittman and Howard (2004) are a must, in a theoretical line similar to that described above. 

However, more avant-garde advertising representations tend to a more egalitarian representation of women, in which women assume roles traditionally forbidden to their condition, associating them with power, capacity, strength, personal fulfillment and even aggressiveness. (Garrido Lora, 2007, p. 67). 

It should also be mentioned, in the opinion of the same author, that the representation of masculinity has undergone an important transformation in advertising messages, which abandons the aforementioned solid profile in favor of a more plural image, in which sensitivity, aesthetic concern or occupation in housework or work proper to paternity, once the stereotypical patrimony of women (Garrido Lora, 2007, p. 67). 

However, it is also necessary to ask whether these stereotypical roles promoted by advertising in fact arouse the attention of viewers, the recipients at the end of such advertising. 

Psychobiological research on the recipients could be a valid way to such a study. In fact, it has been mentioned that, if you analyze a person who visualizes an advertisement, you could control three fundamental variables of the process, which are attention, emotion and memory, which could optimize it so that it will cause greater impact (Torreblanca et al., 2012). 
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In addition, literature in relation to the study of the effects of advertising through neuroscientific techniques is increasingly abundant. 

Thus, in a paper on brand familiarity, two experiments were conducted to analyze neurophysiological activation, response latency to such activation, and the choice of new brands and familiar brands. The results show that (1) the choice of new brands (as compared to the choice of known brands) is preceded by an increase in the activation of the prefrontal cortex, measured by means of functional magnetic resonance (fMRI); (2) the choice of new brands is associated with higher response latency than the known brands; and (3) the positive mood improves response latency of the choice of new brands as compared to known brands (Reimann, 2012). 

Another study, in this case one carried out on spots by electroencephalography and galvanic response to 28 people, revealed significant differences in attention and emotion between genders according to the categories of visualized products (Vecchiato et al., 2014b). Another, based on the Coca Cola brand, highlighted the importance of music as a persuasive element in audiovisual marketing (Sanchez-Porras, 2013). 

Another piece of research carried out on outdoor advertising highlighted creativity and attention as fundamental conductors of success in advertising, specifically in relation to the improvement of brand recall. (Wilson, 2015, p. 232). 

Finally, another paper on TV spots that used biometric indicators and eyetracker demonstrated the value of television as a tool to attract and maintain an emotional response. In addition, said piece of research showed that emotional engagement was increased when the participants in the study combined visualization of similar content on TV and on the Internet simultaneously (Steele et al., 2013, p. 417). 



In this context, this article shows the results of a neuropublicity experiment in which the electrodermal  activity of 20 people of both sexes was simultaneously analyzed while they were viewing spots in which semi-nude models or models only in underwear mixed with others that did not have this quality. 

In addition, in this analysis other factors that could be relevant in the processes of attentional and emotional activation of said subjects were tested. In particular, different commercial formats were tested, and the role played by brand knowledge and the locution language of the spot in the activation of said processes was explored. 




2.  OBJECTIVES 

 

The knowledge objectives proposed for this paper are: 4 
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1.  Simultaneous measurement of attention (EDL) and emotion (EDR) of a population sample during the emission of a set of spots by examining their electrodermal activity. 

2.  Establishment of significant gender differences in the activation patterns of the attention (EDL) and emotion (EDR) signals by examining their electrodermal activity with respect to the following factors: a)  the typology of the spot 

b)  the appearance (or not) of half-naked models or models only in underwear. 

c)  the language of the spot 

d)  familiarity with the brand and the spot. 




3.  METHODOLOGY 

  The sample, chosen through the convenience sampling method, consists of 20 people aged 20 to 30 years of both sexes (in a similar proportion).  Therefore, it is a sample whose results should be considered to be exploratory. 

The broadcast and subsequently analyzed spots are shown in the following table. 



 Table 1.  Spots issued. 



