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A Study on Fashion Design Cognition Using Eye Tracking

Shin-Young Lee'
Dept. of Fashion Design, Dong-A University, Busan, Korea

Abstract: This study investigated the cognitive process of fashion design images through eye activity tracking. Dif-
ferences in the cognitive process and gaze activity according to image elements were confirmed. The results of the study
are as follows. First, a difference was found between groups in the gaze time for each section according to the model and
design. Although model diversity is an important factor leading the interest of observers, the simplicity of the model was
deemed more effective for observing the design. Second, the examination of the differences by segments regarding the
gaze weight of the image area showed differences for each group. When a similar type of model is repeated, the proportion
of face recognition decreases, and the proportion of design recognition time increases. Conversely, when the model diver-
sity is high, the same amount of time is devoted to recognizing the model’s face in all the processes. Additionally, there
was a difference in the gaze activity in recognizing the same design according to the type of model. These results enabled
the confirmation of the importance of the model as an image recognition factor in fashion design. In the fashion industry,
it is important to find a cognitive factor that attracts and retains consumers’ attention. If the design recognition effect is
further maximized by finding service points to be utilized, the brand’s sustainability is expected to be enhanced even in

the rapidly changing fashion industry.
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1. M =

ol thRle] X|Ztel J3] o]Foix|= omAE, I
AL Aol del 4 e FJRES FFSAL 2 F 9P
AL Hole E4E Fold £ olslishs g™ HHolrt. o
oM FEE EAS njEoR )E}EHH* | disl dwrEel
S WElAl Ew (Kaiser, 1990), 2= oatolgt ofg] ©EL
3l ElRle] FESIH g Alre] B4 OFJr e 4 UTH(Chae
et al, 2016). AFHES Tt ERICNA A}ilo] SR <
25715 vighs 718820 &35 7| ERjle] A Zsk= A
Aol thall FES mAHE dHY 944, Fol4He] PFs
gt ERRIE o3l HHA = ARe] B IS 7]&0lx
oy st IS BEAHEY FI7I= 28] wiFel A
QA= e Fa%t 4ke] S5 o= AAXITH(Hancock &
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Dunham, 2001; Leary & Kowalski, 1990). <I3&@A = 3
st AlE4l st A= ti1AIZ(person perception)©| 2= ©]
EO 7 AT S e AFEe] A9, AEE FE,

AT 53 g8 A}3] A (social cognition) Gl

Bﬁﬂ Fof F SPUZE tgFojA gkt (Park et al., 2007).

212] (cognition)Tt ‘cognoscere(ZthEl= 2HElo] BARIA &
HEARL, AAZ, AT Bole ZF2olX 14CHE <]
ABIEE sk Zlolghe Ak ofnE ARE-H 7] AlRFEFT.
19C2} 20Ce] o224 «QI2lol| ek TREojgte ofn|E SHE
o] g Folg AU oH, Q17ke] AejllA A=E HolEo]
3 AR, AESHE A, Az, 719, A, id,
g5 ¥ T drhete TFAR
tH(Choi, 2002). Be]¢] A= AFe 1R o
At Hlolsols g AN HejR AHoshd ¢

A (cognition) = ‘A ZH(perception)’>} ==, B} A
Arel A, 23, AR, 3, olal, A%, &, 8 %
FgE ARk gk 71E A AREF st PeoE v
A g F8= EF3ITHKim, 2010). ©18 AHES 3
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Neisse(1967)y= AAANB TS 2zt A7 Wy, F4, st
1, A%, JEEH FLEE RE IS Asls o)
g3 Aotk & Adre 5, A%, UdF % &89 o
oAl oJH UEo] LoJUp=AE AT (Lee, 2019b).

AR FAe e, o] AP A FAY FolA vl

WEY 2F doul= S3¢jos EHE ¥|E(Robert Mulr)——
o17ke] AlAl 7217|# = 83%7F AlZHS E3l R HARE
Stz Jivt. o] AU F3elar, Harshe, XEARIE ﬂ

olgfgt 2] FA YL FAHOF o]FoiR|= A 7)\7:2— oflm =
o7 IFEI RO Yo ue} HRE Fe= d'S A=
el w2 gH o] FRkEE Zlo|thRyy, 2019). £ &
A, & A2 wolx] BAIE FAISkE Aol AgelahH, Al
o] weke ‘E, A=, AA T 5l wet date wFe
= Z\_i Ael=]o] Atk (Doosan Encyclopedia,
2009). ’\Vﬂ% A7ko] S A Zbsk= WhHelAL, 1R 4

A FAL o] X9 wo FAYS ke VIEE,
Aol EAg JZ~° SABIL Y=AE EH 9 75 Aol
CHHolmqyist et al,, 2011). A1 F4 7IHe 552 vHe-S
FA 3t ‘EO]—E 9] omE AsiaL e, FEARY Al
o] ojt]el] MEE dow, duht &, vt A5 T3S
HEAE SAT ¢ U= 7IMolth. @& 38h(Jang, 2021; Kim

et al, 2019; Lee, 2019a; Song, 2018), 217F&+(Jo & Sung,
2019; Park & Yim, 2021), #AFHA ] (Chung et al., 2018;
Park & Lee, 2021; Ryu, 2019; Wang et al, 2021) &+H &
ofollA] Ao R 2ol 9lowm, AREA} ZAFe| A% A}
44 HrHgo] 5 o]F1 Utk(Lee & Lee, 2010). o=
A7F T35 A o] L AHelA gt 1% &-5o]
dojutar e AATHLee et al, 2019) ThA Zall, £
A Y gk 24 Foted A7ke] Q1A B Akaze] digk I
& A 5

