98

F 40 £ % 12 HME 285 5 Vol. 40 No. 12
2018 512 fl Foreign Economics & Management Dec. 2018

DOI: 10.16538/j.cnki.fem.2018.12.007

M EHERGIAR : ORSRE

&b, BB, BREE

(1. MPANZFE R S K2 PeiEaepe , ALET 10002932, WANETE R 5 2 FEFRET 6, L 100029)

B e e T e e e e e e ey e

 OE: AT SRR B SR H AL EE, MRS E AR B A O F
R F WL EEE L, AR B TALL B R ARG NGB TR 5L IEZH X R
BALGEFE O H AR &, RIG A & IR RS R PT i B e dE-F & ) ARt R K
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P58 (visual marketing/merchandising ) /248 AV 1 1a)3i 2% 25 $e (AL BRAR A H A5 5
ARV 0T 7 b A AR B M MR 5 B AR BT 5 A T 0 SRS P 8 T, AU PN B XA i A 4
TR T B R (Wedel il Pieters , 2008a ) o FL5E 5 A5 5 S AV FBL R AH 24 12 T2 B
B, B SE B I RIS T et T T R IR A Sz i T AR R T Y
T o A0 5 B Z T LLTCAAANTE , =2 A B 5 IR AT B 2R E —— RIS 3 I O IR IS 2 A
FA N B S B B, — 1B AR MBI 1175 8 TP A 80%—90% 238 £ #HL i
FRAFH (R, 2008 ) o 3t AR R0 5 A 5 LA DX T i\ WRLSE R SE L W 3 A% At R 2 4
(sensory marketing ) /72X, A5 B AL BE 522 B0 7 2 LA B v I 77 24 0 R A 6 1y 52 i 9 2% 2 ek
HHI s AT M E P R (BhRMEE,2016) AN, 777 S BT RO FHL T, SRR
AL TE TN E SO Bt ih 38l Wi ARF Hello Kitty 25 22 3K = “BI{E (1 PR 1%
FRTFAIL, AT 1 & T B N 22 A ERGE 2 i85 | T [ h— AR 2 1Y T
e B #: 2018-03-21
EEWHE: b X TARAEAEEEAA (16YYA005); B R 8 KFF R 2 B (71472045) ; :M 2 F T H R F &

B EFHFFER B (17YQ20) ; 52K 5 X5 s 3 A AFHF b 54 7 -4 35 (CXTD9-03)
EEEMN: & A(1991—), %, I 2F T H R FERBFRELHTA;

W B(1981—), %, AP 2F T 5 K F B IRH 5 B sl 4 GRirAE )

A 2(1966—), %, 52 F T H K F REF P, HEEFIF,
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PR A FE B AN T AT , SR T Al 78 S B 28 TG — R 5 SEPR I A Pk % < (1)
fAHITE B O ALSEE BTG S e 75 REIIVA T 9% 2 (R 2 2 (2) 7 sl Hh A B — 5 435 B AE 5 191
BT B LA (B3I P L b BRI E B RS 5 L A T A — 207 (4) 50 B B35 x0T
THPE BT E R A St — 2 A TG SEA TR 2 (5) AN SR e B B TG Sl A I8 I T Y
B, Al R A R AR ], L Y 25 3 R H 3R (self-report ) 1Y 5 0k
TR P B B PREE T BT R A B 0 K A s I o 451 i Cowburn 1 Stockley (2005 )
3 33 [ B 2002—20034F [H] Y 1035 SCHK , & 30 F FRA G LRI T 11 2% 8 G o] AR A0l
SRR PR AR AL T F 2R Bl (HBEE WA BR80T B0 A TR A A A — 2
1) JRy B o 911, 52 36 v ol XUt ) 4 I 5 8 B 2B 0 285 SR 4t AL 1) s A5t PRI I T A 28 2
FEASRE S W] e B A AR, T HLAR S 2 1% S B8 S8 B (Graham 35, 2012) (I 2E4F,
>k B ARG B 2240k 4 HR 238 B 47 R (eye-tracking technique, DL i FRHR shE AR ) sl b vt &
OB TR R, PR X R R BE A% 1 Bl s s AR AL (RERD AT IE 5% 1 0007, LAZE RS Ay 5
A7) R AERAIE BB A fe F SRR S A B R AR A BRI (R s ], 25 O b v B 3G
B4 ATELKRE T 2K 0 (Duchowski, 2007 ), LLIHFS B4l 5 w25 0050 5 5 1 850R
G, 8t 8 A B R Sh ARG UE T R R A R A5 R O A A ACR , BV DTN T
A RCHKE FH P TR TS e 5 | B 3 ) 4 X el H = A i Aol o

