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Abstract 

This paper contributes to content marketing research by identifying the content 
attributes that attract consumers' visual attention. An exploratory study about content 
marketing was carried out to obtain what are the attributes that the firm need to 
consider when putting their content into a social media platform to promote their 
products. The content marketing in this study consists of photos and videos for 
Muslimah fashion of Brand X.  To generate the result of content marketing attributes, 
the researchers have deployed eye-tracking device in this study to find what the eye 
fixation that leads to the attributes. Findings suggest that the firm need to consider 
about few contents that lead to most visual attention like models’ face, products and 
product information that affect the consumers’ attention. Through the heat map 
results, it reveals that the models' faces that attract the most attention compared to 
the product sold. Thus, this study found an important implication by creating effective 
content marketing that can attract consumers to buy the products.   
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Introduction  

Social media is a successful advanced technology that facilitates the sharing of 

ideas and information, thus creates virtual networks and communities. Social media 

is internet based and provides users with the easy electronic communication of 

personal information and other content like photos and videos. Besides that, social 

media also are an important medium for business nowadays to promote and create 

awareness about their products by sharing information. Otherwise, Éva & Mirkó (n.d) 

have summarized that social media is a highly audience-focused medium where 

people want to obtain solutions to their problems instead of product offers.  

According to Ma & Lee (2012); Kim, Jeong, & Lee, (2010); Lerman (2007), they 

stated that Social media is Internet-based services that allow individuals to create, 

share and seek content, as well as to communicate and collaborate. However, 
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Bashar, Ahmad & Wasiq (2012) in their study revealed that social media network is 

extremely capable of informing and influencing purchase decisions, as many users 

now trust their peer opinions more than the marketing strategists. Duffet & Wakeham 

(2016) also supported that social media offers a platform that allows consumers an 

opportunity to voice their opinions, thus can affect several aspects of consumer 

behaviour like awareness, purchase decisions, and post-purchase evaluation. 

In a business environment, marketers tend to adopt social media as a quick 

and save cost tool as their marketing strategy. Two ways of content marketing 

distribution consist of traditional marketing and online marketing. For instance, in 

traditional marketing, the content such as images, graphic, words are published on 

publishing platforms like newspapers, book, and magazine or TV and Radio channel 

to seek out the target audiences. On the contrary, it is different from today's time, 

content marketing is anything created like words or images that been uploaded to a 

website (Handley & Chapman, 2012). Otherwise, Content Marketing Institute (2015)  

defined content marketing as a strategic marketing approach that focuses on 

distributing the valuable, relevant and consistent content to attract and retain the 

targeted consumers thus drive profitable customer action.  A good social media 

promotion is driven by effective content marketing that can help the firms to engage 

and communicate with the customers.  As mentioned by Lieb (2012), content can 

shape and create a brand voice and identity. It eventually makes a company and its 

products relevant, accessible, and believable. Content marketing nowadays plays 

important roles in online marketing strategy. According to Rowley (2008) and Kee & 

Yazdanifard (2015) stated that content marketing is a management process where a 

firm identifies, analyze and satisfy customer demand to increase profits with the use 

of digital content distributed through electronic channels. Many forms of content 

marketing consist of video, photos, blog, infographic, article and so on. The firms put 

all the content marketing on selected platforms that compatible with their target 

customers or business environment. 

Moreover, before purchasing the products consumers tend to read find the 

information about the products. There are 71% of the consumers, who like to read 

online reviews prior to purchasing a product, 61% of the consumers spend a 

considerable amount of time researching products before buying and only 43% of 

the consumers that connect with friends, family, strange to help make purchase 

decisions (Nielsen Global Survey of E-Commerce, 2014). Thus, the firms must 
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provide content that can attract consumers to keep reading and searching for 

information about their brands. There are many types of content marketing that 

include the product journal, videos, webinars, blogs, and infographic. Kim, Spiller & 

Hettche (2014) also found that photo and video content drew more consumer 

interactions than text-only content, proving that visual content is more effective in 

gaining consumer responses than text-only content. Thus, this finding reveals that 

the types of social media content marketing play an important role in how consumers 

respond. 

