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Abstract

As the marketing value of Facebook advertisements increases, companies seek to create successful Facebook
advertisements in order to promote their brands or products. This research aims to identify Facebook advertising
factors that influence users' eye movements and attention, and thereby to investigate effective visual elements of
Facebook advertising contents. Firstly, we identified two contributing factors influencing users’ responses to
Facebook advertisements: the formats of advertising contents(Text, Text in Image, and Movie) and the product
properties(Involvement, Think/Feel). Based on theoretical reviews, eye tracking tests and surveys were conducted
in order to examine how these two factors affect users’ responses on Facebook, i.e. visual perception and users’
purchasing responses. It was found that there were distinctive patterns of users’ visual perceptions and purchasing
behavioral responses according to the formats of the advertised contents. Meanwhile, the advertised products’
properties influenced only the users’ purchasing responses. Finally, the key findings of this research offer helpful

guidelines for providers and developers to create effective SNS advertisements.

Key words: Facebook, Advertising Contents Formats, Product Properties, Eye-Tracking, Visual Perceptions,
Survey, Users' Purchasing Behavioral Responses

™

2 o

FH dolag B niAY 7FX7F SR wE VeSS BHE 9 AE SEE S8 43HQl dolah
SFAA A el BAlS T QUTh ol whet & Ao A s wo| AR Fare] thgk AFSREe] Al Bl JES
mRE 8908 &8, S ol A5 Fi FrRIE AIXZE FALAES S st 9A Ho| ik
sgarel] tisk ARgARe] wkgel JEE A F e T UEA WM 808 AAsth: dol A P Fulx
(Text, Text in Image, Movie)# F3 AlF S (HAL, o]A/ZHF). ololl thet o|E3 =9l & v o g Ad+2 34
HEZALE JEste] Ag AFE A&k Ho] 28 F Zel= F9l(Text, Text in Image, Movie)3} 3. &

g
SRR, o) /)0 AL WE(AZ A, AR Tl WEF W)el WAL EAE BT,

Ll
iy,
i

t AR ARR (FFU L 923t
E-mail : baramein @gmail.com
TEL : 041-850-0581
FAX : 041-850-0561



Kl
i
)
[N
H
g
=,
)
kD
_>‘£
i
oty
)
>
ojo
_>i
IS
>,
x
)
0
N

11, A7 HiE H =5
23 EQ 7 48] 2~(Social Networking Service: SNS)
SERIGANA FFe] FAAE TH AREAE ZHe]
A 2715 AL, 18 A #AE B3 2
A U EZA] S AH IfF 5 OFS ARUE &
T IS Alste 281 Avl2oltilung & Bae,
2007). 2 olefgk SNS A o] theFsh(el: o]l 25,
B2, 52, A2, /I 2E, E F)
oF ~nEES] HgO®, SNS AREAFTo] &3
S7FatAl = Atk 20149, W o] &A7F oF 40%78
Lo grston, AntEES 53 o F AMEFFo]
T+ 48 oo E FUFsI TR SHTHKISDL, 2015).

oo} o] AREALT0] F&EHAl S7H8AL 9= SNS
AFe sl AvAEH &
Aflo]l 25T F e FAS ATTFOEHN, B2

=

7195°] SNSE A4 viAlY =72 &8s 9

KN

Aow, HE Sl o] &A=t 16007 T ol
A = ATE BSo] AAIAR]I BAE HAE3|AL

¢l QN B E(Interbrand)®] ARl ©]3lH, 20143

Al 100t BAHE F 95719 71dE0] AFARe] F o]

2 ARUAES F2pHel FEwe B 9l
QECEIRK B
7o) gRlRe FHE e f8% s ARE

olelgt Fo| A% B39 wAE 71A St BB
o, ErpH ol o] A% A2 uhete] gk Tajo]
ol 7 itk ey} 7)Ee] so| Ak pE Ay

o =
o] 71 HANA 1Pl B AR FHAA] W
ExAel AFE e A7 AtKKim & Shin,
2014; Motahhare et al., 2015; Lapides et a.l, 2015;
Rader & Gray, 2015). wW2hA 7149 47dellA H o]

28 FIA N BES 5 Q= AAH AT

ool 2 Aol Helan el B A&
o A B GTL A 291 £EHT, &
491 0|28 B3 Tz A7 FHRAT)
Feuete £EsTA Gtk WA, do|2% BLo
BE AR wgel G A & Ui 29l
Hsl Be BAATE QYA oS vigoz 5
o2 o] TG AHEAE] AL A D B3
o Gg AaR P BF WSS TFH) AT 4
9o AAste] ANFAD HRZAE FASAh
o1 B EAHI sol2R FI A% slolEatel

