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Abstract

Nowadays, advertising is regarded as one of the vital elements of marketing tools’
promotional strategies. Therefore, advertising is very important to businesses’ mar-
keting strategies and policies. In light of this, the purpose of the current study was
to ascertain the influence of endorsers’ gender and the level of attention given to
various aspects of advertising. A quasi-experimental study was used for the cur-
rent investigation. All students at Mashhad’s Ferdowsi University made up the
study’s statistical population. 80 students were chosen as the research sample out
of the entire student body. Eye motions were captured using an eye tracking gadget.
According to research findings, the number and length of fixes on advertisement
items were significantly influenced by the popularity of their endorsers. However,
there was no statistically significant difference between the genders in terms of the
quantity and length of fixations. These conclusions suggest that the popularity of
the endorser is a key factor in commercials, but that the endorser’s gender has little
effect.
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1 Introduction

Nowadays, advertising covers such a wide range of topics that individuals are not
even able to sleep without hearing it. Therefore, in order to reach its target mar-
ket, every firm looks for and uses an advertisement. The efficacy of advertising
begins with audience attention, and each distinct advertising stimulus must first
catch customers’ attention, according to the paradigm put forth by Robert and
Stahl [31]. The audience’s desire to purchase a product comes after interest, and
action, or when customers choose to purchase a product, is the final stage. With-
out a doubt, marketing strategies can influence attention and improve advertising
effectiveness in a variety of ways [14, 31]. However, in order to lessen the per-
ceived pre-purchase risk, buyers frequently participate in pre-purchase investiga-
tive behavior [25, 26]. A person’s memories, personal resources (word of mouth
from friends and acquaintances), marketing resources (advertisements and other
marketing-related elements), experimental resources (their own experiences), and
independent resources (reputation) can all be used as sources of information [4].
With information from the company’s marketing activities, independent resources
seem more reliable and credible [29]. Information sources are typically only
regarded as reasonable when believed to be honest and reliable [39]. As a result,
advertising managers use product endorsements to spread reliable information.

2 Literature review

According to McCracken [24], using well-known and trustworthy people as endors-
ers is a good marketing strategy because: a person who is well-known to the pub-
lic and uses it to their benefit by endorsing a product in a commercial for a con-
sumer good [20]. In busy and chaotic media settings, famous people or celebrities
commonly feature in marketing communications to promote brand familiarity and
advertising differentiation [2, 9, 10, 24, 28]. Celebrities typically appear in 20 to
25 percent of advertising as brand ambassadors and product demonstrators [33].
Employing well-known male and female endorsers has expanded dramatically, espe-
cially in recent decades [38]. Few studies have specifically addressed this variable
in their empirical research, despite the fact that the gender of the endorser has tra-
ditionally been considered to be significant [8, 24]. Given that persuasive research
has demonstrated that men and women respond to male and female endorsers dif-
ferently, the paucity of research on the effects of gender is quite unexpected [3].
Many marketers and advertising directors think that a significant number of human
decisions are made automatically, frequently without conscious thought or control
[23]. Since viewers extract the information in their glare, increased visual stabil-
ity promotes high levels of processing at the attentional, memory, and subconscious
levels [19, 27, 36]. William James, an American psychologist, said in the 1800s that
something neglected will not leave any trace, even though we cannot guarantee that
something noticed once will remain in memory [1].
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A window to the mind is said to be the eyes and how they move. They recreate
an essential function in communicating a person’s desires, thought processes, and
emotional states [35]. The way we gather the data required to recognize the ele-
ments of the visual environment is related to the significance of eye movements. We
can determine which portions of the visual world are precisely processed, including
visual attention, if we accurately track eye movement [7, 17]. Eye movements are a
sign of covert visual attention, therefore using eye tracking techniques can provide
new information about how consumers perceive visual stimuli including print adver-
tisements, web pages, and packaging [37]. Eye movements, for instance, can reveal
whether a user will be interested in a certain static or video ad element. Therefore,
researching such trends may help to enhance marketing plans and sway potential
customers. Therefore, monitoring consumers’ eye movements can help manage how
they maximize revenues [32].