However, more research is needed to analyze which content that triggers more 

attention among the consumers before they are purchasing the products. As 

mentioned by Mehmedovic, Omeragic, Batagelj & Kolar (2017); Pieters, Warlop & 

Wedel (2002), information clutter is a critical media problem thus it needs more study 

about the factors that break the clutter. Usually, the consumers choose the products 

or packaging that can break through the clutter and attracted to visual attention as 

attention itself is related to the choice of the products (Mehmedovic, Omeragic, 

Betagelj & Kolar, 2017; Bigne, Lllinares, Torrecilla, 2016; Pieters & Warlop 1999). 

Nonetheless, there are still a hollow about the content marketing study of visual 

attention as most of the research that focused on this area was done in advertising.  

Thus, this paper aims to readdress the effects of visual attention on content 

marketing. According to Mehmedovic et.al (2017); Bridger & Noble (2015); Chandon, 

Hutchinson, Bradlow, & Young (2007); Clement, Kristensen, & Gronhaug (2013), 

visual attention is classified as ocular behaviour, being a spread unconscious 

phenomena that only eye-tracking is considered as a most proper methodology to 

measure it. Thus, this study adopted eye-tracker as a methodology to excavate the 

findings. 

 

Methodology  

To find a result about the visual attention on content marketing, an 

experimental approach has been conducted in a laboratory. The experiment is the 

most appropriate method to find the visual attention response as it can manipulate all 

the visual elements. Based on Burmann, Hegner, & Riley (2009), most researchers 

in the graphic design and visual communication commonly used experiments to 

manipulate one or more visual elements such as shape, view, perspective, or colour, 
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then observed the change of branding effects caused by such manipulated variables. 

Besides that, this experiment more to study about observable behaviours. All the 

findings and result in this paper is a pre-test. The researcher use pre-test to identify 

the problem and to get an overview of the study using eye tracker before proceeding 

to the actual study. So, in developing this study, the researchers have provided two 

types of material which consist of photos and video of Muslimah fashion that can be 

considered as Brand X. Both photos and videos are the control variable and also act 

as stimuli in this experiment. The researchers have provided several types of photos 

and a commercial video that used by Brand X in their promotion on social media. 

Brand X posts its promotion on Facebook and Instagram. The researcher obtained 

all the stimuli from Brand X Company and those photos and videos were used in 

their Facebook and Instagram for promotion. All photos and videos are compatible 

with the specifications of social media that have been used by Brand X, for instance, 

the duration of the video, phototype, photo resolution, and other features.   

There are 16 respondents of Muslims Female that involved in this pre-test 

experiment. According to Eye Tracking Inc. (2013), if the assessment in the eye-

tracking study is observable behaviours type, rather than numerical analysis, then it 

is enough to have 10-15 participants in the eye-tracking study. In this study, the 

researcher selects the respondent based on their age which is between 21-40 years 

old and they must be Female Muslim who possesses a social media account and an 

online buyer. All of the respondents were asked to watch all the stimuli on the screen 

while the eye tracker device detects their eye movement. Based on the International 

News Media Association (2014), on average the consumers will spend 0.3 seconds 

to judge the advertisement whether it is relevant or not. However, in this study, every 

respondent spent 8 minutes watching all the stimuli because there are few videos 

and photo that they need to watch and the researcher will stop 1 minute for every 

videos and photo before proceed to another. The reason for doing this step is to 

make sure that the respondent can focus on every information contained in the 

stimuli. The information includes the price, product features, model, the setting place 

an advertisement and so on. Besides that, if they want to buy the product in an 

online store such as on social media they usually spend more time before deciding 

to buy it or not. The experiment was held in the laboratory to avoid distractions which 

may affect the results. The research was conducted in the glass room that 

soundproof and in a comfortable environment with an adjustable chair. The 
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adjustable chair is very important as it can affect the eye movement of respondents, 

while they were watching the screen as every one of them has a different height. The 

respondents were asked to undergo the experiment one by one.    

The researchers have adopted Tobii T120 eye tracker to capture the eye 

movement and focusing of the respondents in the experiment 

(https://www.tobiipro.com/). Besides that, this device can capture all the natural 

behaviour, for instance, subjects can be tracked while moving their head freely 

positioned at a natural distance from the screen. This creates a distraction-free test 

environment, promoting natural human behaviour. The specific content of social 

media marketing will be displayed on the desktop, whereas the Tobii T120 eye 

tracker will be attached at the screen to detect the respondents' eye movement while 

the experiment being organized. The Tobii T120 eye tracker works in the controlled 

environment seeing the supplied external processing unit and has a simple 

configuration for Windows 7 and 8.1. This device also calibrates subjects quickly and 

automatically.  