Half-naked / 

Issued in 

Spot 

Situation 

Typology 

Underwear 

Spain 


Language 

AMC Policy Minioms 


00:01 - 00:48 

Funny  

DO NOT 

DO NOT 

ENG  

Greenpeace vs Lego 

00:49 - 02:33 

Musical  

DO NOT 

DO NOT 

ENG  

El Corte Inglés 

02:34 - 03:27 

Musical  

YES 

YES 

IS 

Target.com 

03:28 - 03:57 

Funny  

YES 

DO NOT 

ENG  

Aurgi 

03:58 - 04:18 

Jingle 

YES 

YES 

IS 

Batman 

04:19 - 04:49 

Film 

DO NOT 

DO NOT 

OTR  

Andes 

04:50 - 05:49 

Jingle 

DO NOT 

DO NOT 

IS 

Dolce Gabanna The 

Landscaper / 

One 

05:50 - 06:34 

Preciosista 

YES 

YES 

ENG  

Aquarius 

06:35 - 07:36 

Funny  

DO NOT 

YES 

IS 

Guitar Hero 

Landscaper / 

07:37 - 08:14 

Preciosista 

YES 

DO NOT 

ENG  

Limón y Nada 

08:15 - 08:25 

Funny  

DO NOT 

YES 

IS 

Coca Cola 

08:26 - 09:26 

Jingle 

DO NOT 

YES 

ENG  

Mango by Opticalia 

Landscaper / 

09:29 - 09:49 

Preciosista 

YES 

DO NOT 

OTR  

Orange 

09:50 - 10:32 

Funny  

DO NOT 

DO NOT 

ENG  

Victoriaś Secret 

Landscaper / 

10: 33-11: 03 

Preciosista 

YES 

DO NOT 

ENG  

Mercedes Benz 

11: 04- 11:24 

Funny  

DO NOT 

YES 

IS 
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Freixenet 

11:25 - 11:55 

Musical  

DO NOT 

YES 

IS 

Nike 

11:56 - 13:13 

Motivational  

DO NOT 

DO NOT 

ENG  

Cabreiroa 

13:14 - 13:24 

Funny  

DO NOT 

YES 

IS 

Mango Rebel 

Landscaper / 

13:25 - 13:45 

Preciosista 

YES 

YES 

ENG  

Line 

13:46 - 14:06 

Funny  

DO NOT 

YES 

IS 

Heineken 

14:07 - 14:37 

Funny  

DO NOT 

DO NOT 

ENG  

Nokia 

DO NOT 

14:38 - 15:38 

Funny  

DO NOT 

ENG  

Sorteo El Niño 

15:39 - 16:04 

Funny  

DO NOT 

YES 

IS 



Source: own elaboration. 

Así, se diferenció si en el spot aparecían modelos semidesnudos o en ropa interior. 

On the other hand, the spots were classified according to a typology designed ad hoc. 

Specifically, the possibilities that were listed for both types were jingle, musical, comic, landscape/precious,  Spices of life/local-custom-related,  motivational and cinematographic characters. 

It also highlighted the brand responsible for the spot and whether it was broadcast in Spain, which can be related to the a priori familiarity developed with the brand and the spot. 

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

A pass of 20 people was held on April 22, 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, which sent the information of each person to a central processing unit, in charge of the necessary calculations and their storage. 

The measuring instrument analyzes the  electrodermal activity in three types of signals:  

1)  The tonic activity, linked to attention (EDL, or electrodermal level). The unit of measure used is the sum of the electrodermal resistance in Kilomnios (KΩ). For them, it is essential for the interpretation to note that the lower the resistance, the higher the level of attention. 

2)  The phasic activity, linked to emotion (EDR, or electrodermal response). In this case, the unit of measure is the arithmetic mean of electrodermal resistance in Kilomnios  (KΩ)  of  all  the  participants.  Therefore, the higher the mean, the 6 
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greater the intensity of emotion.  It is also noteworthy  that  the measurement instrument simply detects the presence of emotion, but not the type (positive or negative) of it (as an electroencephalography helmet could, for example). 

3)  A spontaneous, nonspecific, random and independent signal of each individual (NSA, or nonspecific activity). This signal, being nonspecific and subjective, is considered  noise, so it was compensated by means of the global arithmetic mean in order to subsequently discriminate and disregard it. 