H AT, B TR S AR S E AR T R T 25 TR B 0 DG , Bl TR S AR A
R EAER DG BT 58 S R G B R, AH OGRS s Rt ke i == L SR T, B4 S
FROGT T A2 ST JEBIF9 BRR ) 5 43047 B, SRR X R Bl R 322 P T A et ot 3
TFF5 H AR IR G () T DA % € 28 3RATA T 2 B B JR RN e I e R e O B i L, [ Pz s,
FIRIF IR A TR R B B, 32 B8 e st/ 0 i 15 Can, R4, 20145 B4 56,2016 ),
1V A i B 75 A ) 14 22 B [ S5 T, AR SR SIS IR MR sl AR N T R B B o i B
W s——MR 3 SO0 B AR DRSS 1 B R R 2R SR 5 7R ML SE Rl T 8 s JLAR
AHSEAIFFE T B R 5, TRl SRR 5% 2 BREA T W B AR DY, 50 16 B 25 B0 B9 1 B #3+)
I A R T RERIBIFGE T 1]

—. High=

P55 IR SIS B A% O B WS 2% B e S i TR 5 T n R 3T (n, MR 5l
B AR TR A ) SR T A T SRS, DA A B 8 B8R O T B
ST IR S EARTFER S E B Ay N, 1 Se R 2 IR SRR 5 v 1 i 2 18] 2¢ ZR A BRI AL
PRI, T T ) (1) HR Bl S e o 1 8 AL (2) P v 0 B A R eI

()RS S5 E &

SRy T3 T R0 TR S R B SRR A, AT B TR iz 3 (BPIR 2l ) o BT
T s NSRS Py DX sl FRL D B g SR [T (fovea ) (S DLIRT L), B 5 b ok [T/ PR
AU R B 2 WAL, DRI AETE A M B P ik, 20 ik R gl (S P A 15 T v ke M1 4k
(Rayner, 1998 ; Wedel FPieters, 2008b ) . 1 A A 4t , HR Sl M0 A a9 {5 B AR U T Ry ol v
BGOSR RR

BIREIAR B, © EEA S PIRNIEAIE A IR (saccade ) FITE (fixation ) o A AR Bk 2
T RIS ) R i 2 BBk R, G T A e 0 i A 1) EL A7 B S 380 v ok [, SR g IR B9k 3
FFEE20—A4022 0 5 MR Bk 22 A AF X 1k B 1 B i 1] B Ay AR, SR A 3 PR3 5 17 22200—500 2

O3 I #EE < http://www.sohu.com/a/129958539 118838,

M EHB AR : BB 5 R 2

99


http://www.sohu.com/a/129958539_118838

100

ILPO LG A—— ~ 1.0
S § 0.8
Z 06
. lllo .."200 % 0.4
& I ¥ Ro2t BA
:—.. 5{1}%?9& l 80° et -4 0 .——-r—‘-'T/l. L . . L
80 60 40 20 0 20 40 60 80
W PR L BB ()
() (b)

T (a) MARBE X343, A 10k v e [UTARE X, R A 1°—20° kg Bl Hb e [R5 X, 4061 20°—80° Ky 41 &
PBEIX . P (b) A 1 (2w tof o7 X s A R A BT
ORI 31 (2012)

