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Abstract 
Today, social media networks have emerged as the primary source of 
inspiration and influence on the consumer purchase decision. Due to the 
ever-changing consumer media consumption behaviour, most brand owners 
would allocate a considerable amount of resources to create impactful 
content for their advertisement. However, there is little research that 
empirically investigates elements of advertisement content that evoke the 
initial attention and interest of the target audience. Against this backdrop, this 
study was motivated to investigate the element in advertisement content that 
would evoke the audience’s initial attention within the first 10 seconds of 
exposure to the stimulus. Consequently, this study aimed to unlock the 
specific element in the advertisement content as the point of interest (i.e. main 
focus) among experimental subjects in the experiment. The stimuli of this 
research consisted of four leading Muslimah fashion brand advertisements, 
which were posted on social media platforms. The experiment commenced 
by using an eye tracker device to track the subject's eye movement patterns 
when exposed to the advertisement. This was followed by performing a post-
experiment interview. Two types of analysis generated from the eye tracker 
experiment were then employed to address the research objectives, namely 
Gaze Plot and Time to First Fixation. The eye-tracker findings were validated 
against the post-experiment interview results. Surprisingly, the research 
findings implied that at the first one second, most of the subjects looked at 
the model face, which contradicted the outcomes derived from the post-
experiment interview and prior findings. The implications and limitations of 
this research and future research directions are duly discussed in detail. 

Keywords: Eye Tracker, Advertisement Content, Social Media 
Advertisement, Purchase Intention, Digital Marketing 
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 Introduction 
Social media advertisement has gained much attention from 

scholars and practitioners alike due to the growing number of users 
worldwide. On average, social media users on Facebook will spend the 
first 1.7 seconds on mobile content and 2.5 seconds on the desktop to 
view any content (Saric, 2017). Therefore, advertisements on social 
media platforms are usually concisely produced and employ a short 
exposure time.  

The most popular theory in advertisement studies is abbreviated 
as AIDA, which was founded by Strong in 1925. This behavioural model 
postulates that an advertisement must raise awareness (A), stimulate 
interest (I), and leads the customer to their desire (D), thus eventually 
yielding action (A) (Hackley, 2005). As such, advertisers must create 
catchy and significantly unique content to entice and attract the target 
audience’s attention. Therefore, necessary research must be 
conducted to validate and confirm whether the proposed advertisement 
content evokes the first attention (i.e. time to the first fixation) of the 
audience, which refers to the creation of awareness (A) stage.  
Subsequently, the advertiser must design the focal point (area) of 
interest (I) in the advertisement, which should comprise the element 
capable of triggering and arousing audience interest.  

The current research focuses on two specific stages of the AIDA 
model, namely awareness (A) and interest (I). The investigation aims 
to validate advertisement posted in the social media platform, which 
will be conducted by using an eye-tracker device. The evidence derived 
may further assist advertisers in designing effective advertisement 
content towards achieving a return on investment (ROE) of the product 
campaign. 

In general, the eye-tracking device employed is able to probe 
the real-time visual reaction of a subject to any given stimulus or 
product compared to the conventional methods (i.e. interviews, focus 
group and questionnaires). Generally, conventional research 
approaches have failed as they depend on user’s willingness and 
competency to recall and describe their feelings when exposed to a 
stimulus (Guo, 2016). Moreover, data from traditional methods are 
easily affected by participant's surroundings, difficulty in comparing 
attributes among competing brands, and false feeling of their inner 
states (Ariely & Berns, 2010). Hence, the results of such survey will not 
convey the honest information, thus misleading the direction of 
research design (Ho and Lu, 2014).  
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 Literature Review 
2.1 Muslimah Fashion 

Muslimah fashion or modest wear has gained much attention 
and demands for the trend are growing worldwide, whereby the 
phenomenon is also noticeable within the Muslimah fashion industry in 
Malaysia. Conspicuously, social media platforms are now increasingly 
utilised by brand owners, fashion designers, and fashion boutiques to 
create brand recognition, stimulate interest, and ultimately convert 
them into sales. Furthermore, many accounts can be found on 
platforms such as Instagram, Facebook, Twitter, Youtube, and TikTok 
that specifically sell headscarves, merchandises, and accessories 
related to Islamic fashion. Similarly, a significant number of videos 
showing fashionable headscarf-wearing tutorials are posted and 
shared on these sites. Therefore, social media networks have emerged 
as a valuable source of information for users and crucial means of 
communication for marketers. It is unsurprising as the central focus of 
the advertisers is enhancing effective communication, particularly of 
the key information available in their advertisement. As such, 
understanding the target audience’s viewing pattern plays an important 
role towards achieving the goal. 

