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PURPOSE This study examined how consumers' visual attention to ads during
eSports media consumption varies over time. METHODS An experimental study
with a single factor, three-level within subject experimental design was conducted,
utilizing an eye-tracker to measure visual attentions, including fixation count and
duration. Seventy-eight students from a national university in city B participated in
the experiment. A repeated measures ANOVA was conducted using the open-source

statistical program R to test the research hypothesis. RESULTS Both the fixation
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count and duration were highest for the first ad and then gradually decreased for the
second and third ad. CONCLUSIONS It is recommended that eSports sponsors should
consider differentiating ad pricing based on the order of exposure, then expose the
first ad presented more frequently and for extended periods, and consider different

shapes, colors, and movements to prevent adaptation to the initial allocation of

attention.
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A 10099 5 eAXE 2 AFY 9] Q17]= FEER K Darvin
et al., 2020). Straits resarchol|A& A A|A| eAX =2 AJAF FE7}
ok 119} 7,800%F E&lof ohosial, 2030W0ll= 579 4,3005 €8
7HA] QAT Ao g dEEcty B 1 om(Ryska, 2022), A Al
A 24 GA Newzoo(2021)E A AlA eAZ= AJFS] Azt &
o] 20214 71 109 8,000%F €33}l oF 12 5,000 )l &
i, o= o Hat AFEC] &F 14.5% SVt A2 Haste)
o} olo] met U eAmE AR R EZ FUHEE ZAOR e
om, 1 wHE= 20219 71& A4d oiH] 11.2% S713t 18% 8,855
o ol vehstoha Bk vp QItHKOCCA, 2023). E3L, 2023
¥ 39 IOC(International Olympic Committee)o| A 2|3t
OES(OLYMPIC ESPORTS SERIES)S] 4529l /M&]e} 2023 TA
2 O}A|QHA QIO A ThAFSE eAR X EHo| F4] 2EOZ AHE A
OF w|Fo] Hol FF eAXZ AY9 F347 HF9 Al T
S uzxd A0 & Ay

o| gt eAX = AFQ] O] ARt A eAEZ mlT]o]Q] AH] A
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Al S7F8EAL Qe FAlCIT HEH o2 A 20221 2ol AAIY=
oA F2T Al 1238] 21 LB A= dEFAHS I A
A & 9F 51098 7153 tHGilles, 2023). E3F 222l Hlo]E &
AEQ Statista(2022)0fl WhEH, A AA eAEZ= AP A= 20224
715 29 A oi¥] °F 9,600%t ¥ S7Fet 59 3,200% gl thriste

, FF 2025490 6% 4,000 g o]& Aol Hirste] i Al
ARer pE2 ARFEC] eAZ2 HHoo| L2 HY A2 T
SNE 4= Atk olHT w2 A9 eAAE APYA FHE eAX2
37 S P exx2 7] B BlIE FUGhs EHES AF
o] =285 SHiglel] fEof eAx= vjrjo] g2 et &
MY FIL ZE Adote AS greit

(Bryant et al., 1977; Raney, 2003), ©]+&= eXAXE= AFAoA ESH
A7t ofeh. A A £4 A Newzoo(2021)° WEH, e
A= ARAO|A 9] Thefet =2 R AMAIY HiFAE =2, HAE 5
,odo] AXAE, JE 2 82, 2EYY, AZAY) F AEA
°] 6% 4,1005 22 &2 AA Al T 59%0l Eot= 7 2 s
Aot 208 YEbgT ]2t AERMAHE FHt= 84 F
Eoly TVE &8 BHEY vgo] &2 A7 F&EE AAst
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™ (Meenaghan et al., 2013), £3] eAX = "1"1}:}0“*194 olg|gt ]
o] kFo & AEAY aFE AP0 2 2R HIEHT
ok L=, iHA" Aw GA dlolE ZE E]rE”‘] Tt eAE X
ZE2 Z 59 g1 2B FAHE=9 ZY 21 League of Legends
Champions Korea(LCK)S] EHE gof w2 AR AZEA4L] &
= AT tiH] 607 e Ao R YERHTHKim & Park,