1 FESNEE

b, GBS AR A b ke UG Y AR LA SR A5 R 7 T 1% (Rayner, 1998 ) (BRI B Y 2 , HIR A 1 2
TR — s i RE R 2 123 ()30 Rl (RIEE ) AT 8 %o fi 45 S 28] e M1 &b B3 5 i — 25 T, i L
FH T8 3 O A 28 A i A A S T A A K R A I T, A9 B T LT (attentional
mechanism ) £t KA WT I 1k H 253 80 NI A0 AHOCAR BTS2 BT A (5 BT IR AN T, T
&, MBI B REE YRS BB, XZ AR R IN T s A O A B R R Y
WA s B RN T 22 52 B4 (Wedel MiPieters , 2008b ) o

()W 1 B B2 [ 2

RESR AT B HL AT Bt B2 AR Ao (5 8 25 20 W5 | AT A9 i e 74
P LAERRRSE , s Ao 19 B 0 R 2R = ZEm LA i BT e 56T A R i sl o btk ik
JE#% (bottom-up or saliency filters ) Y PK 2 FIFE T I L T 454 (top-down control ) [ A 2 (I
WedelFIPieters , 2008b; Gidlof55,2017) o HRKF 5 s SEBH 2 Ay s2 g A TROALSETE 2

T8, AN _EE s AR g s 2 AT AT A A A5 2 A it h e A AE B T
X H B PR T AT IR B AR O BT (i, B, S RE 7 ) RN B AR
Bl ) LA S JE ORI (A, NI SO 4450 ) 3 28 B AL IO B 0 W BREAIE 5 | ke AR 0 1
BRI R s A5 1 2 (stimulus-driven attention ) . BRI 5 , 761 2 & 4= 09 B ARy
B, AR AT A 1) T AT 58 S PR AR AE A SRR i L, SRR A A R E R AR
TR A (Wedel FlPieters, 2008b ) AR Z T, H BT T A4 32285 AT A B AR DR |
Pt H PR 55 R 2R B UIAH G o AT 23 32 326 22 PR 28 1 S M) 71 A8 8 TH b X SR e i o™ A
R, B HFR5 ] S A58 & (goal-directed attention ) (Gidlofa:, 2017 ) il a0, —NAESE R 7]
SR WSR2 H AR S0 I o s T D2 48 L A 21 (A IX el

Rt NP & W TN O o i RS E I N s 15 13O ¢/ Nrbe 9 =Ne1) AL B3 B N e oy e 1
SEFR), ELSE A IR T U 2 R G S e T R W R B T R PSS R R AR WA A 4
R (WedelfPieters, 2008b ) -

=. REBAREAREHARPHIN A

HIR 1B A A A0 78 A A0 ) o7 FH B 5 T 20t 20 204F A 3 2 AT D S 1 45 ng BR 343
M7 , Bt J5 Russo (1978 )l Ay ( FHR Bl P EK KL HH: A ) (Eye-Fixation Can Save the World ) i) SCE 1
e iR T HR ShE ARAE B BSOS A OEF SEAS FP AR E S8 S B I 5% A 4 oL FH B 0
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BR, I HLB v e 20 )5 NI 3R DT AR R A S P PRSI L R 45 0 Bl A 2 4
(Wedel HlIPieters, 2008b; Wedel , 2013 ) o A SCRF i [0 BT L6 AT HR S AR BB 9 1A Lot
e Ry P | T A i A B SN R a3 g AN D I SN IR e RS T & e A L NN e
FH T T3 59008 45 S0l P R e TR BRI 5% e A TR A 41

(—)AEFm it

HR B EARTER v BT 5 b e B2 e 1) B o | X R R A 2, 2
2B A RS MO AT T AR B E45 (W Higgins %5, 2014) SR, AE-F- a1 4540
S 5 3 B AF 1R B A5 A (ELR A DG SR B S SRR AN AR A R PR e, AR S 22
AR R TR B AR A AR 4 2% ) SRR T B8ORS A E S A
mn T R AR AT

1. B4

K AR ShHARFCAZ I SRS S 1 5 B PP A WA 5 ZE AR 2 0 o T 2 RS 31 9%
F)E I T RCR R AL S IR S S (T AR A 2 AR AT T HERR
BT, BB T )T R ] S e SR WA F AT B A T R SR T e A ROR
(Brasel flIGips,2013 ).

