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ABSTRACT
The goal of this study was to examine associations between broad personality traits and gazing behavior when viewing car
advertisements. As stimulus material, 12 different car advertisement pictures were selected from magazines; these depicted a car and varied in pricing with accompanying text. Two major areas of interest (AOIs) in the advertisements where
analyzed in participants’ (N = 61) gazing: the car and price/text. The eye movement parameters number of fixations, mean
fixation duration, and total dwelling time in the two AOIs were predicted from participants’ Big Five traits (measured with
the NEO-FFI). Findings yielded that participants generally focused more on the car rather than the price/text and that
neuroticism and extraversion were associated with more fixations on the car while neuroticism and conscientiousness
with less fixations on the price/text. Findings are discussed regarding their implications for personality-congruent advertisement.
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Advertising is ubiquitous in our modern world: Whether on a building, on busses, or on web pages, there is
always a shiny car, a face smiling, or delicious food.
Advertisement and its reception constitutes a major
part of our daily lives and it is plausible to assume
that people – depending on their personalities – process and react to advertisements differently. Indeed, it
has already been shown that there are individual differences in processing visual information which are
also related to personality (e.g. Avisar, 2011; Kaspar &
König, 2011). Thus, personality should also manifest in
how we perceive advertisements. In the current work,
we examined people’s eye movements with eye-tracking methodology to shed light on how major dimensions of personality are related to processing meaningful stimuli in visual advertisements.
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Literature Review

1.1 Links between advertisement and gazing
Attention is allocated where the eyes go (Rayner, 1995)
and thus gazing behavior provides reliable information about consumers’ visual attention to advertisements (Krugman, Fox, Fletcher, Fischer & Rojas, 1994;
Rosbergen, Pieters & Wedel, 1997). Especially pictures
attract our attention (Pieters & Wedel, 2004) and thus
provoke thinking about and evaluation of the represented product (Mitchell & Olson, 1981). Therefore,
Chowdhury, Olsen and Pracejus (2011) stated that pictures are a prerequisite for effective advertisement,
which has been empirically supported by a number of
studies (e.g. Childers & Houston, 1984, Edell & Staelin, 1983; Keller, 1987). However, Rayner et al. (2001)
demonstrated that people spent more time examining text rather than pictures. Thus different findings
of where people look when viewing advertisements
exist. To reconcile both positions, we incorporated in
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