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El estrés se ha convertido en
tema cotidiano...
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Esta presente en 8 de cada 10 argentinosy 3 lo sufren
por lo menos 1 vez por semana.

¢Cuan frecuentemente se siente estresado?--%

s _

Semanalmente 28
Mensualmente 21
Dificilmente/Nunca 21

e Solo un 20% afirma no padecerlo con regularidad.

Fuente : D’Alessio IR Ol., con la perspectiva profesional del Dr. Luciano Sposato, co-Director
del Centro de Stroke de la Fundacion Favaloro
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El estrés moderno
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Diversos Motivos de Malestar

¢Le molesto algo en el ultimo mes? - Respuestas Afirmativas - % -

Ponerse nervioso por tardar mucho
en llegar donde trabaja

Estar cansado y no poder llegar a casa por transito

Le contestd mal una persona de atencién al publico

Cruzando la calle le tiraron el auto encima

Viajo apretado en un medio de transporte

Le robaron a un amigo/conocido

Manejando le tiraron el auto encima

Le llegaron facturas con errores de un servicio

Le robaron

42

57

o1
o
(o]

75

64

61

61

61

60

80

Fuente : D’Alessio IROL Estudio “Los cambios de tendencia en Atencién al Pablico”
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¢ Por qué nos estresamos?
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La respuesta de ESTRES

SITUACION
ESTRESANTE

= Situaciones nuevas e ‘
impredecibles que
requieren de la

adaptacion del

organismo

RESPUESTA FISIOLOGICA
r FRENTE A LA DEMANDA DE ﬂ
ADAPTACION

LIBERACION DE LIBERACION DE
GLUCOCORTICOIDES CATECOLAMINAS
(CORTISOL) (ADRENALINA)
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Lareaccion
fisiologica
del estrés

Mespiration

Heart rate 'T‘
Ensrgy mobilization t

Gl funetion 4
mimune functionf L

-
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Ademas el estrés influye sobre
los proceso cognitivos
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Mvailable anline at www .sciencedirect.com
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Review

Long-term effects of social stress on brain and behavior: a focus
on hippocampal functioning
Bauke Buwalda®™, Maarten H.P. Kole®, Alexa H. Veenema®, Mark Huininga®,
Sietse F. de Boer®, 5. Mechiel Korte®, Jaap M. Koolhaas®
“Llepariment of Arimal physiology, University of Groningen, P Hox 14, Y730 AA Haren, The Netherlands

EGerman Primate Cengr, 37077 Gdrringen, Oarmany
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Research

Enhanced Human Memory Consolidation
With Post-Learning Stress: Interaction With the
Degree of Arousal at Encoding

Larry Cahill," Lukasz Gorski, and Kathryn Le

k]

*

Mean Percent Slides Recalled
(+- SEM)

Arousing Heutral

Figure 2  Average (= SEM) percent recall of slides defined as arousing and as neutral by the CP5 and
contrel groups. * = P <= .02 from correspending control value.
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El estado de estrés influye también
sobre nuestras decisiones



Research Report

sseconcresowrernaciona,. Acute Stress Modulates Risk

DE MARKETING FINANCIERO . . . . L Kk .
asociacion de marketin
o——--——— laking in Financial Decision aMpb g ssocacion de marcene

EL MARKETING DEL MANANA, HOY. Mal{ing

Anthony J. Porcelli and Mauricio R, Delgado

Ruigers University, Newark

O No-Stress Control
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Fig. 3. Proportion of participanta” risky and conservative strategy choices in Experiment 1 as a
+ + funection of domain (loss or goin domain} and condition (no stees va, seate steess). Although analyses
were condueted only on risky choices, data on both risky and conservative choices are presented for
completeness. Error bars show 1 SEM.

Fig. 1. Nustration of the two sets of gambles (of equal expected valoe) used in the financial decision-making task. In the example from the firse
sat (left), the participant must choose between an 8% chance of losing #0.75 and a 20% chanee of losing 3,00, In the example from the second
set (right ). the participant must chonse between a 609 chance of winning #1.00 and a 40%% chance of winning #1.50. Although in these examples
the gamble from the first set is in the loss domain and the gamble feom the second set is in the gain domain, both domains were represented
ermally often in each set over the course of the experiment. Participants had 4 s to process the gamble and make a decision. After a 5-s fication,
the outeome of their choice was presented for 1 s, and another 55 fication followed .
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Y sobre nuestras emociones



26° CONGRESO INTERNACIONAL
m DE MARKETING FINANCIERO
9° WORKSHOP LATINOAMERICANO
EL MARKETING DEL MARANA, HOY.