5 RIS, 3 AR R A T IR — BT B R —— I 2 B A L) e A A A
A7 ] & AR AR Rl R AR TR RS AR PN R b R T2 B 0 s o AR A ) R
fiE (U, Brasel f1Gips , 2008 ) Fl & A=) [\l 3¢ (commercial avoidance ) AR 55 A7 & AR AL BAFIE
X ZF N N PIRE G R E R Z , WA FEW MU = A D7 :

(1)) 45 BLREBLG )12 M o W Teixeira%: (2010 ) ZEXTIT2 00044 14 2% & WA 3 1 HL L) 45
MR SBT3 W e e B, )4 IR G 0 S ) V2 A A, 02 A i A B — B[]
DA D ST A e R T 2 AT e N PR X I 4 o

(2))7 4 ]k A A8 T TR B R A28 o (9 A, Brasel M Gips (2008 ) 51X 5 Pt
(fast-forward )X Ff a1k 7 AR A R, T4 2 PRtk |45 ik 0 A o 2 2 2 B A LR TR e Hh ]
M., BARBA B B REm) 5 N A, (B P X U B T Bes b e iy 5588 742 1Tl
12, A e 22 T A A B A X R

(374 [ i i) A P9 17 o o 810, Teeixeira 5 (2010 ) & B I Z0KS 5 R 56 (IS 1) 4 FL R
TR AR AR S A A R (L (R AR, R A8 RO AT T 2% Bl 5 B ABE R o AH
b2 T, Teixeira®f (2012) A4 [l B G2 55 70 9% 51 28 Z IA) 0 O 3R AT, & B 150 A 25X
PRI 25 RE S AT s /D T 2 [l sk

2. M

PR 5T 2 BRI B ), B SR I X ) —FE T L U [ e
B BETE IR T ) A P9 2 BT R v R A 3E 4 (Higgins 55, 2014) FE T UiL , Benway
(1998)FE20H 20 A A B 1 22 My I )45 1 R4 (banner blindness ) , R 2535 76 3 %8
I 5 B 2k UL P 0T ), B T R AR )T R, IR A AR BT I T B A
HIBIFSE 7 24K 3L T B AT e i ) AR h e LU W T

(DM TL 45 H W= A 095 Dréze fiHussherr (2003 ) A& BRIH 2 2 76 10 W 99 0 sk B 3 2 2]
B4 (banner ad ) T 2FEER8 3, I HIGIA A 28 3 2 S b S IRk A 7oAy, HL T AR A AT T/
TED G e H I 4 SR, Lapa (2007 )18 i, BT/ 08 )45 13 o BRAZE I 0L b R e
178, T 2% B AN W B U AE AL B Y BBl N BT A Gk S5 AR TR S A IRk e AT A, T 9
B AR L A B AR AN SRS I I L5 2T R TR b [ o o) 4
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(2) BT )45 B PR X SR o AR S K A, 2 (] 222t o s il B R 25
FONRUH W T B IS , X A R AR BT A R Sl i 7 B ) e e 2, S BB TR
Bt T T B R AR it A5 2 T A S AR Bh AT 5E A IE S (A, Kuisma%$,2010; Simola%s,2011;
Hamborg%$,2012) ) & 3CRAF B 5 M T N A7 B Z ) i — S0 B 2 — P2 g m R &R
SR X Foh— B5ORE B R 75 FAAER T 2 3 [l 0 L |5 ), Hervet %5 (2011 ) FIReigera5: (2015) 4%
TR R AT H R R BT RN I TP A — SO R B S T e i S 2
B 5 A0 FE R L) A i ARG S L A IR A8y a1 58 52 R ) )45 7= i i A B R
J7 , XM IE SE BB A AR R T 2 A T AR (Palcuds ,2017)

3 AR

HE A (product placement ) /248 il R4 977 it 5 22 TOIR 0 b il A B4 I LA
WRGR T =1 T 1 ) T3 T AR AL 38 15 ., A X T 5 ) s J0 0 %) A0 (140 T A s Bt ) (5
FHESHT,2010) AHAZ AT R I H UL RS N ST, I & e T
AT S5 8, e A 5 IR SIS AP AL T BRAT A9 32 B S AR A 1 -

