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Attentional and emotional responses to advertising based on consumer
characteristics: An analysis using two biometric measures

Okano, Masao
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This study examined how consumers® attention to executional elements of TV
commercials varies by consumer characteristics through eye-tracking and skin electrical response.
The following results were obtained. (1) Consumers who have a high rational characteristic of
purchasing attitude watched the third-party endorsement mark longer and the celebrity for a shorter
duration than consumers with a low rational characteristic. (2) Consumers who tend to buy what is
trendy, new products earlier than others, frequently advertised brands, and recommended brands were
found to pay more attention to the celebrity®s face than consumers who are low in these traits.
Essentially, the results suggest that consumers with high rational traits tend to have emotional
reactions to the content of the message, while those with low rational traits tend to have emotional

reactions toward celebrities.
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