This technology, named Sociograph, patent number 9902767, has been used with favorable results  in previous cases such as Martínez Herrador, J.  L.  et al.  (2008, 2012) and Aiger, M. et al. (2013), among others. 


4.  RESULTS 

  Prior to analysis, it should be noted that the test was performed in response to a time series model with strong autocorrelation,  representing the significant impact of the above values of attention (EDL) on the later ones. Emotion, due to its sudden nature, does not have this dependence. 




4.1. Attention 

The average level of attention for the whole sample is 176.0634 KΩ (244,7952 in the case of men and 152,5265 in the case of women), with a standard deviation of 20,4036 

(being of 19,5325 in the case of men and 20,04831 in the case of women). 

The kurtosis (-1,  108) and asymmetry (0.110) coefficient of Fisher for the whole sample suggests a platicuric distribution with slight asymmetry to the right or positive. 

In the case of men, we can also speak of a platicuric distribution (Coef, Curtosis: -0,822), less pronounced than in the case of women (-1,122), and more asymmetric to the right (Coef Asymmetry Men: 0,337) the latter (0.085), which have quasi-symmetry. 

It should  also be  noted, before presenting the results in detail, that the level of attention is measured in terms of resistance, so that the greater the value of resistance, the lower the level of attention, and vice versa. In order to simplify the reading of the subsequent graph, the values have been inverted, so that the closer to zero the value, the higher the level of attention. 
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 Graph 1.  EDL (electrodermal level) of the broadcast according to sex. (-∑KΩ) Source: own elaboration. 

Thus, a growing global structure with visible alterations, which will be the subject of further analysis, should be noted. 

Although it should be noted that, when using the LDS, a model of time series with strong autocorrelation, the analysis of the attention curve (EDL) should be based on the estimation of the change rates of said variable, which can be seen in Graph 2. In this graph, increases in the level of EDL imply an increase  in attention, and its decrease decreases.  Therefore, the most notorious characteristic of the series is the growth or decrease of the curve and its intensity at the different moments of the broadcast. 
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 Graph 2.  Absolute Variation on inverted EDL of the broadcast by sex. (-KΩ). 

Source: own elaboration. 
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Undoubtedly, points can be seen in which said rate of change undergoes remarkable alterations, these being the moments in which the attention is  increased by a certain stimulus. The moments of greatest alteration are the following: 1) AMC Sprint. Women (00: 01-00: 09) - EDL Variation Rate (ΔKΩ): 6.986 -. It is the beginning of the spot. In visual, you can see some minioms sitting in the cinema, and a purple miniom appears, which eats a chair. In sound, an English voice-over signals “this is Dave, he really enjoys going to the movies, and he is always considered with...” The purple miniom screams. 

2) AMC Sprint. Men (00: 09-00: 25) - Variation Rate EDL (ΔKΩ): 27,785 -. In visual, the purple miniom eats an arm of an armchair. Dave takes out the cell phone to turn it off, but the purple miniom eats it. Afterwards, the cell phone rings, Dave tightens the belly of the purple miniom and the phone turns off. 

3) Greenpeace. Men and women (00: 53: 01: 04) - Variation Rate EDL (ΔKΩ): H 

(11,126) M (7,765) -. Initial moments of the spot. In visual, you can see long shots of Lego figures (two bears, some wolves, an Eskimo fishing and a group of ice hockey players, a gull.) In sound, an instrumental song begins, there is no voice. 

4) El Corte Inglés. Women (02:40 - 02:51) - Variation Rate EDL (ΔKΩ): 12,227 -.Initial moments of the spot.  In visual, a woman leaves a room.  Long (more abundant) and medium shots of a woman dressed in different ways are appreciated. In sound, a door slam, and the beginning of a song. 

5) Target.com. Men (03:38 - 03:48) - Variation Rate EDL (ΔKΩ): 12,357 -. In visual, Darth Vader is seen sitting on a chair. A door sounds and Heidi Klum appears, who sits next to him. Dath Vader looks at her. In sound, the only thing that stands out is that Dath Vader's breathing is accelerated by the presence of Heidi Klum. 