(1) A5 B A fe A A B Kim AT Shin (2017 VKE B R 43 g A2 T AR X, b
R B2 3B T8] B 4 R S0 T 1E sk ) X sk, T 067 T B 2 R F LA 1 A A A DX 30
R NTERE X U AL ZEAE AT 45 B R 25 RS 15 R 5 P £ JE 3 7 o A v e X3k

(2)$ 51 i FEE B L RE SR 1) 8% . Rump 55 (2015) 38 5 [F] B %5 428 B R i R ZR O 5o
O L N R CTARCICE ), B3 HAT SVE 01 SN A 5 AT BAR ] (RS 5t
S 55 I, b AR B AR iy b5 it R, AT 5 | B 22 A 98 10 2 - Russsell 55 (2017 ) &
B, QARAEE BB O AN E S 2 BT S4B 5 IR A 25 AT 5 T B i 7= b oA 55 Hh B
TER 5 WA B R AAE S B, T 9% 2 s mon ok 26 7= i sl IR 45 1

TREHE I E B AR SR S5 JEAARARL, PRk 3 255 B 1 1] TS A2 G 5 3 R
WA RELE ANTTEAR B PEF B AR b e B BE 8 Seml A i S 5 8 X e, BEAT 22
OCVE AR _b Ak B AR A, 40 RS TR R B AR A € 2 A T A ) SRR
(BreuerflIRumpf,2015) , A 225 3e3d H L R AgF i, Qi 284 2 S K00 (Ellertds, 2014 ) .

(OBt

1 i AL SR A B VR R O A Ay (2 B QT 2 B R M E R
PERISEMME N LA WF K , A8 1A DG i R B A T e LU AN T < 38 3R AR 2853
ME ORI R PRI 43457 T AR TS o

1. BIRO RSB

AR A E SRR AR T 93 T = fh R E A R R, Wb 1%
HE T SIZ Y5 1) T B4 2 (Orquin I Scholderer, 2011) /RS G, 1 2% 2% BLF VR 2 U5
SRR AT A S A BITIEE 22 (Graham Al effery, 2011) . A 53-8 2 UM PR A fiE
W5 |4 B3 5 22 A T R AR A At A A8 5 1 A S e S 12 s T A AR 9 1 [ A8, T
MR BEERE B R A PR Can, 7 A A [ L PR 2R (an, 4745 Ak ) ) -4 J7 i
FREA ST AR

(1) AT R RS2 E ] 45 2505 B0 7 B RN (02 52 M0 T 2 34 %5 IR B PR Ao
BRI Z BN, Graham AT effery (2011) &AL FHR% E 5 A ] 945 B HL R 5 FTsa il
A BT 25 5 52 BI04 2 3 G . Husié-Mehmedovié 2 (2017 ) & B LA,y 32 1 58 b Mk Ay 34
FIE R T T B B S T 1 S PR 2 T LA T R B B X R T A
R 2 L

SNEZGFHSEE (F4055128])



(2) B L~ R e o T4 23 B Ak 1A 55 DR 25 R ) ) o A B A s b 1%
FRILII ARG TE T ) S HE P R A0, AresS5 (2013 ) & B0 24 1 10 E 1Ak A S A S A0 7= i e B
WHERIATESS T B B IR REE T AT 2 R 1 B e 2R A R B 3 A R e A
FEAF B L T HANAZ 7 i SRR RR 25 2 4 R 22 52 0  Reis S5 (2016 )BFSE 4R Hh, AH LS A] 72
MR O, a7 B () A7 BT Xo E 458 7 % 1 s 28 7 PN ) 45 A 20 A5 I P T L O B8R L R s
KA B B

2. Son R

P T T S B e AR A TR AT SO R 3 A 25 A A R
PIZE LATR B 5 15 2 25 10 L, 302 A T E S S Y ) A

(D) SCICR Wb 454 o SCOT R A0 RN 52 2% B R RE R 2 5 B S B B b 1 B 1
KHERIZR AN, Otterbring 55 (2013 ) LA Fr B Ay I RIF9E & B, SCFA5 BAE L A 2030 R
B A, BE5 | & TH B e 2 B B AL ; Orth A Crouch (2014 ) LIRS 10255 A BIHF 5 %
PR, P8I 2% B A A B (e 0 2% 2 (R AL in TS, 1t HLAS 25 5 i BB AT 1A 78 77