Undoubtedly, marketers can manage their brand image by 
developing a product or adopting a brand positioning that can stick in 
the consumer’s mind. An interview with Ahmad Fadhli Rasdi, a 
marketing executive from one of the top Muslimah fashion brands in 
Malaysia, has asserted that formulating impactful advertisement and 
employing unique brand positioning strategies are critical to stand out 
from other industry players. Here, brand positioning can be defined as 
the unique differentiating elements in the context of target group’s 
needs, expectations, and competition. Therefore, it is an important tool 
and should be utilised in competitive markets such as the Muslimah 
fashion industry, which are considered highly saturated (Janiszewska 
& Insch, 2012). Similarly, Azmat and Lakhani (2015) have posited that 
companies that choose the wrong positioning strategies may encounter 
reduced number of sales as customers are unable to notice any 
significant differences between competing brands, thus ruining the 
value of respective brands. Additionally, incorrect positioning strategy 
will harm the brand reputation and cause customers to have wrong 
interpretations of the brand. 
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2.2 Visual Attention 

Visual attention is classified as ocular behaviour; to understand 
this unconscious phenomenon, eye-tracking is considered the only and 
most appropriate methodology to measure the activity. It is a unique 
method performed to objectively measure consumer attention and 
spontaneous responses to marketing messages or stimuli (Guo et al., 
2016). Furthermore, it is deemed the most effective technique to 
observe consumer reactions to different marketing messages/stimuli 
and understand their cognitive engagement in real-time. This can 
minimise recall errors, whereas the social desirability effect reveals 
information that are typically missed out by conventional research 
methods. The first phase of searching generally demonstrates the 
audience scanning a point of entry into the advertisement, while in the 
second phase, they extract information that is located around the entry 
point (Farady, 2000). 

The trend to capture subconscious and unbiased data through 
implicit methods is growing day-by-day. In particular, the essential 
function of visual attention is to direct the gaze rapidly towards the area 
of interest in a visual environment (Itti & Koch, 2001). The initial inquiry 
into eye movement research has aimed to determine ocular behaviour 
and started in the early 1900s (Rayner, 1998). In the marketing context, 
the visual environment is related to advertisement content and visual 
elements, as well as unravelling user experience in the process of 
product development and design. Prior research has proven that 
consumers tend to spend more time on text rather than pictures in a 
print advertisement (Rayner, Rotello, Stewart, Keir, & Duffy, 2001). 
Thus, the current study intends to re-examine the first/initial point of 
interest that creates awareness and the focal point of interest in social 
media advertisements by using the eye tracker method.  

 Methodology 
An eye tracker device was employed to conduct the experiment. 

Eye-tracking research broadly defines fixation as a relatively 
motionless gaze that lasts about 200-300 millisecond (ms) in duration, 
wherein the visual attention is aimed at a specific area of a visual 
display (Rayner, 1998). The scholar has further postulated that eyes 
are attracted to the most informative areas throughout a scene as they 
are physically distinctive and informative. Similarly, Loftus and 
Mackworth (1978) have illustrated that the eyes are drawn to 
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informative areas, which can be measured using dwell time within an 
Area of Interest (AOI). 

By using the eye tracker, eye movements and fixations of 50 
female participants were tracked. They consisted of individuals that 
fulfilled the screening questions and were recruited to take part, thereby 
comprising of Muslim millennial aged between 19 and 30 years. Such 
generational cohort was chosen due to their dominance in using social 
media and highest likelihood to make online purchases. The millennial 
is known to shape the future of how businesses are carried out, as well 
as influenced by online advertising and people they follow on different 
platforms (e.g. Facebook, Instagram). They are fast forming a large 
population themselves and becoming an attractive target demography 
for many consumer industries (Moreno, Lafuente, Carreón, & Moreno, 
2017). 

In this study, four hijab brand advertisement images were 
created based on four brands, namely W, X, Y, and Z brands. All four 
images were loaded for a duration of 10 seconds each to be viewed by 
participants. Then, five elements were highlighted and drawn for the 
AOI, such as brand, model face, price, product, and product 
description. Accordingly, the experiment would expose what the panel 
said and where they were looking at, whether they were similar or 
contradictory in nature. Such information would help in understanding 
the fundamental elements influencing consumer purchase decision. 

Accordingly, the subjects were tasked with imagining that they 
were attending a wedding soon and needed to buy a new hijab (scarf), 
and thus requested to browse four hijab brand advertisements (i.e. 
brands X,Y,W, and Z). Then, they were to declare the chosen brand for 
hijab purchase. 

After completing the eye tracker task, the subjects were asked 
a few questions, such as: 

1. Can you tell me the things that you mostly focus on every photo? 
2. What did you see first? 
3. What is your favourite brand out of the four brands shown? 
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Figure 1: Brand W Figure 2: Brand X 

  
Figure 3 : Brand Y Figure 4 : Brand Z 

 Findings from the Post-Experiment Interview 
The first question asked was: Can you tell me the things that you 

mostly focus on every photo?  A majority of the panel (i.e. 29) stated 
that they focused on the product, while remaining respondents 
responded as follows: price information (13), model face (5), product 
description (2), and brand name (1). A summary of the findings is 
illustrated in Table 1 below.  
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Table 1 : Summary of subject’s focus on the advertisement 

Area of Interest (AOI) Number of subjects 
Brand 1 

Model Face 5 

Price 13 

Product 29 

Product Description 2 

Grand Total 50 

Next, the second question entailed: What did you see first? 
Interestingly, 29 out of 50 subjects mentioned that the first thing that 
they saw was the product. Meanwhile, nine of them noted the price, six 
mentioned model face, four underlined the product description, and the 
remaining two pinpointed the brand. Accordingly, a summary of these 
findings is depicted in Table 2. 