6) Aurgi. Men and women (04:07 - 04:22) - Variation Rate EDL (ΔKΩ): H (26,690) M 

(26,859) -. In visual, on a green background, Rebecca is seen, dressed sensually, singing. 

The increment section reaches the end of the spot. In sound, a very shrill song sounds. 

7) Aquarius. Women (06:53 - 07:01) - Variation Rate EDL (ΔKΩ): 14,093 -. In visual, you can see long shots of a woman, a vegetable greengrocery store, an elderly man sleeping while sitting, a wet woman, a man playing ping pong and some children running. In sound, a voice-over tells the life of a town. 

8)  Orange.  Men (10:23 -  10:32)  -  Variation  Rate  EDL  (ΔKΩ):  13,689  -.  It is the conclusion of the spot. In visual, the phrase “life is full of choices. Have you made the 9 
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right one?” can be seen on a black background. The spot ends with the logo of Orange. 

In sound, an instrumental song is noticed. There is no voice. 

9) Victoria Secret. Men and Women (10.33 - 11.03) - Variation Rate EDL (ΔKΩ): H 

(20,811) M (46,261) -. Increased attention throughout the spot. In visual, up to 8 women can be seen in underwear alternating short and long shots. In sound, a sensual song is played. 

10) Mercedes Benz. Men and women (11:08 - 11:24) - Variation Rate EDL (ΔKΩ): H 

(11,189) M (17,781) -. In visual, a boy and a girl are seen sitting on a sofa and talking. In sound, their conversation is the protagonist. In the case of women, they are the initial moments of the spot. In the case of men, the increase in attention occurs towards the middle of it. 

11) Freixenet. Men (11:25 - 11:34) - Variation Rate EDL (ΔKΩ): 14,914 -. It is the beginning of the spot. In visual, a group of women dressed in gold dance to the sound of a song. In sound, the song, by Bisbal, has an intense rhythm. 

12) Cabreiroa. Men and women (13:20 - 13:24) - Variation Rate EDL (ΔKΩ): H (6,877) M (12,016) -. It is the closing of the spot. In visual, you can see the front of a bicycle with a bottle of the brand. In sound, a female voice-over says "Cabreiroa, balanced water for people who do not stop." 

13) Handle. Men and women (13:25 - 13:34) - Variation Rate EDL (ΔKΩ): H (14,719) M 

(8,908) -.Start of the spot. In visual, short planes of the face of a black and white model can be seen. Only in the case of men, the model takes off his shirt. In sound, the spot starts with a very strident song 

14) Line. Men and women (13:54 - 14:03) - Variation Rate EDL (ΔKΩ): H (9,540) M 

(9,457) -. In visual, you can see a man with a phone and a panic face. Long shots of the man lying on the ground alternate with short shots of him and another man. In sound, a part starts with a battery. 

15) Sorteo “El Niño”. Men (15:47 - 15:57) - Variation Rate EDL (ΔKΩ): 13,414 -. In visual, you can see an elderly couple sitting on a sofa. In sound, the old man tells how heavy it has been for them to put up with the whole family during Christmas. 

After analyzing the EDL increment sections, we can point out that they are more frequent in the initial and final sections of the spots in the case of women (6 out of 9 

occasions), but not in the case of men (5 out of 11 cases).  In sound terms, a common pattern of initiation of the sections with a change  of sound record relevant to the previous moments seems to be noticed, which can be seen with greater clarity in the 10 
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case of women (this circumstance occurs 7 times compared to 2). that do not occur, although in one a song persists with a very high rhythm)  than in men (it occurs in 8 

occasions compared to 4 in which it does not occur, although in 2 these occur in the context of a very-high-rhythm song). 

On the other hand, it should be noted that 5 of the 8 spots that show semi-nude models or models in underwear show significant attentional alterations, as compared to 9 of the 16 that do not have this characteristic. 

Regardless of the moments when the attention is suddenly increased, it is worth noting which spots have a general balance of positive EDL (which is why they attract attention) and which ones a negative balance (which is why they are spots that distract or disperse attention). 

The results can be seen in the following table. 



