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Analysis of Effects of Rational and Emotional Advertising Appeals
on Products from a View of Psychological Distance : Focusing on
the Eye—Tracking Method
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Abstract Consumers possess their own psychological distance towards products. Based on the
construal—level theory, this study aims to analyze which type of advertising appeal is more effective
according to psychological distance. Also this study conducts neurophysiology experiment through
eye—tracker. By using eye—tracking methods, participants’ responses to products was measured and
analyzed accordingly. Results revealed that consumers prefer rational appeals when the psychological
distance is perceived near, while emotional appeals are preferred when the psychological distance is
perceived far. In addition, eye movements measured in Visit Count(VC), Fixation Count(FC), and Total
Fixation Duration(TFD) showed significant difference when participants are viewing preferred and

non—preferred appeals.
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