() ESCICRE B NE B SCOT R I 5 B RREXTE 28 % & S e e i S B
FHEFL A WNClement3 (2017)WF58 & B, A% 1A 1R A B 0% IR ] (5 5 7= fit ASAH DG I
) A (F8 IBCE 2 BN ES ) , MU 2 7 AR 2 A 1 B, i e h R A
it PR A AR KR

(=) Rk /™ 583

FE LA 1 D ks / ) D3 TR SRS o, L5 28 R Pty BRI 5 0 5 | BB ] A Ay (R
SEA B ) SR A AT SR AR L T T3 1 4R T A ST T BT R o

1. 3/ R BT R R R DA

KT 3/ DTS BRCR P4, B RTIOAIFGE 22 DA R sl S x4 i L RIS A T
IR R BT , N BLARPE K LAF DUASJ7 1 -

CL N P A DAy 7= s BE T ) B2 M 1 P o 77 i P i 757 B A AN L SO N R e

AR R WAL Bl O M P L T T Y B PR 3R A, Wang %5 (2014) K BRICAT NI 42 0407 i €]
I 23 A S NI G2 A7 A T e 11 2% 25 i FLZE K ; ChaeFllLee (2013) A R il 44 A& AN
RESE NI 28 A RLOE TR, 30 2o 4R R A T DX 7™ i O A5 AU 5 Wang %5 (2017 ) JU) 2 B i P& 1 Jfp
e NI G (R SR AR 2R T 2 I B B B T T A 3 5 ), TR SRR JEE 2 X SR R T A
— ORI AR

(23R S22 5 B EE F BN, YeRr (2013 ) A BRTH 945 X 4K 2R 45 5 DUt vh 5
1 52 58 oy i X — DX T AU TR s K T ELAS 322 DX T T A, bl g ) 1 1B 45
AR L [y S 15 B R Y R 2K

)R PHE R IAE ] o 4, Wang 2§ (2016 ) & B AR S2 Z A6 7 il R 5 430 I AR P F
L IHPE XS I SETE B2 N E A B i 5 P 2 2, 105k 323 X 2 2 g
SRR HE B

(4)7=f oy 2 s2 Ve . 1, Kahn (2017) & BES2 500 7 i 4y 207 XS 5y A T b
TN B A 25 BE RS RRUANG , 5  tHA T I I T By 7= it 2607 S B 2 LT 2 2 7 AR 7
P2 B B AL

2. P/ GLA] PG

TE Rt/ 5UR] FPEPPAS B LVERT TS, B R TR A LR PR B 1R

M EHB AR : BB 5 R 2
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(A T _EFE R ER- W P 51T R, B B A6 RIE DL SRR )
A7 B R M P T R A EE R R AN, XA A (2014) 3L T 1] R 4355 Wl (9 BR B0 5%
RIN, ETE AEAE RE RA UOR e t x — 28 B LS A T o M R TN A i 2 2
5t AR (2016) %) Wk B 00 3 @ T IR S5 &3, S B S T = SR b
BB, TR AE AT L, BT EE 2 S B R F i Bl B S5 KR A S5t BT,
J R BN NS ) (S A E S35 3 AT ] S 22 AR Bk S 3R Ao 1] b ) B8 /D> 55 TR AR 56 7K - (e A
FImEFLEAR B

(2) @ L N ZE A sZm e P AR RN SCA TS SO DA 56/ 51 AT R B AN ] 2
LAY 9140, Bergstrom5 (2013 ) & FUAH b FAFRRR N, 54 35 38 o 75 B2 A8 2 TR s R] 25 5 il
7R RAESS i EL AT I L e AR v SR — A I L R RS 3
IR 5 AT A ) AN AT 2 P AR IR R 52 Kine LRI Strach (2013 )AF5E 1 MR & R 116 I s , A1l
TR BSCACTS SN [6] B 7F 2l 28 D0 R 19X sty s 118) AR S S0 R BR 1) DX 3l AN IS A [A] , 3 156 B 42 35k
AP AR Al Do 328 2 A5 (58 e AT 7 2% T P A S 5