An eye-tracking device was used by Falsarella et al. [11] in Brazil to study how
the audience paid attention to the endorser. Their research showed that consumers
were more attentive to businesses and goods that a celebrity had promoted. Fur-
thermore, Felix and Borges [12] conducted an eye-tracking study in which they
examined a well-known endorser without considering the essential first stage of
information processing and instead concentrated on the audiences’ visual attention
to the endorser. The endorser had a favorable association with the commercial’s
attractiveness and the recipient’s perception of the advertisement, per their findings.
Adil et al. [1] used an eye-tracking device to analyze whether faces and gaze direc-
tions were present in print advertisements and to see how they affected consumer
responses. The findings demonstrate that the audience’s attention, opinion of the
advertisement and brand, and intention to buy a product from the advertised brand
were all significantly influenced by the audience’s perception of the face. A study
named "Processing and evaluating electroencephalographic signals to analyze the
influence of sports commercials on customers" was also carried out by Darabi et al.
[6]. They reached the conclusion that electroencephalography recordings of the cus-
tomers’ brain waves could reveal the impact of Nike commercials on the consumers’
brain waves (alpha, beta, delta, and theta). They also highlighted how it was possible
to get the conclusion that commercials helped buyers think more analytically and
with focus. Ferguson and Mohan [13] investigated the impact of a celebrity or non-
celebrity in a B2B print advertisement. Their studies found that managers were more
attentive to the commercial when a well-known endorser was present.

Additionally, Zhu et al. [40] investigated how social media endorsements affected
how customers saw businesses, how attractive products were, and how motivated
they were to buy them. Their research revealed that the endorser’s beauty and confi-
dence affected consumers’ perceptions of the brand. Finally, a study named "Celeb-
rity endorsement and brand enthusiasm among travelers: theory and evidence" was
also carried out by Gilal et al. [18]. They demonstrated that the most important fac-
tor influencing tourists’ fervor for a brand was celebrities’ attractiveness. In light
of this, it may be stated that the presence of the endorser is essential for the ads of
organizations and businesses on the one hand. On the other side, the researcher dis-
covered that studies on endorsements did not frequently employ impartial market-
ing methods. Therefore, the purpose of the current study was to determine whether
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the gender of endorsers and their impact on visual attention to ad features would be
examined.

3 Method

All male and female students enrolled at Ferdowsi University in Mashhad, Iran, dur-
ing the academic year 2018-2019 made up the statistical population for this study.
Out of all the students, 80 people (40 men and 40 women) volunteered to take part
in the study. The researcher created the poster first. In this regard, a logo was cre-
ated using the images of men’s and women’s sunglasses that were chosen. To avoid
drawing attention to the product’s shape, appearance, or logo, these pictures were
repeated throughout all advertising posters. Because the participants were both men
and women, two sunglasses were used for the poster.

Additionally, a logo was created so that participants’ attention wouldn’t be
diverted by their familiarity with a particular brand. Then a picture of two well-
known athletes, Kimia Alizadeh and Saeed Maroof (the male and female endorsers,
respectively), was chosen for the poster. Additionally, a snapshot of a man and a
woman who resembled Saeed Maroof and Kimia Alizadeh in terms of their bod-
ies, attire, and facial features was chosen. To ensure that the poster design would
not divert people’s attention, all of the posters were created in the same manner. To
regulate the effect of place or direction on people’s attention, the placement of the
endorser, the product, and the brand was also altered [30].

As a result, four of the posters featured the endorser, while the fifth did not. The
placement of the endorser, the item, and the logo on each of the initial four posters
were then altered to create three duplicates of each. Additionally, the poster without
an endorser was copied with the product and brand placed in a different location. In
the end, 14 posters were created. The posters were then presented to each participant
in a random order in order to control the impact of the order on the posters. Each
participant was instructed to put on eye-tracking glasses and sit in a chair in front of
the monitor (Fig. 1).

Only at a distance of 50-60 cm from the display could they view the computer
screen. The subject was then instructed to maintain a stationary gaze on the screen.
The glasses were calibrated to make sure they were on the participant’s eyes prop-
erly. The photographs were shown to the participants in the last phase. Each adver-
tisement was viewed for 15 s by each participant for a total of 210 s [12]. In this
study, The SMI-ETG2 eye-tracking glasses were utilized in this investigation to
track participants’ eye movements. This apparatus was used to document the partici-
pants’ eye movements. The stimulus was shown on the monitor screen, and infrared
cameras built into the frames of the glasses captured eye movements as the viewer
saw the screen at a sampling rate of 60 Hz/s. The BeGaze software was utilized
for preliminary data processing, while the I-view software was used to record eye
movements. In BeGaze, three Areas of Interest (AOI) were specified. The statistical
analysis also calculated and examined the quantity and length of fixations for each
participant (Fig. 2).
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Fig. 1 Subject recording the data

Fig.2 SMI ETG-2 Eye-Track-
ing Glasses

4 Results

The distribution of data for the number of fixations and fixation time was normal
in all AOIs, according to the Kolmogorov—Smirnov test results (P 0.05). These
findings supported the researcher’s use of parametric testing.

