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ABSTRACT: In order to find out whether different combinations of information flow advertisements will have different
attention effects on consumers, so as to get the best combination. Through the search and design of the advertisement
pictures that often appear on the microblog page, five different combinations of information flow advertisements are fi-
nally obtained. The combination of eye movement experiment objective data and questionnaire subjective data is used to
study different combinations of information flow advertisements. Under the combination of picture and hyperlink, the text
has the best publicity effect; the content under the page of information flow advertisement is easy to be ignored by con-
sumers; no matter which combination, the pictures in information flow advertisement will first attract consumers’ atten-
tion. Through the study of different combinations of information flow ads, the best combination of information flow ads
can be obtained, and put forward theoretical suggestions for the design of information flow ads, so as to improve the cap-
ture rate of advertising to consumers and increase the effect of advertising.
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Tab.1 Analysis of the time to first fixation data of AOI text interest area s
HerX  HdEdetr E =H 2 A3 =H 4 5 E v E
N 16 17 17 17 17 17 17
WP Mean 453.7 283.2 296.5 392.6 357.1 313.9 3925
Stdev 150.2 108.9 79.4 129.9 152.5 119.9 117.2
N 17 17 17 18 17 17 17
LP Mean 344.6 250.8 238.4 315.1 3255 287.7 234.5
Stdev 168.2 113.4 80.4 142.3 135.6 99.4 119.2
N 17 17 18 17 18 17 18
WLP Mean 426.1 296.2 336.2 400.1 355.1 324.2 378.1
Stdev 232.9 113.6 183.4 152.2 133.2 190.9 192.8
N 13 18 18 16 17 17 17
Down-L Mean 575.6 448.5 573.7 397.3 339.2 341.4 436.7
Stdev 364.2 242.8 544.4 145.7 240.9 127.4 260.8
N 19 18 18 18 17 18 18
Ad-G Mean 432.6 423.5 468.6 313.3 367.8 575.7 424.7
Stdev 203.1 181.1 211 126.8 219.7 266 218.8
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Tab.2 Analysis of the time to first fixation data of AOI picture interest area s
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Stdev 103.2 172.6 145.9 157.3 99.3 151.4 119.4
N 13 16 17 16 16 16 17
Down-L Mean 275.6 256.3 293.7 191.8 139.9 314.7 136.7
Stdev 364.2 257.3 544.4 145.7 248.8 130.8 260.8
N 18 17 17 18 17 18 18
Ad-G Mean 228.7 256.7 239.3 181.8 142.1 257.9 163.4
Stdev 115.7 98.3 122.9 69 118.5 113.4 78
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