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OzZET

NOROMARKETING ALANINDA MARKA ALGISININ ELEKTROFIZYOLOJIK OLARAK
BEYIN OSILASYONLARIYLA OLGUMLENMESI: EEG (ELEKTROENSEFALOGRAFI)
YONTEMI UYGULAMASI

Aysel Duzgun

Noéropazarlama alani literatirinde ilk kez kilavuz olacak sekilde baslayan bu calismada,
25-30 Hz, 30-35 Hz ve 40-48 Hz ¢oklu gama frekans pencerelerinde ¢ok iyi bilinen bir markanin
algisini analiz etmek i¢in beyin dinamidi osilasyon yontemleri bakis agisi anlatilmaktadir.
Calisma, cok taninan bir markayi “bilen” ve “bilmeyen” kisiler arasinda gergeklestirilmistir.
Markay! bilen kigiler yoluyla elektrofizyolojik olarak algilarin ayrimini ortaya ¢ikarmak igin
olasiliklar gdsterilmistir. ikinci adimda 14 sagh deri elektrot bdlgesi arasinda koheranslar
yoluyla baglantilar analiz edilmistir.

26 saglikli kiside dort uyaran turG kullanilarak “olaya iliskili osilasyonlar” analiz edilmistir:
(1) Phyletic bellege yonelik basit bir 11k, (2) kalici bellege yonelik “Facebook” uyarani, (3)
6grenmeyi baglatmak icin ‘Facebook” kelimesi iginde yer alan harfleri iceren yazili gérsel ve
(4) kalici bellege yonelik mavi bulutlu bir gokylizi goérseli. Bitlin uyaran sinyalleri yaklasik
olarak 45 cd/m2 parlaklik degerine sahiptir.

Her t¢ gama penceresinde Facebook markasini bilen kigilerde 0-150ms zaman diliminde
yuksek cevaplar ¢ikmaktadir. Markay1 bilmeyen kisilerde ise 300-500ms ve 600-900ms’lerde
daha yluksek geg cevaplar gortlmektedir. Ayrica marka algilama suresince Facebook markasi
icin bilen ve bilmeyen gruplar arasinda koherans iglevinde farkliliklar bulunmustur. Ozellikle
Fs-Ps ve Fs-P4bolge kayitlarinda koherans belirgin olarak bilen grupta bilmeyen gruba goére
daha bUyuktar.

Analizlerle 25-48 Hz frekans bandinda U¢ alt gama penceresinde cevaplarin
karsilastirmalariyla Facebook uyaraninin etkisini digmek mimkanddr. Olaya iliskili osilasyonlar
bilinen ve bilinmeyen algilarin ayrismasina izin vermektedir. Ayrica bilinen algilarin ayrismasi
mekansal koherans uygulamasiyla ve Inter-Trial Koherans ile zenginlestirilecektir.
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ABSTRACT

ELECTROPHYSIOLOGICAL MEASUREMENTS OF BRAND PERCEPTION IN
NEUROMARKETING BY MEANS OF BRAIN OSCILLATIONS and
ELECTROPHYSIOLOGY (EEG)

Aysel Duzgun

This study is a pilot study in neuromarketing literature on the concept and methods of
oscillatory brain dynamics to analyze a well-known brand perception in multiple gamma
frequency windows of 25-30 Hz, 30-35 Hz and 40-48 Hz. The study was performed with
“familiar subjects” and “unfamiliar subjects” of a well-known brand. We show the possibilities
to differentiate electrophysiologically the percepts of well-known brand by familiar subjects. We
also analyzed the connectivity by means of spatial coherence between 14 scalp electrode
locations.

We have analyzed event-related oscillations in healthy subjects (N=26) by using four types

of stimulation: (1) A “simple light signal” as phyletic memory, (2) “Facebook” stimulation as
persistent memory, (3) “written visual presentation” including capitals of “Facebook” word to
trigger learning, and (4) “cloudy blue sky” as persistent memory. All the stimulation signals
have brightness value approximately 45 cd/m2.
Globally there are early (0-150ms) gamma responses in familiar subjects whereas late
responses in 300-500ms and in 600-900ms for unfamiliar subjects in three gamma windows
are observed. Further, we found differences in coherences between familiar and unfamiliar
groups during Facebook perception. Especially at Fs-Ps and Fs-Ps area recordings, the
coherence was significantly larger in the familiar group versus to unfamiliar group.

It is possible to measure the effect of Facebook stimulation by comparing the responses in
three sub-windows. Event related oscillations allow a differentiation of known and unknown
percepts. Further, the differentiation of known percepts will be enriched by application of Inter-
Trial Coherence.
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