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Abstract This experimental research explores effect of cognition desire as audience’s factor, and attention as
context factor on audience’s acquirement of information and understanding. Most previous researches of media
effect focuses on news contents of TV, Newpaper and Internet. However the number of researches on TV
documentary which contains lots of information very limited, and It’s difficult to find researches on effect of
cognition desire and attention on audience. Therefore this research tries to find effect of cognition desire and
attention on audience’s acquirement of information and understanding through experiment of TV current
documentary. For this experimental research, 2 groups of subjects composed of 135 university students were
exposed to 2 different viedeo clips of TV current documantary, one with window buzz, the other without it,
after designing cognition desire as internal factor of 2 groups. Questions which were designed to measure
cognition desire, acquirement of information and understanding of message were asked and analysed. This
research found that subjects with higher degeree of cognition desire showed higher degree of acquirement of
information and understanding than subjects with lower degree of cognition desire. However the effect of
attention on audience’s acquirement of information and understanding could not be found.
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