4 Sloaxe liudid &y dagi Ylius S el sl e il (g allos

#osle gl e 3915

235 (bl S e (6553 (Sl
A zils g8 Ay S50 g e
R .>le

Lidors LD oo

Sl pae ol Sy e Ll
e 0, o131 oKty ol

Jhlbal 2y

e o8l ( G5k ke (6 S

o=

o3l yde smalS

Cia sae g LBl Cg e S Al
O Sliioss 5 p 5o ST ol ake

bl 33T o8 iils tpeled glin

N
d.sadeh@gqiau.ac.ir :asbLJ,

Rl oadial 5w ) s alws

33500 sbed & Sl g S ep Sl (165 L o S8 Bda (5055 0 iaadie
ST JalS 5 o 3 0 n W (g s B b el s Al OF 3l eslizal o
ot R s el s e ol ) Uk 15 31 (650 53 L3 5 Lo (DlalkS (6
ol Sk s e Sl eslinal b elozl a3k Osa3l 5 35 a0k DS 53 S 2
A3 ol S bt b el jlad 4 a5 L s s sasl gabail 5 Ssl o se ol o
5 omlosl et sy SSS Slaslinal b (5,583 Ol g ls 51,8V r (Ghang cnl 53 b,
Dt 313 gt DS 3 4 Sl L A oS 5 S b i Dol pl s Lds L)
Sl s g 03 S aslinal (g lod et 135 Sl a6l oS K3 S b a5 ol
Joloss (sotamtd S5 o, S 5 ANOVA 0030 3l oslinal b (5 s (53032 ) 2 45
Pl Caale (sl Slagks 48 515 OLES ol il b el LA (sduad = 5 s el
55 4Bl ol 30 e s 5 bl o ol USG5y 5 e
Gosb S b Al 1y s sde LU Jaows Sluls oo 03 5 YU gl i S A
ol 3 G35 (s s SO Sl et b3, b Rl OIS pae jnd (5,8 05 S
STl Kl e elan] lad o sls OLES b 1l ol o et i das €l 5 sk

38 56 Ky 4 e 5 L OB S e il

oor Mo BB el o sd gdS glaels

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
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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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