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Influence of the informative value of advertising on consumers® attention and attitu
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In order to investigate the relationship between advertisements and the amount of
attention people pay to them, this study used eye-tracking data to examine the hypothesis that the subjec
ts who assign importance to the product selection criteria included in a commercial®s message pay more att
ention to the commercials than do subjects who do not. In the first experiment, five commercials with "low
calorie” and "relaxation™ messages were shown to 45 college students. In the second experiment, commercia
Is with the "low calorie" and "safety" messages were shown to 32 college students. Eye-tracking data were
collected in both experiments.
The results of the statistical analysis supported the research hypothesis. Furthermore, the tendency desc
ribed in the hypothesis appeared strongly when: (1) there was a big discrepancy between messages and origi
nal food images, and (2) the messages were shown at the end, rather than the beginning, of the commercials
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