This Tobii T120 can capture the eye movement at 60 to 120 Hz. This device 

also can deliver reliable results in a natural testing environment where the stimuli can 

be presented on the monitor. Tobii T120 is a desktop device that uses a non-contact 

optical method of an infrared light which save raw data about the gaze movements of 

an eye for further processing (Mazurova, 2014). Besides that, this study used the 

T120 model as it integrated into a 17-inch TFT monitor and are designed for all types 

of eye-tracking studies where the stimuli are presented on the monitor. On the other 

hands, this device has a high level of accuracy and precision of data. Mazurova 

(2014) assert that high accuracy allows cameras to recognize the position of the 

pupil on the screen. Basically, while Tobii T120 desktop Eye tracker recording, it 

collects raw data of  eye movement in points of every 8.3 ms with its coordinates X 

and Y thus saves it at the application Tobii Studio at the additional computer 

connected to the Eye tracker (An introduction to eye tracking and Tobii Eye 

Trackers. Tobii Technology AB, 2010:9). The researchers collected all the data in the 

heat map to find the most visual attention among the respondents. Špakov & 

Miniotas (2007) posit that heat maps provide separate different layers of observation 

intensity much better than fixation maps.   
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Findings  

The researchers have recorded all the results in heat map which count on 

fixation on eye movement. The heat map result is based on the eye fixation that has 

been calculated by the Tobii Studio software. Thus, heat maps aggregate fixations 

from a set of individuals where the opacity of colours differ with the density of the 

number or duration of fixations (Drusch, Bastien & Paris, 2014). This data can affect 

how gaze plots, heat maps, clusters, and eye-tracking metrics for the results. 

Fixation identification is mostly a mathematical and statistical process that simply to 

describe how the eye moves (Tobii Studio Users' Manual, 2015:51). Furthermore, all 

the data from the eye tracker are visualized with a gaze superimposed on any kind of 

stimulus, enables the researchers to make a visual, qualitative inspection of 

experiment results whether in the form of gaze plot, heat map or cluster. The reason 

is visualizations are easily exported as animated visualizations or image files. 

Therefore, these visualizations can help to communicate and exemplify the effects of 

this research theme. 

 

1. Photo 

Fig. 1 indicates the heat map about a Muslimah photo of Brand X. The heat 

map in the image shows the eye fixation of the respondents. Basically, for the heat 

map result, colour mapping, usually selected so that the longer the respondents 

make the observation, the warmer the colour used to represent it (Špakov & 

Miniotas, 2007). Therefore, the higher the proportion of the warm colours, the more 

attention respondents will have earned it leads to effective visual stimuli. Tangmanee 

(2013), likewise concluded that a great proportion of the warm colours indicate the 

effective visual stimuli because it can make a comparatively high quantity of attention 

from the consumers. 

The colour indicator in heat map;  

       Most intensively observed area  

       Rarely observed area 

    Unobserved area 
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Figure 1: The Image of Brand X advertisement 

  

  

  

Figure 2: The Image of Brand X Advertisement  

Fig. 1 and Fig. 2 indicate the heat map of two models which is in catalogue 

types of photo image that has been used by Brand X to promote the product. In Fig. 

1 many red spots focus on the model's face rather than the other information that 

display in the image. The second affected area that contains red spot also can be 

seen in the words of ―Daisy DWI Tone 3.0, Romantic Perfume‖. Respondents focus 

more on this word rather than looking at the price tag for the merchandise. The 

researchers concluded that the respondents more focus on the product name 

because the firm utilized the words that very catchy and unique which can draw in 

their attention. Besides that, the affected area which is quite observed by the 

respondents is the price tag of the product. From Fig.1 the researchers found that 

most affected area that the respondents focused is on the model’s face and also the 
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content about the sold product. Both of this area got a high rate of eye tracker 

detection compared to their main product which is the dress.  Lin & Ji (2016), also 

mentioned in their study that, human faces are an interesting zone in video 

conferencing.  