I

& AX A Bk

2. Ho|AS ol dHEtnl 7 4
2.1. Ho|a= &

20039 S E W U ES T AU 2E AJZFSE o]
W zkem, 20061 l=
MH-AES] 7S =S
o 2M 3] RS AA stk AAE H o]
259 A8 = 20159 287] VE, € 5 AL
£ 159 500051, 4 5 AREAF 109 10007HE
o7 wjd & Z/ME HolX Uk EF mHo)ai
o

o] MES AHEH T wjEH459 G o]

2o A AEz 9

o
—
oY FaE 7H A



mojas 1 FH= ZoR ME FJo| et ARRA 2 113

SEALFAIEA3] €9) Tl ol FolAL Aok F ¥ w0} AREAEONAl HoAAE Fa] HFo] HE 7]
olame The B3 EFPES FEIG AYE]  Ax Ak HEol, AD ASUNES FET dE
A&H 02 AHGASAA Ao HAE, AF, S mnkd o] Aave) A9 Fig 19 225 gux
Mu =g TR 5 e Fe ATT2EA, A o] Hl2as W] 5 Frg ol WA E L Bl
Y wzUz wag 7 YT o ehel RIS AFHT EH BAA) Lehe

Y dol AR ZI]io] HolaE el At AR FAE kEEHe WA wet teat 2ol Al 7HA
Apep 2ol A A/dste] AA| A oA (Fan page)  FILE EFI F Aok

= [¢] o
E F3ta, AAZE oMEE AP & Qe 713 (1) Z=3EA|(Sponsored) Fal: 7IQA A FAH &
E AFstal ok 54 719 A FojAo #AS 7 A&st BE5 vk Beleeld F1E =
= AHAES JIFE FUEsERel I 719 o)A 9 EA7IE FH AANE 73
(Fan)o] =37, 2H41€] o] 25 gRqlaklolA A (2) M| o] A (Fanpage) 7+ Bl AREAFEC] A
ZFe® 71 oA Y] ARE 1T F Uk E Ao 719 M)A Mo] Fo] TEC] E
3 AMEALE] ERdEllel] g2k 719 mlo| ke dERIo R AY I AXNEC] AgHe 73
AAE gt ‘A, FHE S =W, AR () FAZs FaL AR Aol 71 M o
2 ATFEQ EdEtelols AAEe] 7kl o) 9) 2] F3 AANE ds FASFl(FerL,
722 Hgol wrEHOoZAN 7] ARV} wEA & A=, T ARSAE] ERlEledl A A
sbE| 3 she] FrbakAl Hrh o2 AANHE #3

2Adugoe] £ Al 424w o] 7 (Socialbakers)
of MEW, 7P B2 HolAE WS HFSL e b, ZElZC] AR 7 2d W weE FIE
719l FZ7FEEH93,755,8721), WL (59,826,148 R Ag ATFEZ UTE Lee(2008)= FaL ZF
), dlEE(44,306,65278)°] A= ATH2015 11€ 9] &o] TP Zelx 249 Felo) wat AT
715). 19 zFo] AlAIAQl B EEo] xpAle] o] (B 2E, o|nx]), F23(ehUm ol ), F9743(EH
28 A FRE Ed HAAPOE AMEAET 255 Al =94 2EZH)O R Y F1E BFsch
7] 93 Weks A&F o7 BT S & F T3S Lee and Kim(2009)2 o]} 22 Al 7HA|F-3 2
ATt 2 Ulol¥ XY Al|E By E B/t 7 3

re
-
K3
>
rr
N
jind
lo
)
o
[
A
E )
i)
o
N
9
S~
>,
oo
B
lo
rE
olo
o
S
1
ot
jus]
z
¥2,
v

o TAlxe) f850] AR M A AFE HPATES /HoR /g solx
o ofm e JFL A=A AsRLA Fr. SESEES

AT g Az dlo) 2% BYEY FET Buw o
Bol AFHe T Holak Fise] TS &
R A A7k FAse] Yok Holaw B
2710 slo 2R st $-3o Fadde] WLl ¥
o= W(landing) Ho|A FABAET Eo], e
B AHolA] F), d HeRE, oHE Ff 59 -
237 e 7t F5 o] FATHDMC Media, 2011). L& Fig. 1. Screen shots of Facebook sponsored advertisements
U #ae= gelgtel eleiztA el wels) g (Left: Desktop; Right: Mobile)