2019).
29 Fao] s Anxe A4H FogE JFAIIEE F
Tk e 7409 -‘é'_]_,] A AL & 4 JAHKim et al.,

A2 u AR} slo]Z A|ZH oz =
)& o] EA ZTHH s F L] thet AR E WolEd 4= glo] 11
a3 £ DoY) giiZo|tt. &, AlAH o= AAE A=l o
e A Z(perception)& BBHA7|AL, 1 o] Fof e FFY XA
217+ (cognitive processing)©| BHAY3s}7] w&of 31 g3kof Q)
o] £Q93F A3 g9loZA Z-&3tc}(Liu et al., 2005; Reynolds et
al., 2000).
ojZet WA eAxz AFoA AEMY =F BIE Al

A 39 54L& B9l A5 v A+7F AP =] o] ek (Lundberg
& Smith, 2021; Mancini et al., 2022; Seo et al., 2018). 3|1}, o
F829] AollA= AN A, FY S 22 37 WY &
d B2 419 &Ago] 4R Fa 280 v = F7F -’F o}
Aoyt MR E4(A]: B 8 50 23 = &
ojt}, 59|, 31}t &2 £ A=o] QA% &2
52 g A=l tish 2 R AA =7] whize] A
Al7Ee] Aol w2 F1 k& ZIE e E FEHHsee &
Tsai, 2018). o]& gt TG0l A, AH|R}= A17He] H3to] wpet H
R Fao tsf A4H Fo& E2A I3 5 U= /5
121t @42 o] 24, AR WA F83L ol4ro]
Aot o]2 A=A 0@ 7=e AT BES A x%o]r,]..

webA, B A eAE 2 FA AJDolA T2 FH B =
EHE ANER 2 vs. F HA F vs. OHAY )0l o=t
282 AA = Farol] et AlZE Foy(AA 1 Az, AlA
17 35)7t oA A=A E AS o=t 1 FZHo] Slth. o] &
Bl ez AH7] Weo A A7t H ol whE Fa BIKAIZHE
9o gt 22 o] 22 Q1 IS AlFotaL, FAHR AFH A]

AEES BEehA

r4n rlr

i/\ olocq

T Anz FA FZolA EEE Fao] trHl FHEHE 7}
AT Qlvt. MG IR dhso] SAEAY AR = i A
A2 EA4HA] U= B B AES 7«2 B9 3t
el AEst= AAY AAEANA dgsts B 71HE AT
HKim et al., 2004). o|¥% SHHE Bl =& =& Mg e W
5 ANAHAANAR =& 5= 54 AU ATHKim & Lee, 2011).

AEAQ Fa 7o) vlef 7ML 71 ok A AY
1 QtHTurner & Cusumano, 2000). HA|, 7H4 s TVHSL
Jo] v AFAEC] 5371 F T4 AES &2 E= B E
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Hst7] 9l & I 2 Aest= A8 A zapping effec)E =
£33 5= Qltk= FolA & F-E 7MY (Ha et al., 2012). E3, Al
A =02 FAEE AX2 7|9 B8, =71 D A9E E40|
Bote 458 BLE $ET 5 ks o] Ytk(Yang et al.,
2005). vpAE o &2 A7) AR FuA Y g 3ol g = o] 3lo] 3
7] 8ol wet & 157]' fF540]7] WZo] AFAEY A
FSA 7= AE A A= 2o, Mg IE ol
= Bgely Axz A7) F 2]":‘44 7 ZE E85ke] A|&4olal
AATAR] FE 7 oHAlE ke A4S AU Ytk(Yong et
al., 2011).
ol2gt 7HB 1Y ATt hYet AE SO A5 E ek |
A, d5F TV 3F2L9] WFoA] Kim & Yu(ZOZO)% 7148 1e /3
IS TR2OH FR, 181 Wg gA] offo g Fu a3
£ olo|EAE Bl AS5T A, 7HFIe] et Al St S
Al A o= 2 Y of ZHgaLe] fFol 534 Il
WS W8T B3 AFETe] Weo] AR S 1 B =2 A
O & Yegth Axz FA 9 WA g1l gt disf A
Z5F 479 AL Porter(2022)= w]= NBA(National Basketball
Association) 7] AgollA 7Hd3garo] gk A 14 Ajzto] A
TAQ A7) F1Y AeEY B #2 AC0E U eH, Pyun
et al.(2004)Z oFt A7143olA AEAR FIE EH BAHE
o] ZjRl&ol Hlof 7MPEILR EH BHE] Fl&o] & 28 =
2 31%S Bt E3 Cianfrone et al.(2006)2 HEA Q1 TVH
19} 7MY 3 =F ApolE AST A, A¥tHo g JHY
Fa7t IdE0] H& =2 A& YEth o] Holk = o]
AFEZ B0l MBI A 71 Faro) vlsl 1 17t B& F ol
yth= A7 215 th(Ha et al., 2012; Yang et al., 2005).
eAXZ AlH WAL o|2gt 7MPEIE 40 R S8
3 9UtKSeo et al., 2018). Tejuh, eARz Hetol A BT
92 A= T =05t ATL Uk A =o| uhE] B3 AHo]
o, AIstA o2yl Hwang et al.(2017)2 BEHE X7} AlY
o Ho|rt AY & 7RI E &2 BHTof gt e} Q1%
Zof §o%t FFS vHTG gFch B3 Hwang et al.(2023)2
A2 AF AY 4 7MY Fae] =& Favt 2 olole IE
A 719 g0 F-ogt FFZ vH oL B skl