Fig. 2 also shows the image of Muslimah fashion, but the model used is 

different from Fig. 1. The result in this image indicates that the respondents most 

intensively observed at the price tag compared to the model's face. The red colour is 

mostly focused on the price tag because Brand X has highlighted and bold the word 

for price tag so the respondents attracted to focus on it. Besides that, the design of 

the shawl that has been used by the model shows the red spot on the heat map. 

This shows that how the use of a scarf can attract the respondents especially the 

Muslim female. Moreover, from Fig. 2 it indicates that the name of the products also 

been observed by the respondents even though it is not very focused by the 

respondents. Besides that, in Fig. 2 the location of information content about the 

product is at the centre of eyes focused so this also gave a big impact to the 

respondents because their eyes tend to focus on the centre of the content. 

 

2. Video 

For the experiment, the researchers used the commercial video for Brand X 

that displays many models wearing colourful dresses. The setting place for this 

commercial is on sightseeing of the famous shopping mall. This video is about a 

group of female Muslimah wearing colourful dress passing the shopping mall. This 

video is relaxed and in the happy mode as the music background generates very 

energetic feeling towards the respondents. For this video, the researchers have cut 

at a certain image that contains the most obvious red spot on the heat map. Below is 

the result of the video;  

The colour indicator in heat map;  

       Most intensively observed area  

       Rarely observed area 

     Unobserved area 
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Figure 3: The Brand X commercial Video Cut 

 

Fig. 3 indicates the video at 27 seconds, which all the models were walking with 

their handbags. They are happily walked pass the shopping mall while chatting to 

each other. This depicts the current situation of female Muslimah that is very 

sophisticated yet still following the Shariah complaints while in the fashion world. 

Figure 3 also shows that the red spot on the heat map more focused on the handbag 

compared to the dresses. It means that the firm objective is not achieved because 

the audience, not focus on the products sold. The handbag logos attract more the 

respondents' attention compared to the dress whereas the main product in this 

commercial is the dresses. Then again, due enhance more visual attention on this 

commercial the models should not bring the handbags as it can distract the 

audiences' attention to focus on the main product.   

 

Conclusion 

This study found that the selection of content marketing in photos and video is 

very important to capture more visual attention among consumers. Effective content 

must provide the right message or information to the consumers so that they know 

the content of the products. For instance, Figure 1 and Figure 2 provide clear content 

about the products. However, in Figure 2, the stated price is clearer than the price 

tag in Figure 1. This happened because the price in Figure 2 was bold and looks in 

contrast than other words. As mentioned by Zhou (2017), the product that is shot to 

close up or extreme close-up angles are commonly placed in the area where it can 

catch the most visual attention within an image. Typically, these product-centric 
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images are frequently used to introduce the features, appearance, price, and 

functions of a product. Besides that, in this study, most of the respondents tend to 

observe the models' face. There are some visual signs, for example, colour, human 

face, and texture to generate a visual attention model (Drusch, Bastien & Paris, 

2014).  

Furthermore, another recommendation for the video is about the use of 

accessories in the commercial. In Figure 3 most of the models brought high class 

and expensive handbags which may interfere with respondents' focus on Brand X's 

main products. So, to make sure that, the customers focus on the main products, the 

firm needs to avoid using the accessories which prominently appear unless they use 

the accessories from their brand. The reason is that, after the eye tracker experiment 

session, the researchers asked the respondents why they looked at the handbag 

and their answers are quite surprising. Some of them who obsessed to handbag 

attracted to the famous handbag logo and some of them who do not aware about the 

handbag thought the handbags are their products. Thus, Brand X can take this 

opportunity by making handbag products as a procure to promote their dress 

simultaneously.   

At any rate, this study makes emphasis on eye tracker as part of the research 

methodology as it can be a measurement in contributing an accurate result about the 

visual attention. As a result from this study, the researchers have found that visual 

attention on content marketing is one of the solutions in improving the business 

strategy among the practitioners as it can help the firms to arrange their content 

marketing especially when they want to create the commercial that used a photo and 

videos. As eloquently stated by Babcock (2008) measuring visual attention is a 

relatively new field of research on Internet advertising. It shows that Internet ads are 

effective in capturing consumers' attention that being measured by eye-tracking 

technology, and other types of memory tests.   
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