4.1 Fixation durations
4.1.1 Endorsers AOI

Results of a 2 gender (male and female) X2 popularity (popular, non-popular)
ANOVA revealed that popularity had a statistically significant impact on the
length of fixation on body AOIs (F1,79=19.68, Sig.001, 2=0.17). The interac-
tion impact of popularity in terms of gender and the effect of gender were not sta-
tistically significant (p =0.308). Figure 3 demonstrates that when seeing posters
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Fig. 3 Mean of number of gazes at the elements in the ads

featuring a male endorser, participants displayed longer fixations to the endorser
AOI and shorter fixations to the endorser AOI.

4.1.2 Glasses AOI

Results of a 2 gender (male and female) X 2 popularity experiment for glasses (popular,
non-popular) The main effect of popularity (p=0.631) and its interaction with gender
were not significant (p=0.459), according to an ANOVA, which also revealed that only
the main effect of gender was significant (F1,79=32.23, p.001, 2=0.290). Participants’
fixations on the glasses in the posters with the Female-Non-Popular endorser were
longer than in the posters with the Female-Popular endorser, as shown in Fig. 3.

4.1.3 Logo AOI

Results of 2 genders (male and female)x2 popularity (popular, non-popular) Popular-
ity (F1,79=4.01, p=0.048, 2=0.048) and gender (F1,79=36.50, p.001, 2=0.316)
were also significant main effects in the ANOVA. The popularity by gender interaction,
however, was not statistically significant (p=0.904). Participants had longer fixations
on the logo in Male-Popular posters and shorter fixations in Female-Non-Popular post-
ers, as shown in Tables 1, 2 and Fig. 3.

4.2 Fixation counts
4.2.1 Endorser AOI
The main effect of gender was significant (F1,79=49.66, p.001, 2=0.386) accord-

ing to the results of a 2 gender (male and female) 2 popularity (popular, non-popular)
ANOVA. However, neither the popularity’s main effect (p=0.195) nor its interaction

Table 1 Results of ANOVA test

. Effect df F-value  Mean square  Sig Effect value
for the number of gazes

Endorser 1/242  310/694  8793/240 0/0001  0.797
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Table 2 Results of the

Bonferroni post hoc test for the Elements Sig
number of gazes Endorser Logo 0.0001
Product 0.0001
Logo Endorser 0.0001
Product 0.0001
Product Endorser 0.0001
Logo 0.0001

=endorser = product = logo

25

19.3656

20

15

10 8.2677

3.2187

number of gazes

Fig.4 Mean of number of gazes at the elements in the ads

with gender (p=0.203) was statistically significant. Figure 4 demonstrates that in the
Male-Non-Popular posters, participants had fewer fixations to the Endorser AOI and
higher fixations to the body AOL

4.2.2 Glasses AOI

The results of an ANOVA with two factors—gender (male and female) and popular-
ity (popular, non-popular)—showed that there was a gender main effect that was
statistically significant (F1,79=33.39, p.001, 2=0.297). Popularity’s main effect
(p=0897) and its interaction with gender (p=465), however, were not statistically
significant. Figure 4 demonstrates that participants fixed their attention less fre-
quently on the glasses in the posters featuring Female-Popular endorsers and more
frequently on the glasses in those featuring Female-Non-Popular endorsers.

4.2.3 Logo AOI

The main effect of gender was significant (F1,79=8.57, p=0.004, 2=0.098)
according to the results of a 2 gender (male and female) 2 popularity (popular, non-
popular) ANOVA. However, neither the popularity’s main effect (p =0.359) nor its
interaction with gender (p=0.950) was statistically significant. Figures 4 and 5 dem-
onstrates that participants focused less on the logo in the posters with Male-Popular
endorsers and more on those with Female-Non-Popular endorsers (Tables 3 and 4).
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Fig.5 Results of ANOVA test for the duration of the gaze

Table 3 Results of ANOVA test

Effect df F-value Mean square Sig Effect value
for the number of gazes

Endorser 1.116 325.935 75,009.765  0.0001 0.805

Table 4 Results of the

Bonferroni post hoc test for the Elements Sig
number of gazes Endorser Logo 0.0001
Product 0.0001
Logo Endorser 0.0001
Product 0.0001
Product Endorser 0.0001
Logo 0.0001