Table 2 : Summary of what the subject saw first 

Element Number of subjects 
Brand 2 

Model Face 6 

Price 9 

Product 29 

Product Description 4 

Grand Total 50 

The final question required the subjects to choose one brand 
that was likely to be purchased. The result revealed that 23 and 12 
subjects chose Brand W and Brand Z, respectively, while the remaining 
9 and 6 subjects selected Brand Y and Brand X, respectively. A 
summary of the findings is demonstrated in Table 3. 

Table 3 : Summary of Brand Chosen  

Brand Name Number of subjects 
Brand W 23 

Brand Z 12 

Brand Y 9 

Brand X 6 

Grand Total 50 
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In essence, it could be concluded that a majority of the 
respondent demonstrated the product as a stimulus allocated the most 
attention, followed by price, model face, product description, and 
finally, brand. Overall, Brand W was their most favourite brand 
identified. 

 Findings from Gaze Plot Data 
In general, the gaze plot shows where the subject is looking at 

when given stimuli, whereby its numbering dictates as follows: the 
number where the first eye movement is recorded will be assigned as 
number 1. It is created using data sourced from all panels, which 
permits an analysis of fixation trends (Djamasbi, Siegel, & Tullis, 2011). 
Pertaining to the gaze plot findings as shown in Figures 5 until 8, the 
experiment respondents observe all five elements drawn in the AOI, 
namely model face, product, price, product description, and brand. 
However, the face attracted the most focus. This finding contradicts 
those by Rayner et al. (2001), while it is similar to the study of Musa, 
Saidon, and Ahmad (2019): they have implied that the model face is 
the primary spot of attention. The results of gaze plot are shown below 
throughout Figures 5 to 8. 

 
Figure 5 : Brand W 
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Figure 6 : Brand X 

 
Figure 7 : Brand Y 
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Figure 8 : Brand Z 

 Findings on Time to First Fixation Analysis 
The time to the first fixation refers to the time spanning from the 

start of stimulus display until the subject fixates on the AOI for the first 
time in seconds. This implies that the less amount of second is 
indicative of the first thing looked by them. Overall, Brands W, X, and 
brand Y outcomes showed that all panels looked at the model face first, 
whereas for Brand Z, they noted the brand first and followed by model's 
face. This finding is similar to that of Musa et al. (2019) in which the 
model’s face is the primary source of attention. However, it contradicts 
the outcomes for Rayner et al. (2001), which has illustrated that the 
panels pay more attention to the advertisement text (i.e. words).  
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Figure 9 : Brand W 

 
Figure 10 : Brand X 
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Figure 11 : Brand Y 

 

Figure 12 : Brand Z 

Moreover, the findings for time to first fixation significantly 
contradicted the interview. During the interview, the product was the 
first focal element, whereas model face was the third priority. In 
contrast, the time to first fixation analysis results showed that model 
face was the first thing element viewed by subjects in the 
advertisement.  
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 Conclusion and Recommendations 
Based on the combination of empirical eye tracker data and time 

to first fixation results, the model face was identified as the most 
observed element in an advertisement. This indicates its role in serving 
as a compelling entry point for the content. In essence, the experiment 
demonstrated that model face gained the first attention in the 
advertisements used in this study ad surprisingly contradicted the post-
experiment interview results. The post-interview session revealed that 
the subjects mentioned product as the main focus and first element 
viewed, when they actually observed the model face first according to 
eye tracker data. Therefore, this study revealed that the ocular 
behaviour shown by the subjects did not align with their expected 
behaviour. Thus, the investigation offers valuable insight for advertisers 
and brand owners in creating media content capable of effectively 
gaining the attention of their target audience as they browse and seek 
information. Besides, the eye tracker is justified as a valuable tool in 
establishing brand awareness and disseminating crucial information. 
This renders it highly fruitful if future research could investigate the 
creation of advertisement content that attracts the target audience to 
view the product as the point of interest as opposed to model face. 
Practical-wise, the current work provides further understanding of how 
subjects view an advertisement encountered on social media 
platforms. This will allow brand owners to design content that can 
attract the target audience and view key information included as the 
main point of interest in the advertisement.  

Contrastingly, one particular limitation of the eye-tracking 
analysis is the establishment of "what" and "how" behind the ocular 
behaviour of subjects. However, it could not determine the "why". 
Therefore, future research efforts should integrate eye movement data 
with other metrics such as emotion analysis devices that can record 
one’s facial expression and heartbeat rate, which will allow researchers 
to understand the cognitive processes involved in the ocular behaviour 
observed during the experiment.  
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