(P9 7= /MR 55 15

TE7 i/ MR 55 BT B IR S S, 2B AT 10 R G 7 i AR I 1 IR 55 37 il P45 G 4 52 i
THPRE W P RS RS T ARG o THRRE AR A 28 3 WG A7 T )RR G RIFE R

1. SRS ARG Y 7 i AR

TH 8 X A 7 i R BRI URD B A AR RRR B 32 7 f AN 5 (Ho FlLu, 2014) AL,
QAT T S AN A AR BEAREAE (AN, SR B AARRRE ), 22 Sl 5 A ) (R R

(D)= SIEARBE T o 7 SRR IR 52 1 0% 8 0o A 00 sl v A B 22 R 3%, DRI 5 =2 AH
KT e =& BN, Juravieds (2015) XK IME BT IE &2 B0, 18 3% 3 F 12 KA
A7 5 FITHIR B B A A AN, B AR —38; Hsu5 (2017 )X BERF MBS THIIF ST A& 81, 11 3% 34 R AR
s AT LA 850 S At AT T S A M B H A 1B IS BE 5 Guo s (2017 ) &30 M AT 55 2 0 W
BL™ i i, AR SN 47 1) AL B R TE A S A st ] A 2 5 | B9 2 A o — IR T

(2)7= S BRI o 7™ i B0 2 5% i VS 2 2 I IR 36 1) 55 — S B & L U, Ooms &%
(2014) A& BRANETH 2 4 15 FH H - s P %) R S T, € b A1 6 FH 32 28 it s %) HR A =X
A B E R

G AL FRE B o 77 i BUAAC AR BB AU S 52 i 2% 8 A S &S
FEAE T 2 0 7 S 4B BRI o 1, Purucker: (2014 ) & BRAN SR R 42 R s i i s A
JIMERAE , EAE—FF IR R 225 [T % 2 0 T 2 (BB A A ] 23k fe 5 2 ™= A H G,
R TR — Bt A 5 231k A A AN TS B

2. S A BEAARE (4) lR 55- 7 T 1R 2%

55 1R55 37 T A O 149 TR 28 e 2 0 3 28 2 PO AAR 6, S i/ IR 55 1 T HHIR SR 5 4l it JL
AR R A A TG, 2 AT G S BT E LT AN I -

(D) IR55 A B AMEEE RS2 E ] . 40, Huneke5 (2015) & PUAET IR 55 01 AR (1548
) R R, ) Al 2 R et ) 575 238000 W S8 s A IR Sl S BB VIR R .

(2))5 P IRSS FR IR R SEMaAE FH oI5 DS 7SRRI 6 )5 R 52 M T 2 2 SR e ) s 400
R AR 2R B AN, Clement55 (2014 ) & U)K N 38 7 RN BB A 114 2% 25 58 %y firbs 4 7=
BRI T R, M REHR R X 2 i A A i o PuccinelliSs (2013 ) R BUE AR ES ) 5 F L A& 15
ST S B 25 ) SE A 2 R e 55 M T B 8 XA 1R B

SNEZGFHSEE (F4055128])



(FO)R T DT R As A

WAL (R T G248 7= b oy WL 5 3R 5 1, ik S A S T A ) L, T LAY 2 4
FAELL R = AN 51

(1)7= Fh A B B2 e o 76 BT A BWFIE 228 TR X = S BREA B e i &
(11, Chandon%¥,2009; Atalay4¥,2012) , 1fif H AT & B0 LA — 30 7 FAR 4L b o] 1) 7™ i fig
e 3RAHH P T2 ML E 13 2, i LBl B A T RE MR th B K

(2) BRERERAE AT 9% & I i B9 JL [RI52 0 . 40, Chandon® (2009 ) & B T i it LS B 4
T 2B T 5 BN DR AR T AR N A BB = AT T RS TR R B, A R e S A v
RN AT (R RRTTAS ) P A B AR FH o 3 b X — 25 SRR AR KRR L i BN 2 B e
TR AR AT 22 B A R B A A R S B R B[R] S  X  fE Gid 1o £4E:
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Eye-Tracking Studies in Visual Marketing: Review and
Prospects