 Table 2.  Balance in EDL variation rate (ƩKΩ). 

Spot  

Total 

Mens 


Women 

AMC SPRINT 


21,714 

26,76975 

10,178875 

Andes.- El imbancable 

-13,776 

-10,3285 

-15,323 

Aquarius.- El pueblo 

-6,923875 

-14,368375 

4,50625 

Aurgi 

25,704 

25,610375 

26,599125 

Batman Arkham Knight 

5,72775 

9,8875 

-7,553875 

Cabreiroa 

8,225 

6,209875 

8,974875 

Coca Cola.- Can´t beat the feeling 

-8,159375 

-6,89675 

-6,307875 

Dolce Gabana.- The One 

-1,371125 

4,4415 

-8,8235 

El Corte Inglés.- Primavera 

5,394375 

-9,121875 

23,428125 

Freixenet 

-1,232875 

4,543875 

-7,70175 

GreenPeace.- Lego is Awesome 

-7,5215 

-11,51325 

-0,4865 

Guitar Hero.- Heidi Klum 

-4,0495 

-1,176875 

-6,92125 

Heineken.- Jenifer Aniston 

-11,8685 

-11,641 

-9,52175 

Limon & Nada 

-6,78825 

-5,032125 

-7,63875 

Line 

10,6785 

11,197375 

6,908125 

Mango.- Rebel hero 

13,4785 

16,158625 

7,65625 

Mercedes Benz 

15,3615 

12,368125 

19,446875 

Nike 

-18,07925 

-21,039375 

-14,440125 

Nokia Lumia 

-22,39475 

-19,201 

-15,906625 

Opticalia 

-5,67 

-7,1505 

-3,836 

Orange.- Wedding 

-1,32125 

3,660125 

-7,9065 

Sorteo Niño 2014 

11,930625 

14,368375 

6,057625 

Target.com 

15,4 

22,73425 

2,261 

Victoria Secret 

38,41425 

23,818375 

49,177625 

 

Source: own elaboration. 
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Thus, in the case of women, the performance of the Victoria Secret spot excels, and later those of Aurgi, El Corte Inglés and Mercedes Benz. It should be noted that 3 of the 4 have naked models or models in underwear. On the opposite side, the spots that got the worst response were those of Nokia Lumia, Cerveza Andes and Nike, none of them being sensual. 

In the case of men, on the positive side, the scores of AMC Sprint, Aurgi, Victoria Secret and Target.com stand out-in this case, 3 of the 4 have half-naked models. 

Similarly, those who got the worst response were Nike, Aquarius and Andes - it is also noteworthy that, as in the case of women, none contains such models. 

The typology of the spots that stand out both positively and negatively is varied in both sexes, which does not allow us to suggest an attentional trend towards any specific typology. 

In any case, comparison tests (ANOVA of a factor) were carried out to verify this trend. The results obtained indicate the non-existence of a typology statistically superior to the rest for the three studied groups (men, women and all cases). 

On the contrary, it was possible to contrast (using the same method indicated above) that the average change rate in attention developed by the spots in Spanish was significantly higher than those broadcast in English or without locution in the case of women and in the group of all cases (p = 0.000 and 0.001 respectively). 

In the case of men (p = 0.009), no significant differences were found in the spots broadcast in Spanish and English, but both in relation to the spots without locution. 

Regarding the spots broadcast and not broadcast in Spain, it should be noted that significant mean EDL differences (by means of a T test) could be contrasted in favor of the spots broadcast in Spain in all the studied cases (p = 0.000, 0.011 and 0.000 for all cases, men and women respectively). 

In the case of spots with semi-nude actors or actors in underwear, the comparison tests carried out indicate that the average change rate in attention (or, what is the same, the average increases in attention paid to the spot) is significantly higher in the spots with half-naked models or models in underwear in all the analyzed cases (men, women and all, T-test of difference of means with p = 0.000, 0.006 and 0.000). 