Fear, Anger, and Risk

Jennifer 5. Lerner
Camegie Mellon University

Dacher Reltner
University of California, Berkeley

Joorna of Peesonolny amd Sochdd Psychology
Z00L Vel Bl Mo 1. 146-159
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Lerss Donmain

= Angry
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3.4 |
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Emotion Disposition (Z-Score)

Galim Domain
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2.0
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Figure 4. In the loss domain, asngry individeals made nsk-seeking
chaoices and fearful individuals made risk-averse choices {1op panely. A
similar pattern emerged in the gain domain: Angry individoals made
rishc-secking chotees and feacful individuals made risk-averse choices (hot-
wrn ponely. The valees are stondordized beta coclTicients
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“Estar estresado” = Estrés cronico

e Lareaccion de estrés protege en condiciones
agudas, pero cuando se activa en forma
cronica puede causar danos y acelerar los
procesos de enfermedad
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Las ventajas se tornan desventajas:
metabolismo y sistema cardiovascular

J'nr:re.as_ed Abdominal fat
aopetite Athermsclerosis

Energy Diabates |
mabilization Muscle wasfing
Bone thinning

INCreasing amounts  —————|—

FIGURE4 Protection versus damage: metabolic svstems and cardiovascular health.
Mormal levels of stress hormones secreted in response to a stressor increase appetite
and mobilize energy reserves, but prolonged elevation can lead to unhealthy condi-
fions.
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Las ventajas se tornan desventajas:

sistema inmune

Promofes movemeant Suppresses movement
of immune cells fo of cells fo sites
sites where they where they are needed

are needed
Enhances Supprosses
immunity immuniy

INCreasing amounts  s——————

FIGURE 5 Protection versus damage: immune function. Mormal levels of stress
hormones enhance the immune response, but if the stress response 15 repeatedly
overactivated or prolonged, immune function is impaired.
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Las ventajas se tornan desventajas:
sistema nervioso

Promotas Impalrs memory,
attantion and calises atrophy

slorage of of hippocampus,
meamory and promoras

loss of nerve calis

INCreasing amounts ———————

FIGURE & Protection versus damage: brain function and memory. Mormal levels
of stress hormones promote the storage of memory, but elevated levels over long
periods can impair memory.
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El estrés en la antiguedad
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¢Qué nos diferencia de nuestros
antepasados?

* |Informacion

* Expectativas

e Sedentarismo

e Cambio de habitos alimentarios
* Vida mas prolongada
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¢Por qué no logramos
“desestresarnos”?
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Corteza
Prefrontal
Humana
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Percepcion/Imaginacion y respuesta
fisiologica
La mente humana es tan poderosa que puede desencadenar

la respuesta de lucha o huida con s6lo imaginarnos en una
situacion amenazadora.

Esta capacidad puede ser una fuente de poder o una
invitacion a la enfermedad.

Si usamos nuestra imaginacion para preparar una
presentacion en la oficina, podemos comandar respuesta de
estrés para mejorar nuestros resultados

Pero si nos torturamos con los peores escenarios, de forma
voluntaria a fuego lento en un caldo téxico de miedo,
podemos dispara la respuesta de estrés sin siquiera salir de
casa
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Affective Forecasting

Knowing What to Want
Timothy D. Wilson' and Daniel T. Gilbert®

Tyr » ) . .. 3 o .
University of Virginia, “Harvard University

Tomamos decisiones
anticipando coOmo nos vamos a
sentir en el futuro si un
determinado evento ocurre, sin
embargo...

am ba asociacion de marketing
bancario argentino

M Predicted
JActual

[=1]
1

L5y
1

Happiness Rating
¢ T

=)
1

Desirable Undesirable
Desirability of Dormitory

Fiz. 1. College students’ predicted and actoal levels of happiness afeer
dormitory assignments. Participants predicted what theie overall level of
happiness would be a vear later, if they were randomly assigned to a de-
sirable or undesirable dormitory (ona T-point scale, with 1 = unheppy and
7 = happy). Smdents predicted that their dormitory assignment would
have a large positive or negative impact on their overall happiness (solid
bars): but a vear later, those hiving in undesirable and de sivable dormitories
were at nearly identical levels of happiness (open bars). Adapted from

Donm. Wilson, & Gilbert (2003 ).
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...Sobreestimamos el impacto emocional de los

eventos
— — _ Predicted
e e
/ o
/ . AN
,? / Experienced N
\
Emotional h N\
Intensity AN
N\
N\
I I ' \'
Time 1 Time2 Time3 Time4

(Emotional Event)
Time ——>
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Estructuras
Corteza Prefrontal
Hipocampo Cerebrales

Hipotalamo Involucradas en la
Amigdala

Insula Emocion

Estriado Ventral

S e e

Fig. 2. Brain regions implicated in emotional experience include orbito-
frontal cortex (yellow), insular cortex (purple), and anterior (blue) and
posterior (green) cingulate cortices. The amygdala (red) is involved in
linking perception with automatic emoticnal responses and memeory.
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Hippocampus