114 247287

Table 1. The classification of advertisement formats on
Facebook

Advertising

Contents Formats Description

Brand logo & Advertisement title
Body text
Photos or Illustrated images

Image

Brand logo & Advertisement title
Body text
- Composited images with texts

Text in Image

- Brand logo & Advertisement title

Movie - Body text
- Movie
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Table 2. FCB GRID model

Dimension Think <> Feel
ioh Informative Affective
Hig (economic) (psychological)
Involvement
1 Learn - Feel » Do Feel - Learn -~ Do
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Table 3. Key terms related to analyzing eye movement patterns

Term Definition

The state when the eyes are relatively
stationary, taking in or "encoding" information
(lasting for 218 milliseconds on average)

Fixation

The area of a display or visual environment

Area of Interest |that is of interest to the research or design team
(AOI) and, thus, defined by them

(not by the participant)

The cumulative duration and average spatial
location of a series of consecutive fixations
within an area of interest

Gaze Duration
/ Dwell Time

A special arrangement of a sequence of

Scan Path .
fixations.

Source: Kim et al., (2009)
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Table 4. Selected advertised products according to the FCB
Grid Model

Dimension Think <> Feel
High
Involvement New Balance/
0 Running Shoes
Low

Involvement

Pantene/Shampoo Hite/Beer
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Table 5. Three types of experiment materials (e.g. Apple)

Ad Contents

Formats Eerl

Image

Text in
Image

iPad Air

Ad Contents E 1

Formats Xampie

Movie
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Fig. 2. Classifying key areas of the Facebook screen
page for analyzing AOls

Table 6. Survey question items according to users' purchase

steps
Users' Gussiion Tews Number of
Purchase Steps Questions
Attention Recall 1
Interest Interest, Attraction, Impression 3
Facebook Fanpage Search,
Search Internet Portal Site Search, 3
Brand Webpage Search
Action Purchase, Recommendation 2
Share Like, Comment, Share 3
on Facebook
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Table 7. The distinctive eye patterns on a heat map analysis
according to three advertising contents formats on Facebook for
two high-involvement products(Apple and New Balance)

Apple [ New Balance

Image

Table 8. The distinctive eye patterns on a heat map analysis
according to three advertising contents formats on Facebook for
two low-involvement products(Pantene and Hite)

Pantene [ Hite

Image
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Two low-involvement products(Pantene and Hite):
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Fig. 3. The averaged dwell time per key advertising area for
high-involvement and low-involvement product group (Unit=ms)
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@ Two high-involvement products(Apple and New
Balance): N=30
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mImage ®Text inImage ™ Movie

Two low-involvement products(Pantene and Hite):
N=30
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Fig. 4. The averaged purchasing behavioral responses for
high-involvement and low-involvement product groups
(7-point Likert scale)
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Table 9. A comparison of the averaged purchasing responses
of the participants between high-involvement and low-involvement
products(7-point Likert scale)(N=30)

High Involvement Low Involvement
Products Products
Attention 4.2 4.8
Interest 35 35
Search 33 2.6
Action 3.7 2.9
Share 24 2.1
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Table 10. The distinctive eye patterns on a heat map analysis
according to three advertising contents formats on Facebook for
two thinking-driven products (Apple and Pantene)

Apple ‘ Pantene

Table 11. The distinctive eye patterns on a heat map analysis
according to three advertising contents formats on Facebook for
two feeling-driven products (New Balance and Hite)

New Balance ‘ Hite
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Text in Image
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@ Two thinking-driven products(Apple and Pantene):
N=30
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Fig. 5. The average dwell time per key advertising area for
thinking-driven and feeling-driven product groups (Unit=ms)
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@ Two thinking-driven products(Apple and Pantene):
N=30
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Two feeling-driven products(New Balance and Hite):
N=30

Interest Search Action Share

Attention
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Fig. 6. The average purchasing responses for thinking-driven
and feeling-driven product groups(7-point Likert scale)

Table 12. A comparison of the averaged purchasing responses
of the participants between thinking-driven products and
feeling-driven products (7-point Likert scale) (N=30)

Thinking-driven Feeling-driven
Products Products
Attention 43 4.8
Interest 32 3.8
Search 2.8 3.2
Action 34 34
Share 2.1 23
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Table 13. Effective Facebook advertising formats according to
their products' properties

Involvement

High Involvement products Low Involvement products
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<Appendix 1>

MEZA HREF

(7-point Likert scale)

24 )
(Attention) F37t 7199 deth

&) B} g A o)k
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