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Research on the Effects of Cognition to Print Mobile Ads Using Eye—track-
ing Methodology
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Abstract: Tobii T120 Eye Tracker was used to record eye movement of college students while they were viewing print
mobile ads. The results showed that: the brands placed on the left received more fixations than that located on the right,
and the brands which were located on the left were recognized better than those on the right; viewers were able to choose
different background of a mobile ads, model received the most fixations, and were recognized the best, advertising
message received the fewest fixations; when the background was model, viewers paid more attention to mobile and
background than brands, but the brands on the left received more fixations than that placed on the right; When the
background was advertising message, the brands in the upper half on the right received more fixations than that located in
the bottom half on the right. The results offer a reference basis for the design of print mobile advertising.
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Fig.1 Different areas of interest in print mobile ads
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Tab.1 Mean and standard deviation of total fixation duration among areas of interest under different brand positions and backgrounds
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Tab.2 Mean and standard deviation of the number of fixations among areas of interest under different brand positions and backgrounds
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Tab.3 Results of memory test on print mobile ads with different

brand positions and backgrounds
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Fig.4 Font design of health product packaging

RERAKERIER, IBNERREB. MENF
— KA — MSBEEIRIA, WRIR RIS KH
EROmA, BT XIS SR BRI
TAERDE", WREESEEREISET, N84,

SRR — R 2R TPUAT /D
SBRAENE D, BRAERNTESBRPREZN—
I WSAEISAIELR bR 5 BOERMEIAE60
BERINARTEHPA—ERER HIRNE
FHABAR, TEBRAB HERA BESHE
SRIGHURFE A BIEERRTRN , B
NSNBEBIAL—, BSIRRITEIERRIECERN
ER, B AAEBVIIIRESZ

S 3Rk :

(1] FPFRIR T A TG F i2% 19 S [R5 8, 2009
(10) : 240.

[2]  PhsLHE BT EAD - ALBER MR B - VTP 5 R iRt , 2003.

(3] ZENEHE R A LRI B M AL S AUBC Tl Hh AL, 2004.

[4] EIT.3CFRMA Y223 ][440, 2005(3) : 129.

[5] fEfduts bR -5 s M) LT REZE AL, 1998,

[6] REALARAUdE iR THIAU%E TRE, 2004,25(2) : 172

(EEF47)
Matters[J].Applied Cognitive Psychology,2008,22(5):697-707.

[4] PIETERS R, WEDEL M. Goal Control of Attention to Adverti—
sing:The Yabus Implication[J]. Journal of Consumer Research,
2007(2):224-233.

(51 A, it K, ok AN TR] S 35 XA 0 ) 4 R sl ik
FEIDHEFLE,2007,30(3) : 584-587.

(6] FI%F24, BE i, A5 A0 B FI A 250 9 5L

HRCREY

W (4 AR S AR D10 0 B 27 2008, 14(3) :208-212.

[7] WEDEL M, PIETERS R. Eye Fixation on Advertisements and
Memory of Brands: A Model and Findings[J].Marketing Scien—
ce,2000,19(4):297-312.

[8] RAYNER K, ROTELLO C M.Integrating Text and Pictorial
Information: Eye Movements when Looking at Print Advertis—
ements[]J].Journal of Experimental Psychology, 2001, 7(3) :
219-226.