5 Discussion

The proprietors and designers of the advertisements have always placed a high
priority on capturing the interest of the target audience. The use of humans in the
advertisements was one of the factors that caught the audience’s attention. Advertis-
ing effectiveness can be increased in several ways by using marketing techniques to
catch audiences’ attention [14]. The goal of the current study was to determine how
much attention audiences gave to advertisements using well-known and less well-
known endorsers. (Fig. 6). The inclusion of an endorsement on an advertisement
poster, according to research findings, may draw consumers’ attention. The findings
of the investigations by Adil et al. [1], Falsarella et al. [11], Felix and Borges [12],
and Lee et al. [22] agreed with this finding. (Fig. 7).

According to Weaver and Lauwereyns [35], among the stimuli in the advertise-
ments, people’s faces and bodies drew more attention from viewers. Additionally,
it is suggested by arguments put out by Langton et al. [21] and Theeuwes and Van
der Stigchel [34] that people and the human face draw the most attention. Even
young children prefer human faces to those of other faceless objects. With age, this
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Fig.6 Mean duration of the gaze at the elements in the ads in association with the gender of the endorser

Fig.7 Heat map for the following groups: A Female-Popular; B Male-Popular; C Female-Non-Popular,
and D Male-Non-Popular

preference simply gets stronger [15]. The results of this investigation supported the
existence of a substantial link between gender and audience attention. Advertising’s
effectiveness as a visual communication medium depends on how attentively view-
ers pay attention to its message [5].

Advertising professionals frequently hold the opinion that the more visu-
ally compelling an advertisement is, the more likely viewers will pay attention
to it. The general belief is that longer gazes indicate greater levels of interest
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Table 5 Results of ANOVA test

for the number of gazes Effect df F-value R? Sig Effect value
Endorser 1 0.764 34.01 0.38 0.002
Logo 1 0.505 1.67 0.47 0.002
Product 1 0.009 0221  0.923 0.0001
Table 6 Resylts of ANOVA test Effect df  F-value Meansquare  Sig Effect value
for the duration of the gaze
Endorser 1 0.055 19.685 0.815  0.0001
Logo 1 2.241 21.360 0.135  0.007
Product 1 0.115 14.043 0.734  0.0001

and attention. Furthermore, it is presumable that higher attention translates into
favorable reactions and even attraction to the marketed goods [23]. According to
this hypothesis, looking at the overall mean duration of the glance and the aver-
age number of gazes, it can be seen that having an endorser in an advertisement
can draw attention to it. As a result, using endorsers in advertising may play a
role in grabbing the attention of the target audience. In order to more thoroughly
assess the level of effectiveness of the endorser on the attention, a separate sec-
tion of the research examined the influence of the endorser’s gender. There was
no difference in the attention given to male and female endorsers, according to
research findings (Tables 5 and 6).

This finding was consistent with the outcomes produced by Freiden [16]. As a
result, they might make the promoted good or services more noticeable to the view-
ers. However, because of the restrictions in place, such attractions are not permitted
in Iran. Therefore, there was no distinction in the participants’ attention given to
male and female endorsers. As a result, it could be inferred that this lack of distinc-
tion would probably stop the gender of the endorser’s endorsement from having an
impact on the commercials. It was found in the current study that the presence of the
endorser attracted audiences’ attention to the advertisement, indicating that using
a person in advertising could do the same. Furthermore, it was discovered that in
the advertisement, individuals attracted greater attention than other stimuli. Another
study also showed that the audience’s interest was unaffected by the endorser’s gen-
der. However, it should be emphasized that focusing on a certain person, a compa-
ny’s emblem, or a particular product did not always spark interest. Therefore, other
factors that were not assessed in this study could influence the relationship between
visual attention and a positive attitude. Future research might therefore concentrate
on this gap.

One of this research’s main contributions is gender differences among endorsers.
According to the literature, more space has been devoted to research on the impact
of popularity, so we suggest future studies. In addition, researchers consider how to
stress even more the results of gender differences. However, that no gender differ-
ence emerges is also an exciting result of this research.

@ Springer



An eye-tracking study on how the popularity and gender of the...

Acknowledgements This work was funded by the Ferdowsi University of Mashhad.

Funding Open access funding provided by FCTIFCCN (b-on).

Declarations

Conflict of interest On behalf of all authors, the corresponding author states that there is no conflict of
interest.