Yu Hang'!, Xie Yi?, Chen Xianglan'

(1. School of International Studies, University of International Business and Economics, Beijing 100029,
China;2. Business School, University of International Business and Economics, Beijing 100029, China)

Summary: Visual marketing is the strategic utilization of commercial and non-commercial visual
signs and symbols by firms in order to deliver useful and desirable messages and experiences to
consumers. One of its important components is the effective design of visual communication elements.
From the perspective of sensory marketing, the visual layout of marketing information and the resulting
visual experiences are critical factors influencing consumers’ perceptions, judgments and even
purchasing behaviors in visual marketing. However, the problem faced by all firms is how to learn,
evaluate and even improve the effects of visual marketing in their business practices. The eye-tracking
technique from the field of cognitive psychology is helpful to solve the problem since it can record
natural eye movement behaviors. Nowadays eye-tracking studies in visual marketing have achieved a
lot. However, there is no systematic and clear review on which key research questions have been
answered and what insightful findings have been obtained in visual marketing via the eye-tracking
technique. Thus, beginning with a theoretical introduction to eye movement and visual attention, we
summarize key research findings in recent literature in this paper, and then discuss meaningful directions
for future work.

Theoretical background illuminates two key points. First, eye movements (e.g., saccade, fixation)
are good indicators of visual attention because of the physiological structures of eyes. Specifically, eye
movements are needed for locating the imaged visual stimuli at the most sensitive part of the retina if

people want to visually process certain stimuli accurately and clearly. Second, since human beings’
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among team leaders’ agreeableness, elaboration of team task-relevant information and team creativity. It
enriches the research on the impact of team leaders’ personality characteristics on team creativity. In the
management practice, in order to maximize team creativity, team leaders need to show a moderate level
of agreeableness, prevent falling into the strange circle of too low or too high agreeableness, and pay
attention to promote elaboration of team task-relevant information. In the process of training leading
cadres, on the one hand, enterprises should regard the control ability of team leaders’ agreeableness as
an important aspect of talent inspection; on the other hand, it needs to establish a set of team cultures and
systems to control the “good man” phenomenon of team leaders.

Key words: team leader; agreeableness; elaboration of team task-relevant information; team
creativity; self categorization theory
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attentional mechanism is selective, not all visual information from the stimuli can capture people’s
attention. According to previous studies, the factors influencing attention capture can generally fall into
two categories, which are the bottom-up factors closely related with the salience of stimuli and the top-
down factors concerning the viewer’s features.

Due to the close relationship between eye movements and visual attention, the eye-tracking
technique has an advantage in measuring visual marketing effects. Thus, it has been widely used in
recent visual marketing studies, among which the topics of non-print ads design, food product
packaging, webpage design, product/service design and shelf management have attracted most academic
attention. However, these subfields have different research priorities. Specifically, the eye-tracking
technique is widely used to analyze the following questions: (1) how consumers visually avoid TV
commercials and web banners and how they visually process brand information embedded in product
placement; (2) how the visual design of nutrition labels and the match between mage and text in food
product packaging influence consumers’ attention and their subsequent judgments; (3) how the visual
design of webpages influences their usability; (4) how product appearance and service environment
influence consumers’ visual experiences; (5) how the product position, environment virtuality and
combined effects of shelf features and consumers’ preference influence their attention.

Although previous studies have provided insightful findings, there are still many important
questions left to be answered. We propose three specific research directions for future studies. First, the
scope of research objects can be widely broadened into other promising areas besides print
advertisements. This is particularly true for domestic researchers. Second, more advanced statistical
methods and/or experimental techniques can be utilized to overcome long-existing difficulties such as
the unclear relationship between visual attention and the cognitive processing of visual marketing
information, the standardization of visual attention indicators in evaluating the effects of visual
marketing, and the downstream effects of visual attention (e.g., sales volume ). Third, the established
paradigms or techniques from other fields can be adopted/adapted into visual marketing studies.

Key words: eye-tracking technique; visual marketing; visual attention; consumer behavior
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