4.2. Emotion 

  The average level of EDR presented by the series is 0.1803163 KΩ in the case of men and 0.2040547 in the case of women. The standard deviations are respectively 0.23505 

for men and 0.29650 for women, which suggests greater dispersion  in the case of 12 
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women.  The pointing coefficients for men (17,465) and women (23,283) suggest the presence of leptocurtic form in both distributions  (more pronounced in the case of women) and the asymmetry coefficients (3,453 and 4,008 respectively) indicate an asymmetric distribution to the right. 

So, we must conclude that there is similar intensity in terms of emotion (EDR) throughout the broadcast in men and women, which does not imply that the stimuli that initiate the process of emotional stimulation are the same, as we will see later. 

Therefore, the analysis of the level of EDR in the subsequent time series shows sudden changes in the resistivity of the skin that are related to reactions to specific stimuli, different in men and women, as can be seen in Figure 3, which is shown below. 
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 Graph 3.  EDR (electrodermal response) of the broadcast according to sex (KΩ). 

Source: own elaboration. 



Thus, sudden changes of EDR record for men can be seen in the moments 4: 09 to 4:11 

(very intense), 00:06 a 00:09, 10:22 to 10:24 and 11:21 to 11: 22 (of less intensity). 

In the case of women, it is worth mentioning very relevant changes in the moments 4:06 to 4:07, 6:52 to 6:54 and 13:19 to 13:21. In addition, although of minor importance, it is also necessary to point out moments of change in 2:55 to 2:57, 10:29 to 10:30, 10:37 to 10:44 and 15:59 to 16:01. 

The sound and visual stimuli that initiate these changes are described in the following table. 
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 Table 3.  Changes in EDR (KΩ) and description of the stimulus. 

Min / Sec 

EDR (KΩ) 


Situation 

00:06 to 00:09  


Spot of AMC Sprint. A purple miniom screams and eats in the arm a. m. 

Men (4.41) 

of a cinema chair. 

Spot of the Corte Inglés. Long shot of a model, the music starts an 02:55 to 02:57 

Women (3,843) 

increase in tone. 

Women (3,581) 

Spot of Aurgi. Rebecca sings the jingle. The song is of the Disco 04:06 to 04:11 

Men (5,428) 

type. 

Spot of Aquarius. A voice-over speaks of life in a town. In visual alternates a plane of a man playing ping pong, a wet woman and a 06:52 to 06:54 

Women (5,656) 

stork carrying a child 

Spot of Orange. Ends the Spot. Fade to black with the phrase “life 10:22 to 10:24 

Men (3,416) 

if full of choices” overprinted. 

Spot of Orange. End of the spot. On a black background, the 10:29 to 10:30 

Women (2,842) 

overprinted mark can be seen. 

Spot of Victoria Secret. Two black fades alternate with "From Stockholm to Singapore" and "everyone knows" with short and 10:37 to 10:44 

Women (8,066) 

long shots of 3 models in underwear. It sounds a sensual song. 

Spot of Mercedes Benz. Final. In sound, a change of relevant record is observed. In visual you can see a fade to black with the word 11:21 to 11:22 

Men (2,141) 

“algoestapasandoenmercedes.com”. 

Spot of Cabreiroa. End of the spot. A voice over says “Cabreiroa. 

Balanced water for people who do not stop. “In visual you can see the front of a bicycle, a bottle of Cabreiroa and in the background 13:19 to 13:21 

Women (6,707) 

the sea. 

Spot of Lotería del Sorteo del niño. End of the spot. Music begins to sound and a male voice-over says “This year, special prize of 40 

million children's raffle.” In visual, two elderly people are seen 15:59 to 16:01 

Women (6,671) 

sitting on a sofa. 

 

Source: own elaboration. 



In effect, a common pattern of sound change can be suggested in the stimuli described in the table (it occurs in 6 of the 9 cases).  They also usually occur in visual changes, such as the initial or final moments of the spots. 

An objective relationship between EDL change rates and EDR peaks could be contrasted for all the studied cases (total, men and women), in all cases, P = 0.000, and Pearson Corns, 0.380, 0.305 and 0.285. respectively). That is to say, it can be affirmed that, when an emotional increase occurs, there also tends to be an attentional increase, and vice versa. 