0] @ A2 el

F9Y(attention)Tt 7i%10] HropEQl £ FEE HE FYAI7|=
shtel S ulsh, FHQIskAl= ‘Y49 HFTolZtal AA
HoH(Treisman, 1964). & AFoA F9& AH|R7L Al7ko] A
of et 22 FHE =EH= ‘:““’H‘Zéoﬂ EHEH Ao g 7]&0]
L Qyzo] Jra Holstelr}. o|st = B 753 ZH 9
o] 2933 @47 7FEHEHWilson et al., 2015). Fol9] a4
B9 aTto] tisf Y5e 7] BoA veht=t|, AIDMASk
DAGMAR Z9(Colley, 1961; Hall, 1924)°] 7 tEZHQI ofojc}
(Fig. 1). AIDMA 2&-2 331 $8250] +1f P50l 0|2+= P&
e ’\‘Jﬂ«] STHA A (EFE, &r], &4, 719, TS HERd

o]H(Kim & Kim, 2019), DAGMAR(Defining Advertising
Goals For Measured Advertising Results) &2 319 237}
AlE wf ke QA Ae(communication)oll 28& gH3oF 5t
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AIDMA Model
Attention Interest Desire *»  Memory »  Action
DAGMAR Model
Awareness » Comprehension » Conviction ——— Action

Fig. 1. AIDMA & DAGMAR model

o, AHAEE 914, o]df], 4, F52] GAE A Fujo] o]
ohil FA%H(Bagus, 2023). 1Y REELS FE5HOE Q14 9
F9] A Fal 539 3 DA ZA FEF O, Falo] EF
= AR o] 9§ S AT FE olsfist HEE P
SHA EH, o] & "o g AA vl ol S wHTL 7+
SHHKim, 2017). ol&st Fo)& ZHE wolEol= IHgolA 1
Z5o o2t 27 (five senses)S ©]-85A Hth(Lee et al., 2012).
o] & AlZH(visual sense)q 7V W2 o] JEE d55t= A4
71Ho 2 A At ol E5H AEE 7Y (memory)oll A7E 1L
A Rl(recognition) ¥ 3 (recal)=|H, o] 23t JHE vl O & of
HEO] Afa1e} 5o AAHTHPark et al., 2015). £ AFoA=
AIDMA, DAGMAR HH&of|A AAJst= 99 84S HIF SR
AH|AFEO] Falo] tfe A|IZHH o V) golE FoE & HpLR
A AZAstelrt.