Open Access This article is licensed under a Creative Commons Attribution 4.0 International License,
which permits use, sharing, adaptation, distribution and reproduction in any medium or format, as long as
you give appropriate credit to the original author(s) and the source, provide a link to the Creative Com-
mons licence, and indicate if changes were made. The images or other third party material in this article
are included in the article’s Creative Commons licence, unless indicated otherwise in a credit line to the
material. If material is not included in the article’s Creative Commons licence and your intended use is
not permitted by statutory regulation or exceeds the permitted use, you will need to obtain permission
directly from the copyright holder. To view a copy of this licence, visit http://creativecommons.org/licen
ses/by/4.0/.

References

1. Adil, S., Lacoste-Badie, S., & Droulers, O. (2018). Face presence and gaze direction in print adver-
tisements: How they influence consumer responses—An eye-tracking study. Journal of Advertising
Research, 58(4), 443-455.

2. Atkin, C., & Block, M. (1983). Effectiveness of celebrity endorsers. Journal of advertising research.

3. Bergkvist, L., & Zhou, K. Q. (2016). Celebrity endorsements: A literature review and research
agenda. International Journal of Advertising, 35(4), 642—-663.

4. Blackwell, R. D., Miniard, P. W., & Engel, J. F. (2001). Consumer behavior. In: Orlando: Harcourt.

5. Breuer, C., & Rumpf, C. (2015). The impact of color and animation on sports viewers’ attention to
televised sponsorship signage. Journal of Sport Management, 29(2), 170-183.

6. Darabi, M., Azizian, N., Moharramzadeh, M., & Nobakht, F. (2018). Processing and analysis of
electroencephalography signal to evaluate the effect of sport advertisement on customers. Journal of
Advanced Sport Technology, 2(2), 15-27.

7. Duchowski, A. T., & Duchowski, A. T. (2017). Eye tracking methodology: Theory and practice.
Springer.

8. Erdogan, B. Z. (1999). Celebrity endorsement: A literature review. Journal of Marketing Manage-
ment, 15(4), 291-314.

9. Erdogan, B. Z., & Baker, M. J. (2000). Towards a practitioner-based model of selecting celebrity
endorsers. International Journal of Advertising, 19(1), 25-42.

10. Erfgen, C., Zenker, S., & Sattler, H. (2015). The vampire effect: When do celebrity endorsers harm
brand recall? International Journal of Research in Marketing, 32(2), 155-163.

11. Falsarella, C. R. B. M., de Oliveira, J. H. C., & Giraldi, J. D. M. E. (2017). The Influence of celeb-
rity endorsement on visual attention: An eye-tracking study in Brazil. Academy of Marketing Studies
Journal, 21(1), 1-14.

12. Felix, R., & Borges, A. (2014). Celebrity endorser attractiveness, visual attention, and implications
for ad attitudes and brand evaluations: A replication and extension. Journal of Brand Management,
21(7), 579-593.

13. Ferguson, J. L., & Mohan, M. (2020). Use of celebrity and non-celebrity persons in B2B advertise-
ments: Effects on attention, recall, and hedonic and utilitarian attitudes. Industrial Marketing Man-
agement, 89, 594-604.

14. Ferreira, P, Rita, P., Rosa, P., Oliveira, J., Gamito, P., Santos, N., Soares, F., & Sottomayor, C.
(2011). Grabbing attention while reading website pages: The influence of verbal emotional cues in
advertising. Journal of Eye Tracking, Visual Cognition and Emotion, 1, 64—68.

15. Frank, M. C., Amso, D., & Johnson, S. P. (2014). Visual search and attention to faces during early
infancy. Journal of experimental child psychology, 118, 13-26.

@ Springer


http://creativecommons.org/licenses/by/4.0/
http://creativecommons.org/licenses/by/4.0/

M. Zahmati et al.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

39.

40.

Freiden, J. B. (1984). Advertising spokesperson effects-An examination of endorser type and gender
on 2 audiences. Journal of advertising research, 24(5), 33-41.

Gamito, P., Joel Rosa, P., & Banovic, M. (2014). Eye of the beholder: Visual search, attention and
product choice.

Gilal, F. G., Paul, J., Gilal, N. G., & Gilal, R. G. (2020). Celebrity endorsement and brand passion
among air travelers: Theory and evidence. International Journal of Hospitality Management, 85,
102347.

Just, M. A., & Carpenter, P. A. (1976). Eye fixations and cognitive processes. Cognitive psychology,
8(4), 441-480.