In addition, 9 of the 10 emotional peaks occur in increments of attention. 

Therefore, it should be noted that there is a pattern of joint change between attention and emotion. 

Another issue is the average emotion generated by each spot, which is shown in Table 4. 
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 Table 4.  Average EDR (KΩ) per spot and sex. 



Spot 

EDR Man 


EDR Woman 

AMC SPRINT 


Half 

0,2624 

0.1949 

Desv. typ 

0.3500 

0.2205 

Andes.- The imbancable 

Half 

0,1116 

0.1297 

Desv. typ 

0,0842 

0,1140 

Aquarius.- The town 

Half 

0,0986 

0,2250 

Desv. typ 

0.1065 

0.4323 

Aurgi 

Half 

0.4884 

0.4912 

Desv. typ 

0.6213 

0,5492 

Batman Arkham Knight 

Half 

0.1760 

0,1244 

Desv. typ 

0,1769 

0,1146 

Cabreiroa 

Half 

0,5107 

0.7237 

Desv. typ 

0,5156 

1.0811 

Coca Cola.- Can’t beat the feeling 

Half 

0.1437 

0,1343 

Desv. typ 

0,1318 

0,1641 

Dolce Gabana.- The One 

Half 

0,1214 

0.124 

Desv. typ 

0.0806 

0,1170 

El Corte Inglés.- Spring 

Half 

0.1208 

0,2635 

Desv. typ 

0,0842 

0.3106 

Freixenet 

Half 

0,1433 

0.155 

Desv. typ 

0.1804 

0,1616 

GreenPeace.- Lego is Awesome 

Half 

0,1353 

0,1846 

Desv. typ 

0.1570 

0,2326 

Guitar Hero.- Heidi Klum 

Half 

0.1468 

0,1670 

Desv. typ 

0.2175 

0,1993 

Heineken.- Jenifer Aniston 

Half 

0.1301 

0,1922 

Desv. typ 

0,1558 

0,2553 

Limon & Nada 

Half 

0,1787 

0,1928 

Desv. typ 

0,2672 

0.2203 

Line 

Half 

0,2522 

0,2555 

Desv. typ 

0,2336 

0,2797 

Handle.- REBEL HERO 

Half 

0.1964 

0.1825 

Desv. typ 

0,1883 

0,1879 

Mercedes Benz 

Half 

0.3296 

0.4180 

Desv. typ 

0.3347 

0.4095 

Nike 

Half 

0,1666 

0,1353 

Desv. typ 

0,1843 

0,1233 

Nokia Lumia 

Half 

0,1337 

0,1296 

Desv. typ 

0,1530 

0.1209 

Opticalia 

Half 

0,0935 

0.1031 

Desv. typ 

0,0488 

0.1019 

Orange.- Wedding 

Half 

0,2245 

0,1898 

Desv. typ 

0.3190 

0.3153 

Sorteo Niño 2014 

Half 

0.3760 

0.3532 

Desv. typ 

0.3072 

0.3914 
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Target.com 

Half 

0.3009 

0.2158 

Desv. typ 

0.3373 

0,2864 

Victoria Secret 

Half 

0,2650 

0.4591 

Desv. typ 

0.2023 

0.4361 



Source: own elaboration. 



Thus, in the case of men, the performance of Aurgi, Cabreiroa, Mercedes Benz and National Lottery El Niño stand out.  In the case of women, the Aurgi, Cabreiroa, Mercedes Benz and Victoria Secret spots stand out.  On the opposite side, the spots of Opticalia, Aquarius, Andes, Dolce Gavana and El Corte Inglés stand out negatively for men. Outstanding is the fact that three of the five cases refer to fashion products. In the case of women, the spots of Opticalia, Andes, Batman Arkham Knight, Dolce Gavana and Nokia Lumia stand out negatively. 

The typology of the remarkable spots, both positively and negatively, is varied in both sexes, which does not allow us to suggest an emotional tendency towards any specific typology. 

However, comparison tests (ANOVA of one factor) were carried out to corroborate this trend.  The results obtained indicate the non-existence of a typology statistically superior to the rest for the three studied groups (men, women and all cases). 