AlZrA olgt 4 =& W WY A= tsl 23 71=0l=
AEE 9ugtHKim et al., 2007). o]t A|ZH4 F9]+= AAH
A=l Hisll A 2hE A3HA 7] g a5k, 1 o] o] HH
217} AsE7] W&ol (Liu et al., 2005; Reynolds et al., 2000),
QIZte] HE A IS olsfist=t] 8T TAR HFHEHY E
g ot A Aol 983} qaEA el TR T
o] = AKKrajbich et al., 2010; Orquin & Loose, 2013;
Pieters et al., 2002), F1 &3 YA 2 (Hierarchy of effects
model: Bruner & Kumar, 2000)°14] 4&H8]AE0] Falof] =& ¥
A o G Fao] AAES DEotA] S=ttH Fal s T
& Ytk 7S o R, A7 FE= Fa 5x S750f o]
A HEE A8 Ao AR HT

Faro] gk Al F9l9] mato] il AFTt AR Pieters &
Wedel(2007)2 4B|AS] EH o] whE A|ZH4 F:0]9] W3tof| dfsf

Asstgon, ande] Bag nAshy, BHER Yoy

— s

(n

293 B3 WA e $ A4S SHYS WA A, Auld
o B0 k) 4|24 %9| sflo] WattH 2 Sk E
3, Ahn et al(2009)2 Ve VB A2a SHFRY &
49, Aol A2ka] Folo] vAL FFS AFT 23t HYY 3
9] Sli3 Bk AUAA Seld Fao] u)s) A2 7S o
< YT YT FUH, B ek K] A7 F
ol chepdt 50 s ARH, B AFE AlZbE Zojo #
3 o259 1Y V& ATEY AVHL HYOE cAEE A
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o) etol 4] AIzke] Abo] e ol thak A2hA Fojo] 23
=314 gk,

2
i)
)

2 3]

A Fo)gk B gl BE A4 Y2 E(sensory inputs)S F
AlstAW AAsHAA skt = 11 o]ske] 72t A=l Fo& 7]
£ol&= X HHoz HoHrHMcLeod, 2018; Murphy et al.,
2016). ol A& Fo0= HE A A|AH0] HHolrt A
A& ATt FAH Ao &7 oA T&AQ FE A& 9
3 253171 W&ol (McLeod, 2018; Murphy et al., 2016) 233t
A & Fao] i F9ES At Jgsith

AR 0= 5FgFA 2] B (top-down processing) ™ A3
2] A2] 74 (bottom-up processing) O & o] A= 4= Qi
olgFa] A8 BAolet ARAE &2 d AFolA 5 tds Z
2+ & o @43 E 54 g4 " (Goal-Directed Search)ol|
olg] A3} H= JHAE Fgo|tH(Kim et al., 2006). &, 3F3F
Al A g2 ALY QA A Rl FA W9 b4 WSt A
ojw, olggt I AHAY] Ty} 7Y, BV, A, A4, =
A S 22 QA 44 a40] o5 A 9] o Ryt A
(Eriksen & Hoffman, 1972, 1973: Posner et al., 1980). ¥4,
A A IAolgk B4 A=o] FolRof wet F9& 71&0A
= A= FEH A 3PS B9l o] Fol A= FE A Aotk
(Egeth & Yantis, 1997; Janiszewski, 1998). AaF4] 2] -4 o]
FFE VA= 810 2= ], B, 97, B, A4, 31 37
o} 2o =7 EAo] Uok(itti & Koch, 2000; Itti et al., 1998:
Janiszewski et al., 2013; Kootstra et al., 2011; Milosavljevic
et al., 2012).

ARA 900 #gE AF Aol MEH, AH|AE HE FA A
=0l vl @ATHA A== A=l 22 F9E I, T
L @2 FoE 7]gol= AFo] AtkFernandez & Rosen, 2000;
Janiszewski, 1998; MacKenzie, 1986; Rossiter, 1981; Stapel,
1998). &, eAXZ A W FaL9] Wo| A A= EQ19] o)X

= TAIglo] Falgh=s A=o] FolA| 7ol kA Aol &
33} =o] s Fao) thsf A 4H FYF 7Y ACR AFT

% 9.

https://doi.org/10.24985/kjss.2023.34.4.666



The Effect of Ad Exposure on Consumer Visual Attentions Depending on Time Lapse in the Context of eSports 669