Knoll, J., & Matthes, J. (2017). The effectiveness of celebrity endorsements: A meta-analysis. Jour-
nal of the Academy of Marketing Science, 45(1), 55-75.

Langton, S. R., Law, A. S., Burton, A. M., & Schweinberger, S. R. (2008). Attention capture by
faces. Cognition, 107(1), 330-342.

Lee, W.-Y., Hur, Y., Kim, D. Y., & Brigham, C. (2017). The effect of endorsement and congruence
on banner ads on sports websites. International Journal of Sports Marketing and Sponsorship., 18,
263-280.

Matukin, M., Ohme, R., & Boshoff, C. (2016). Toward a better understanding of advertising stimuli
processing: Exploring the link between consumers’ eye fixation and their subconscious responses.
Journal of advertising research, 56(2), 205-216.

McCracken, G. (1989). Who is the celebrity endorser? Cultural foundations of the endorsement pro-
cess. Journal of consumer research, 16(3), 310-321.

Mitchell, V.-W., & Greatorex, M. (1993). Risk perception and reduction in the purchase of con-
sumer services. Service Industries Journal, 13(4), 179-200.

Mitchell, V. W. (1999). Consumer perceived risk: conceptualizations and models. European Journal
of Marketing., 33, 163-195.

Nummenmaa, L., Hyond, J., & Calvo, M. G. (2006). Eye movement assessment of selective atten-
tional capture by emotional pictures. Emotion, 6(2), 257.

Patel, P. C. (2009). Impact of celebrity endorsement on brand acceptance. ICFAI Journal of Con-
sumer Behavior, 4(1), 36-45.

Pornpitakpan, C. (2004). The persuasiveness of source credibility: A critical review of five decades’
evidence. Journal of Applied Social Psychology, 34(2), 243-281.

Rebollar, R., Lidén, 1., Martin, J., & Puebla, M. (2015). The identification of viewing patterns of
chocolate snack packages using eye-tracking techniques. Food Quality and Preference, 39, 251-258.
Robert, J., & Stahl, D. O. (1993). Informative price advertising in a sequential search model. Econo-
metrica. Journal of the Econometric Society, 61, 657-686.

Rosa, P. (2015). What do your eyes say? Bridging eye movements to consumer behavior. Interna-
tional Journal of Psychological Research, 8(2), 90-103.

Sliburyte, L. (2009). How celebrities can be used in advertising to the best advantage. World Acad-
emy of Science, Engineering and Technology, 58(1), 934-939.

Theeuwes, J., & Van der Stigchel, S. (2006). Faces capture attention: Evidence from inhibition of
return. Visual Cognition, 13(6), 657-665.

Weaver, M. D., & Lauwereyns, J. (2011). Attentional capture and hold: The oculomotor correlates
of the change detection advantage for faces. Psychological Research Psychologische Forschung,
75(1), 10-23.

Wedel, M., & Pieters, R. (2000). Eye fixations on advertisements and memory for brands: A model
and findings. Marketing Science, 19(4), 297-312.

Wedel, M., & Pieters, R. (2008). Eye tracking for visual marketing. Now Publishers Inc.

White, D. W., Goddard, L., & Wilbur, N. (2009). The effects of negative information transference in
the celebrity endorsement relationship. International Journal of Retail & Distribution Management,
37(4), 322-335. https://doi.org/10.1108/09590550910948556

Wilson, E. J., & Sherrell, D. L. (1993). Source effects in communication and persuasion research: A
meta-analysis of effect size. Journal of the academy of marketing science, 21(2), 101-112.

Zhu, Y.-Q., Amelina, D., & Yen, D. C. (2020). Celebrity endorsement and impulsive buying inten-
tions in social commerce-the case of Instagram in Indonesia: Celebrity endorsement. Journal of
Electronic Commerce in Organizations (JECO), 18(1), 1-17.

Publisher’s Note Springer Nature remains neutral with regard to jurisdictional claims in published maps
and institutional affiliations.

@ Springer


https://doi.org/10.1108/09590550910948556

	An eye-tracking study on how the popularity and gender of the endorsers affected the audience’s attention on the advertisement
	Abstract
	1 Introduction
	2 Literature review
	3 Method
	4 Results
	4.1 Fixation durations
	4.1.1 Endorsers AOI
	4.1.2 Glasses AOI
	4.1.3 Logo AOI

	4.2 Fixation counts
	4.2.1 Endorser AOI
	4.2.2 Glasses AOI
	4.2.3 Logo AOI


	5 Discussion
	Acknowledgements 
	References