= Hyper-responsive « Reduced volume
» Correlated with « Inversely correlated
symptom severity with symptom severity|

t

HIPERACTIVACION

Produce una hiper-
reactividad frente a

estimulos
emocionalmente
« Reversible dendritic atrophy
relevantes « Reversible spine loss

* Hyporesponsive
« Inversely correlated with symptomn severity

Medial prefrontal
cortex
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Hippocampus

« Hyper-responsive « Reduced volume
« Correlated with « Inversely correlated
symptom severity with symptom severity

t

Hiper- Aprendizaje
reactividad contextual

frente a deficiente lo
estimulos que levaala

sobre-
generalizacion

emocionalmen-
te relevantes

= Reversible dendritic atrophy
« Reversible spine loss

l
¥

= Hyporesponsive
= Inversely correlated with symptomn severity
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Hippocampus

= Hyper-respensive + Reduced volume
« Caorrelated with « Inversely correlated

symptorn severity with symptom severity

Hiper-reactividad
frente a estimulos
emocionalmente
relevantes

Aprendizaje
contextual
deficiente lo
gque levaala
sobre-
generalizacidon

» Reversible dendritic atrophy
» Reversible spine loss

!

= Hyporesponsive
= Inversely correlated with symptom severity

Medial prefrontal
cortex

No efecto de extincidon
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Un pequeiio experimento

e Recuerde un episodio reciente (no actual) de
estrés

e |dentifique el evento o problema disparador
del estado de estrés

e Recuerde sus sensaciones internas
(emociones y sensaciones fisicas)
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Un pequeno experimento (cont)

e Trate de reconstruir qué pensaba en esos
momentos

e iCuales eran sus temores en esos momentos?

¢ Qué pensaba que podia ocurrir en el
escenario mas extremo?

* ¢iQué sentia cuando pensaba eso?
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Un pequeno experimento (cont)

e (Qué hacia para no sentirse de esa manera?

e iEn qué pensaba para no sentirse de esa
manera’?

e ¢iQué cosas no podia hacer por sentirse de esa
manera?
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Un pequeno experimento (cont)

e Mirado a la distancia:

— ¢Cuales predicciones se cumplieron y en qué
medida?

— ¢Cual fue el impacto final del problema?
— ¢Con qué costo se resolvio el problema?
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Vulnerabilidad

Estrés
incrementado

Problema

Reacciones

conductuales
(evitacion,
postergacion,
sobreexigencia,
etc.)

Reaccion

emocional

(miedo —
enojo)
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¢ Pero podemos realmente corregir
nuestras percepciones erroneas?
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Rethinking Feelings: An fMRI Study of the
Cognitive Regulation of Emotion

Kevin N. Ochsner’, Silvia A. Bungﬂz, James J. Gross', and
John D. E. Gabrieli'

1 - r s ; 2 . .
Stanford University, “Massachusetts Institute of Technology

© 2002 Massachusetts Institute of Technology fournal of Copnitive Newrascience 14:8, pp. 1215122
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|IAPS (International Affective Picture System)

2
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Modulation Activation by
by reappraisal (CETMETEE] Z-value

Aumenta la actividad Disminuye la actividad en
prefrontal de control cognitivo areas emocionales
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NeuroIlmage

www.elsevierconvlocate vnimg

MNeurolmage 23 (2004) 483499

For better or for worse: neural systems supporting the cognitive
down- and up-regulation of negative emotion

Kevin N. Ochsner,* Rebecca D. Ray,® Jeffrey C. Cooper.” Elaine R. Robertson,” Sita Chopra,”
1o b b

John D.E. Gabrieli,” and James J. Gross

‘qumrfmcur of Pyehology, Columbia University, United States

"Department of Psyehology, Stanford University, United States
“Newrose fence Program, Stanford University, United States

am ba asociacion de marketing
bancario argentino

Increase or Decrease Increase or Decrease
Left LPFC Dorsal MPFC, ACC

(b)

Decrease = Increase Increase = Decrease
Right LFFC, OFC Left MPFC

Situation = Self Self > Situation
Left LPFC Right MPFC
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Customer (In)Justice and Emotional Labor:
The Role of Perspective Taking, Anger, and
Emotional Regulation’

Deborah E. Rupp™

University of lllinois at Urbana—Champaign, Institute of Labor and Industrial Relations,
Department of Fsvchology, Champaign, IL 61820

A. Silke McCance

University of Hllinois at Urbana Champaign, Department of Psvchology,
Champaign, [L 615820-6232

Sharmin Spencer
DePauw University, Department of Prychology, Greencastle, IN 46135-0037

Karlheinz Sonntag

Universitdt Heidelberg, Psychologisches Institut, Arbeits- und Organisationspsychologie,
Heidelberz, Germany
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