4g 5z olgs 2% Az
J2u g gigk AAH Fol= g §39Y A=l AL wE
HE g A= 2 o2 GARE A=) ojgt g Er} AAske] 2
b e e Y 22 54 7159 A"9ARl A8l hsd
ZthBlakemore & Campbell, 1969; Graham, 1989; Movshon
& Lennie, 1979). Helson(l964)«] A2 $F o]Z(Adaptation
Level Theory)ol TE2W, B4 2420 QA L 2EHSE Jig
Ao diaf & HIZe A A "ck(Hsee & Tsai, 2018). A Z 0.2,
AHR = B 352 HE o A28 A (reference point)&
AUl lom, 2L Ap=o] Fod A|, A4l AT Bl w5k
o] gl B} ]-1—0171:]1'4'(Kim & Lee, 2007: Kim & Park,
2012). &, MEL A=o] FolgS o A4 AT | A=<
N2 EAFLE A5 F4& oIl W, 77 AA=2 538
Zo| A FA4leE ¥hg-o] UEtA Ett(ohnson, 1981). ©]& e
AR = ZA W Faro] Wetol] H-851H, eAX = A= 37
Xé % Loz AAE Fao] i3] A9 2AHL AT
V\]Q a9 Py Weto] A AR 7R ﬁ—or
Fao] el FAEE Bl B2 A4 F9)& Y S 3
F & Utk
LEE F9 Al - 8= A &9 WAIA o] st
o|% o] LeEH HAAET 5 aitHo g et 25 A
(pr imacy effect) & BMAZ A0l 7Fsdttt. Asch(1946)= ©]
2ot 2% a3E 9Ju] W3} 7} (Meaning Change Hypothesis)
% ol Aistalon, A3 A== HAIAR s F44E A
o] I EAFZ FAdsto] o] A FATH | FFE P
thi F45t% tH(Kwon & Choi, 2019). o9} &Aste] Li(2010)
2 20064 475 E(Super bowl) 73 7]-4 oA LEEE I
Alzboll W2 3 2 ARlS 4T A, &yt AA == FaLo]
gt 3dE 9 ARlEo] H& E';—Lo_ Ao & et o, Peters &
Bijmolt(1997)9] AN E TV AHAES oz T2 13 A
o] F1E B thste] ot s 84t A}, 2FRATF U
AL gelstelom BHE 4] SisE HER & A4
£ ZHbof| vjX]sk= A o] ExtFolgtal £kt

rol oftt

ﬁoﬂ -|°1
ﬂﬂN‘ :{o OL
s 4o

£

FL

—

o @
Kl

S, A2 AFAE F19 A o] AL B F
S 7120l ol F B3 §F(E7], 9 Bt AN 7

]
2, A1zko] Aol wet g Wl oist o] ol Holet
==} webA ket 2e 7HES Agstect

HI: 22 47 A8 43014 27 52 wdl ) 457
of ol st AZH FOt A S AolH, )% F
S o ek A2 Fol YHH 0% Wold Holeh.

HI-1: e2%2 7] A% 4R F17t Hx =29 o) A3
A4o] ol tiek A 14 A5t M BE Aol o]
F wZEe Yo oie A 34 s Aasoz 9
o}d Rolck.

HI-2: eAm2 A7) A% A%l Fa7t Hz =29 o A%
Ako] o] Biek A 1Y Az 7 2 ZlolH, ol %
wEEE B30 oet A4 18 A7 AUM o Fop
4 ot}
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A7 Wy
A7 4A 2L A7

2 AollAe 7H ASE Aol A W 2 29 35S EE &+
A R A eE/F A =E/A QA4 =) AF A (single factor
three-level within subjectexperimental cles1gn)E 231
ok BF A 249 g AsHy 78S HIAE R 5to]
Aglo] AA LAt G-power TEIHL &-&3o] B iFo] &
a3 A BESE AP 2y, 83137]=.25 f95¢E =05,
Power=.95, Jdte=1, S434=302 A EJZ 1| 43P2& 1}
Bt 2 RESE S0 JAAEY] B ol 21.68
AI(SD=2.62)& YLt 3 dA= 378 AR Uetton
(47.4%), A= 419820 A2 2 HePHTH52.6%).

