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(AOIN) (AOR) (AOI1) (AOI2)
4048(297) 1377( 207) 7.00(0.42) 6.47(0. 25)
3805(280) 1202( 198) 6.94(0.47) 6.68(0. 25)
3722(277) 1566( 204) 6.90(0.49) 6.87(0. 21)
4013(281) 1464( 215) 6.95(0.40) 6.27(0. 26)
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(AOIl) (AOD) (AOI1) (AOI2)

1 3830(285) 1419( 195) 6.92(0. 46) 6.56(0. 20)

2 3939(282) 1390( 209) 7.09(0. 42) 6.62(0. 26)

3 3797(296) 1443( 208) 6.88(0.47) 6.65(0. 25)

4 4023(283) 1357( 211) 6.98(0.42) 6.47(0. 26)
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Eye Movement Differences of Processing Text and Picture in an Advertisement

Ding Jinhong Wan Jun Zhang Qin
(Department of Psychology, Capital Normal University, Beijng 100037)

Abstract: Eye movements were recorded during viewing advertsements with text in different locations to investigate diferent processes of ob-
taining informatin from advertsements. The results indicate that: (1) the pupil size is more sensitive than fixation duration to different loca-
tions of text; (2) the significant differences between processing of picture and text were found not only on the eye movements, but also on the
recognition of the advertisements. Text can facilitate the memory of the advertisement.
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