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Existing research on advertising and consumer purchasing behavior has
heavily relied on single data sources, such as questionnaires, which makes it challenging to capture
the processes through which advertisements influence purchasing behavior. Additionally, there are

instances where questionnaire responses do not align with actual purchasing behavior.

This study aimed to overcome these limitations by integrating attention data collected through
eye-tracking technology with traditional survey data and sales data. By modeling the relationship
between visual stimuli, changes in consumer eye movement, and marketing effects, this study revealed

the consumer®s decision-making process from a visual perspective. Specifically, attention data was
collected through experiments, and multiple gaze indicators were developed to understand how
consumers focus on advertising information and which elements they find interesting, while also
grasping the influence on their purchasing decisions.
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