J

7V3ga BlE A

AtollA A5 el 7MEB IR =E3AE BAHEE A5

o & A9 A BFIA 249 SHHStH Ay 4 6 tde
2 A A3 (pre-test)S JPIATh FAHOR, eAX= T3] A
EXEA RIRS] 575tz 2709 AFAH2)HA T 719], 27

oAl Z+ 10719] BEREE AAsto] F 20719 BHEA EH?E
CXEE 74 fAE Hr g ZHslgrt BAT QA%

AL, Kim & Kim(2016)3} Wei & We(2018)2] Lol A Af
ETES & 49 "“@roﬂ 9 74 9 HYkste] T 3RS A
aom, FAHQ Y& U= O00°gh= EAET} &5t
U= 00097 E%EE Z g ek, U O00°lg= B
P2 SolE o] gt} 2 AHstAT). ]% ZF BT o] QAL
4ol et Batgh= 4AFEste] =918 W £ 4~6919 A =E
7Hd 6709 BEAEE AAotArhFig. 2). A¥H BlHEE 211 3
HE A== %‘ Aol Ao, MFo g gt ko] Z(noise)E
Hi A7) Qo RF Ao 72 B AsHGIT

4o rjg

ol

T
NG

¢ |

T

oo

=
RS

It i, 1o,

>~
oko ofo

A28 44

2 AFolA AHEE AFSES AEHY WS Z2HE otxes) H
H](Afreeca TV)olA FA 3t A3 ZE 3] ASL(Afreecatv
Starcraft League)2] 7] A&olA 7HFFE 44t oF 28 30
Z B9 JdS AHESIth @ A A2 BEHHOE eAR
2 AZAA A7 AY Yol FE3 J?l 50| = A7) &4t
TZHE H(Seo et al., 2018) 118{dlo] 7| &8 oF AL7 A
o Z}%% Az o= H]@-‘?—%’?’Qi HAslch T3 7ML
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#(Calibration)& AHch. hAko.2 B @Al A 27914 BUHo
A A 28 302 G AFEA ABFES A Alsc

ofo] E&7 71
A2 2018 SAY £ Sl AN PHO2 AN $9

1 EZA(eye tracker)E Z-85F3
HQP —JXH’JOﬂ’ﬂ A9 ﬁﬁ]

r
4o
B
OI'
o
rr o
%
=
[o]
[e]
o
o]

o
o
E
‘a
Hﬂ
:ﬁ
OH1
ol of
10
O{N
jubat
[ o rlo
ey
s
r£
.l
<
oft
N
o)
;
:\".:
jﬁ
rr

HAE Eh Z] d 22 7M< 5k éXéihi}(Kim, 2017). %ﬂ —Er

ofof 4] o]&gt olo|EFAE AT A= AFd] EyFo|t),
1o e EH fFEY AnAEL oiF B et 52 29 4
B A7} o] ol A A] &7 whiZell, FoJA ARl Fo0& SH5t= A
o] uj-$- FasttH(Park, 2010). o]= g T4 ofo] EFfA= <t
9] thekst 2ol thst AHE ZH(eye tracking)str] w&ol

FOA ARl o5 AT 4= 9lo] wEH Fo tigh &H|AY
S 35 o Aoz AT = 9rh(Kang & Lee, 2019).

ZAET

B Ao A A 4H F9] S 9] Tobii A+2] Tobii Pro Glasses

2 AH|E AREsllon, AlA 11 34 (fixation count)@F A4 1L

A Al7H(fixation duration).& Wiro] 435ttt FA|F 0= 1

AR AZHH Fo7F £A4H J/dE B9l vlol"HE AFstealch

SAE F2 2T 30Z AR =3EYom, Axzx G A
2199l KINOVEAS $83lo] 37}t AA|EL oF 452710
AHE & ]?J ‘:}H(Frame—By—Frame) BH9 B8 Al 1A A7F

I A 3% Atz th(Fig. 4).

ofo] —EH%] 7]‘?3% 283t AoA a9l & 242 Al A
B7} 7159 @42 1894 AHABSFHA Al o] AFEAL
BUEAAE 522 ZAsto] AJA 1o "T85 AOI(Area Of

l‘gﬂl

=
Interest)E &Q15}= B4 0 2 (Vansteenkiste et al., 2015), A&
Z7F 2|9 G = A A 5fjoF 517 wfEol Q3 A7) AQ ]
A et uj > 34 ol (Duchowski, 2017), th59 AtE(Patla &

e Standard
chartered
oy SCHs

. y
Foleny| W

WRAZER

XEMNCS

Fig. 2. Selected Brands

08 MATCH4SET3 MEMESIS

144

R=fer]