Neither can anything be affirmed in relation to the presence of semi-nude models or models in underwear (in fact, the contrast tests carried out do not establish significant differences in the average amount of EDR with respect to this quality of the spots). 

On the contrary, if it was possible to contrast (also using ANOVAS of a factor) that the average amount of emotion developed by the spots in Spanish was significantly higher than those broadcast in English or without locution in the case of women and in the group of all the cases (p = 0.000). This difference was not significant in the case of men (p = 0.060). 

Finally, as in the previous case, significant mean differences in EDR (by a t - test) could be contrasted in favor of spots broadcast in Spain in cases of women and all cases (p = 0.003 and 0.030 respectively).  This difference, as in the previous case, was not significant in the case of men (p = 0.338). 


5.  DISCUSSION 

Attentional activation occurs to a greater extent at the beginning and end of the spot, although it is more clearly seen in the case of women.  Likewise, it may suggest a common pattern of attentional activation when a relevant sound record rupture occurs. 
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The typology of the spots that stand out in attention, both positively and negatively, is varied in both sexes, which does not allow us to suggest an attentional trend towards any specific typology. That is, there is no typology that is significantly superior to the rest, neither in men nor in women. 

However, in all cases (men, women and all),  it was possible to relate higher average increases in attention paid to spots with semi-nude models or models in underwear. 

Likewise, it could also be contrasted that the average exchange rate in attention developed by the spots in Spanish was significantly higher than those broadcast in English or without locution in the case of women and in the group of all cases. In the case of men, no significant differences were found in the spot broadcast in Spanish and English, but both in terms of the spots without locution. 

Regarding the spots broadcast and not broadcast in Spain, it should be noted that significant average EDL differences could be contrasted in favor of the spots broadcast in Spain in all the studied cases. Therefore, we can rule out that familiarity is a factor against attention (contrary to fact). 

In relation to patterns of emotional activation, it should be noted first that an objective relationship between EDL change rates and EDR peaks could be contrasted for all the studied cases. That is to say, it can be affirmed that the activation of emotional response tends to occur in a context of attentional activation. 

As with the EDL, no significant differences were found in any type of spot with respect to the others in any of the studied groups (men and women), but it was possible to contrast significant differences in the language of the spot and if it was broadcast in Spain, although only in the case of women. In other words, familiarity with the spot and that it is recorded in Spanish supposes for women two favorable factors for the generation of emotional content. 

The most important limitation of this piece of research is to consider the limited size of the studied sample, 20 people. However, recent studies indicate that the sample chosen for a study of these characteristics is correct and the results reliable (Karmarkar, 2015, Orzan, 2015, Vecchiato, 2014, Martínez Herrador, 2012, Reimann, 2012). 

Future lines of research could delve into the emotional content generated by the different types of spots, or consider the fact of multitasking in the processes and patterns of attentional and emotional activation while watching television and other media –cell phones, tablets, etc. 
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Semidesnudo, género y otros factores en publicidad televisiva.
Un acercamiento desde la neuraciencia
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ABSTRACT

“This paper shows the resuls of an experiment in neuroscience on a group of 20 people
of both sexes, whose electrodermal activity was measured simultancously while they
were watching TV spots. Also, we paid special attention to the analysis of gender
differences and their attentional and emotional activation patterns. The results show
that spots containing half-naked models or models only in underwear are si

higher in average attendance (in both sexes) with respect to those without th
In addition, we also concluded that there were significant differences in relation 1o the
familiarity of the audience with the brand in both sexes too (more attention is paid to
known brands) Finally, it was also possible to emphasize that attentional activation
occurs 1o a greater extent at the beginning and end of the spot, although it is more
clearly seen in the case of women. Likewise, a common pattern of attentional activation
may be suggested when a sound rupture occurs

KEY WORDS: neuroadvertising - elevision - attention - emotion - gender.

RESUMEN

Este trabajo muestra los resultados de un experimento de neurociencia realizado sobre
un grupo de 20 personas de ambos sex0s,  las que se midi6 su actividad electrodérmica
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