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positive and negative emotional valence were selected from the International Affective Picture System with the mean
valence level differing (7,13 / 2,96) but the mean arousal level being equal for the two sessions (4,99 / 5,02). SPSS 16.0
was used for statistical analyses, and data were analyzed by means of repeated measures analysis of variance (ANOVA).

Results: When mean amplitudes of ERPs to the emotional stimuli presented as standard stimuli in the oddball design
were compared, valence effects were prominent at frontocentral sites between 200 and 400 ms with unpleasant pictures
resulting in more negative amplitudes in comparison to pleasant ones (F(3/36)=44.85; p=0.000). This difference was
more significant for the 200-300 ms time window (F(9/108)=11.42; p=0.000). ERPs to target stimuli, that reflect attention
and decision-making processes, were also evaluated. There were no significant differences in the P3b amplitudes and
latencies between the two separate sessions with positive or negative emotional stimuli.

Conclusion: Current findings suggest that emotional valence of visual stimuli can be distinguished using scalp ERPs.
However, further analyses are needed to evaluate the neuronal mechanisms underlying and the brain structures
producing the more negative potentials at frontal sites to unpleasant pictures for the 200-300 ms time window.
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ELEKTROENSEFALOGRAMDA (EEG) REKLAM VIDEOLARININ iZLENDIKLERi EMOSYONEL BAGLAMA BAGLI OLARAK
ORTAYA CIKAN DEGiSiMLER: BiR NOROPAZARLAMA CALISMASI
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Amag: Bu calismada, bir reklam videosunun olusturdugu etkinin, pozitif veya negatif emosyonel baglamda izlenmesine
bagli olarak degisip degismedigi arastirilmistir.

Gereg ve Yontem: Calismada, 13 saglkli goniilliiden, ayni reklam videosunun pozitif veya negatif emosyonel icerige sahip
iki dizi film arasinda izletilmesi sirasinda 32 kanaldan EEG kaydi yapildi. Her iki kayitta da dizi film 1.5 dakika boyunca
izlendikten sonra 22 saniye reklam videosu ve arkasindan 1 dakika daha dizinin devami izlettirildi. Kanhmcilardan
videolari izledikten sonra, emosyonel baglam agisindan dizi filmlerle ilgili 6znel geribildirimde bulunmalar: istendi. Her
iki baglamdaki reklam videosu sirasinda elde edilen EEG sinyalleri goz artefaktlarindan arindiriidiktan sonra, Fourier
doniisiimi ile frekans spektrumlari hesaplandi. Elde edilen spektrumlardan, delta {0.5-3.5 Hz), teta (3.5-7.5 Hz), yavas
alfa (8-10 Hz), hizli alfa (10-12 Hz) ve beta (13-30 Hz) bantlarinin giicleri hesapland. Istatistiksel analizierde yinelenmis
olglimler igcin ANOVA testi kullanildi.

Bulgular: Pozitif baglamdaki reklam videosunun izlenmesi esnasinda, negatif baglamdaki reklam videosuna 'klyasla sol
frontal bélgelerde daha yiiksek teta aktivitesi, parietooksipital bélgelerde daha yiiksek yavas alfa aktivitesi ve sag ve sol
temporal bolgelerde daha yliksek hizli alfa aktivitesi gdzlenmistir. '

Sonug: Emosyonel baglamin farklilasmasinin ayni reklam videosunun olusturdugu etkiler tizerinde degisiklik yarattg
gozlenmigtir. Literatiirde, izlendikten sonra hosa giden ve hatirlanan reklam videolariyla iliskili olarak sol frontal bolgelerde
artan teta aktivitesi gozlendigine iliskin bulgular mevcuttur [1]. Bu gergevede, ¢alismamizda reklam videosunun, pozitif
baglam igerisinde izlenmesinin emosyonel etkisinin daha yiiksek oldugunu séylemek mimkindar. Ayrica, Klimesch ve
ark. [2] cesitli calismalarinda yavas alfa salinimlarinin dikkat ve uyaniklik diizeyi ve hizh alfa salinimlarinin da bellek ile
iliskili olduklarini géstermislerdir. Bu cercevede, bulgularimiz ayni reklam videosunun pozitif baglam icinde izlenmesi
sirasinda negatif baglam icinde izlenmesine gore gerek dikkat gerekse bellege kayit siireglerinin daha aktif oldugunu
distindiirmektedir.
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Objectives: The aim of this study is to investigate whether the effect of a TV commercial changes depending on watching
it in a positive or negative emotional context.

Materials & Methods: EEG recordings were carried out from 32 electrode sites while 13 healthy volunteers were
watching the same TV commercial in the midst of two different TV series with different emotionel content. In both
conditions participants watched the TV series for 1,5 minutes, than the TV commercial for 22 seconds and after that
again the TV series for one minute. After both conditions participants were required to give subjective feedback on the
emotional context of the TV series. After removal of the eye movement artifacts, frequency spectra of the EEG signals
for TV commercials watched on both positive and negative emotional context were calculated using Fourier transform
and delta (0.5-3.5 Hz), theta (3.5-7.5 hz), low alpha (8-10 Hz), high alpha (10-12 Hz) and beta (13-30 Hz) band powers
were calculated based on these spectra. SPSS 16.0 was used for statistical analyses, and data were analyzed by means of
repeated measures analysis of variance (ANOVA).

Results: Higher theta activity at the left frontal region, higher low alpha activity at the parieto-occipital regions and
higher high alpha activity at the right and left temporal regions were observed for the TV commercial watched on a
positive emotional context compared with that watched on the negative emotional context.

Conclusion: It was observed that the emotional context changed the effects of the same TV commercial on brain
electrical activity. In the literature, there are findings for increased theta activity at the left frontal regions elicited during
the observation of the TV commercials that were remembered or judged pleasant [1]. So in our study, it is possible to
say that watching the same TV commercial in a positive context elicited a stronger emotional effect. In addition, various
studies by Klimesch et al. [2] have associated low alpha oscillations with attention and vigilance levels and high alpha
oscillations with memory. So our findings suggest that both attention and memory encoding processes are more active
during watching the same TV commercial in a positive context.
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