}t‘]:z{&

Fig. 3. Stimuli used in the experiment

Vickers, 2003; Singer et al., 1998; Vansteenkiste et al., 2013)
oA FEH o E ALEE| ottt
Al 3173 9] 7129l %, D AR Al4o] 100ms ol HEE]
U Al Al A0 1-r°1 Acka F43E Vickers(1996)9] A+-5
v 0 & A=5of AAE Faro] tfsto] 3L Q] o] AlAo] HE
% 9l Al A4 nAolet Weksto] A4 14 Aot A4 27 A
g AHE A

ASL MAP DATA

o2 B

Fig. 4. Frame-by-Frame analysis of visual attention data with Kinovea prog
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Table 1. Visual attention differences by the time

Variable 1* exposurea 2" exposureb 3" exposurec F(p) post hoc
Fixation Count 3.5142.53 2.94+2.94 2.30+2.10 7.87(<.001) a>c
a>b’
Fixation Duration 1.39+1.27 1.06£1.29 0.74+0.88 12.99(<.001) a>c
b>c’
p<.05, “p<.005, 'p<.001
45 2 .
4 1.8 ’ x
33 = v M=1.39
3 M=2.94 14 —
25 M=2.30 12 M=1.06
1
2 08 M=0.74
15 06
1 0.4
0.5 0.2
0 0

Fixation Count

O 1st Exposure  @2nd Exposure M 3rd Exposure

Fig. 5. Main effect and post-hoc-test results for fixation count over time
“p<.001

= A8 —Erj‘% Aol LEAA BAZEIMI RS &
= TAFoE WA} QI FAH &
= EA R A (Descriptive Analysis)2 AA]
ShlaL, B eE Aol ]ﬁ 17 S50k Al 1 A7k vl
ASot7] o dLufA] BHES EAHEA(One-Way
Repeated Measures ANOVA)S A A5}t

o=l

B A7 7HEe A oI5 QURA MRy BARAe A
Astch, TAHOR Faok EA O AA o] et %]
A4 17 Az AR 3 Bl oludt JFE WA EAE 45

5} tH(Table 1).

V4 AF A3 F39) HhEE ke 2 A4 1 35 ot
S U X = Ao 2 YERGTHE=7.87, p<.001). A& Ql 3F =
Z 7 7 AR 319 ol & Fot7] A5l Bonferroni AFE
AES AAS 23 A HA =E(M=3.51, SD=2.53)°] gt AJ4
17 3571 Al A =& (M=2.30, SD=2.10)°] H|3] BAZoZ &
0 2 YEPHTHp.001). TebA] 74 1-12 AHE = 9]

B8 w28 A4 34 ARkl fo% 9% )
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Fixation Duration

O 1st Exposure @ 2nd Exposure  ® 3rd Exposure

Fig. 6. Main effect and post-hoc-test results for fixation duration over time
“p<.001,’p<.01

= Aoz YehgthF=12.99, p<.001). F+AZI F1 =& F
Zr AR A7Ee] AtolE HF5t7] 998l Bonferroni AFAS
& AARE 23 A WA =5(M=1.39, SD=1.27)°] ti5t A7
AlZko] & A =2(M=1.06, SD=1.29)3 Al WA ==(M=0.74,
SD=0.88)°l ®l3] BAH R o5t £EA A UErgoH
(p<.05, p<.001), &= WA ezl tigh AlA 11 A|ZE A Al §A
o] g BAZORE 3ot FEolA =A HEFETHPC.05). T
2 7H 1-2 GA] A= Ak (Fig. 6).
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Aot FAF o R, Fao] gt Al 1Y AT Al 1 Sl
A WA wEoA 7P =4 vEbgon, A)7to] Ado] what &= A

Aot Al A leEoAs JXF Fdske A FIskt) o=
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&°| o £ Uehd Zhao(1997)€F Li(2010)9] A+ 25 SR
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