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The Study of Social Slogans on Amount of Attention to
Outdoor Advertising by Means of Visual Tracking

Introduction: Nowadays advertising is the most important strategy for targeting
the competitive market, and its use is inevitable. In order to increase the effec-
tiveness and reduce the visual contamination of advertising, the accuracy of the
use of the advertising tool is mandatory. The purpose of this study is to examine
the role of accuracy in billboard advertising and social marketing testing using
the element of advertising slogan. To this end, the perception and memory of
the subjects were evaluated according to the social slogan by identifying the
logo. Method: In this study, 10 PhD students were tested and evaluated using
Eye Tracking Technique. In this test, six tea brands were chosen, three of which
had used social slogans, while the other three used commercial slogans in their
advertisements. Other than Image Processing using the ANOVA test and Co-
lonial Competitive Algorithm, statistical analysis and clustering were also car-
ried out. Results: Visual tracking results showed that social nature advertising
can have a significant effect on behavior. The results of statistical analysis and
clustering also confirmed this distinction. Conclusion: To enhance the accuracy
of billboard advertisement, it should be designed in a creative way, so that the
consumers’ mental involvement increases. The eye tracker could provide a pre-
cise rating of billboard elements. The indicators of this cognitive tool showed
that social slogans could affect the perception and memory of consumers with
respect to the brand.

Keywords: billboard, advertising slogan, eye tracking

Davoud Hosseinabadi Sadeh *

PhD student of Marketing manage-
ment, Department of business
management , Qazvin Branch,
Islamic Azad University, Qazvi
Hamidreza Saeednia

Associate prof. Marketing manage-
ment, North Tehran Islamic Azad
University

Peter Steidl

Business Management PhD at the
University of Vienna, Austria
Kambiz Heidarzadeh

Associate Prof. Marketing man-
agement, Science and Research
Branch, Islamic Azad University

*Corresponding Author:
Email: d.sadeh@gqiau.ac.ir



el Gl e p Gty 4 s OS5 Ol yo sleil Gla)led B sandlas

C;usj\y«sg_w\oih)-gjmw\@jﬂ;
|pioes Comes 35 0350 Casly 5 Sy Sl 3 0
NEPE SR TR RPN RO
O sl

L bl ol b ke il w5 b 5l eSSl
e szl 53 il s g eslims b oS S
5 1 Oolos 55 45 Lne Ly 150 ]
ST Shas 5 1S VIS 5 ot Ll
5o 1 ST Jae aile s sla 1. (V))s K Lesd
e Lajiﬂﬁl.w cdalsl 3 .(\Y)C.Jsjf)lé.l): Oly 0
S8 5 Lo oo s Oldi cds Ny
s<=L“.; 03 Comr g wlony Ol js Cds el a3l
5 M) 2lr L (S 5 2 ol) i
O (55 5ok

TSR IC e NV Py S P TNS KPR POy
(Jos ¢ oo caiMle e ) 1T (oo « 43D e 59)
e 5) Tl (e ¢ slizel 3Me wx 5) T
W w55 ST (ol Jos ¢ s adde
wdis 4 Me wa 5) "l o as walizel ol azel
(Jos il | oLad w@idle w35 YLosT o Jos
S ysb les (Jos blaxl e Do cax 5) MSLT
G5 &S a5 e b ladde plad ooy e 4l
Fo—b ks g 535 ol Gaen i il 5 laal
L

W05y d)) 4> g

0 23l e 0l olattl Olse iny e 5
Gl p e e b aS bl 5l ol S e oA
QB LS G pme a8 sl 3 gdes DB 3505
ol L) 4 a5 .(V0) ol ol Jl o 50l @

1- AIDA (Attention, Interest, Desire, Action)

2- AICA (Attention, Interest, Conviction, Action)

3- AID (Attention, Interest, Desire)

4- AIDAS (Attention, Interest, Desire, Action, Satisfaction)
5- AICCA (Attention, Interest, Confidence, Conviction,
Action)

6- AIJA (Attention, Interest, Judgment, Action)

7- AIDMA (Attention, Interest, Desire, Memory, Action)

8- AIDCA (Attention, Interest, Desire, Caution, Action)

9- Gazing
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