Az 5 Aok dsked, ol wol £7
1%} =

A 34
2, 17k HEFol o 1), 9 =8-S
Z F AUtk 2719 A F4 ARgL FYENRY I8 5
< 831w FAUL VIS, ol F bt W] As
o] ESAo} F WRARES] 7158 53l Aks R A
S =oUZIH(Choi & Cho, 2012). H2ol= A& HI=2X
o whdof we} wEe] S U AAgle] v YL 715
T g A= 2T 7I7IEe] g wet Al F2HES &8
ob oheket Fofe] 04117} 5‘—7}3}1 ATHLee, 2019a).
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A ZopellM Al FAE &8 f‘& Mg AFE AR,
Zofija and David(2020)= Ex}d gofxe] Anjz} sl A
TE el AA F7FH 7€ &8O, Amatulli et al
(2016) HE BAHE QX Ze] et AFE e 9l
5 HEEE 98] A 342 Z8sidinh A owA Q1A
o] #3F ATZ Ju and Johnsone A F37 ou|X]|E HEtH
© AE FHEeleH, BaL 84 F Rl *Vd H]50]
PSS BTk Park et al(2012)¢] AFME YA WSS
W AL 3R] 9 AEAt] Hla) el WAl o
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1 A1 T\ = 2u=
Z3] AFHog HoiFEItl Hu et al.(2009)= o4 FE U]

A0l o] AFell, Zef, deo], &uf, o7 f3e] Hille &
Efde] S vRE tAR] Q4L S1SH, Lee(2018)=
29§33 7 CARIS] B dgdol A4l 8% AR
o] gkl IS 7IA= A 2w 13 } ojzigh A
EolA A FAL s 1A ) tigk L HolHE
ATFeZA AT A AFH M =55 &= T U2
HolFD 9tk Zhang et al 2014y w4 2 AF gzl &
offlA] Al FHE E8S ATEY] d B4E B8 AA
T4 7S 8T A, A A s diaEl A
stglon, 53] tiARIS F3 Hriet I Al S &

&9 A9 deojee Fa42 AAsiaL,
A5 FHOE ovAE FYshe M9 SYOE ¢
s TAle] Agshs e Aduk AEARIH: Hol7t 9

o meb TRl SlAel] B ol ek se] A
8, BAslolo} & Folz, TS A4sla Bk 9
o) 44 A1%ek3 Yo Aol B Badel W A
£ 248k Ape T Fadel Hel ngE s A}Eﬂu}
B AvE A8 85 249 Fa AT oluHe] Q)
A B AeuIa G AN B Solde fushs Ol
1 QA a8 AvuT, olF Fa AT om 3}
e wrk PAsksA deh, shAelulAe] ol
844 lolEE ATgoRA AA L LD wa D
& 9 TRl 917 Ropel skd WHle] 71
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2. (TR Y ATy

AR olulA] Q1A Fgelae] A FHE g ol
A QA e wd OARIoR Edlel theat e A

azol w2} $AT7 o g4 A



2.1. A8 ololx]

B oAxzls Ma dAt(Lee, 20152 3 2014 S/S Paris
A S 2do] oJdgFUAo] T e U 5SS A
Halgth Bl 9F FUgo] =2 g, AT Wl 7Y
gk lofrlo]aAYd e g N Bde] shdo] AL EuuvA] B
Tha weet Al 302 vERith Wi 2de] o)F

ol e AAHe P, 5US T I AF 4

A F2 BET AW TNl 9IXje] B A7 325

3} 3 N mdle] sjAdo] Eafd ¢ A thdst slojwo]
39 ARt G A7 Aol wheh mdle] 5ol
= vehd 294 a5 F, 23 24E S Uzl A7
A weAdo] 7P B3R Issey Miyake AE A0l A5 15
AR AREoH, mde] exFU o] WA veRd HEA
I %, HARIE A B0l 7 =3 Jean-Paul
Gaultier Z#X0] A= 725 BE AHHAL 21244 A=t

§ieon s _" ».-.{g/‘,‘
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Fig. 2. Group B : combining the variety of the model with the complexity of the design. www.style.com
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Fig. 3. Group C : combining the unity of the model with the complexity of the design. www.style.com

ERE HA YA ouAE gpeE A A, Y, AT,
ted, Iopdleld 58 Aurgton, sjd AF 2 2913
A 2919] gelof] oa] AR HAUTE e 9F Tl
A Yelhd 9] ZAYMH F Issey Miyake ZHAHL 20t
o7 AZs myds Aoz AU A gl 5
AX =T} Jean-Paul Gaultier AH A2 TheFst ¥ &)
83 Exe tudE 2l o] =d ale] A9
A F YRRle o] 7P w2 AAHo R AT

www.style.coms 53| Issey Miyake®= A A 417, Jean-
Paul Gaultier= A 547l0] A 2= YEo= FEUOH,
G AE F Bl T5 oF B trRIY WA, HE
AR A ZHF 4071 AE A= oWA7E AP E AT
AARE APAF omXEL XEARS Fol Hlo] dEF o=
o, Ol o3 vd p9S B, 2%S B30
F v &, 160702 A, IAFEACHFig. 1~4).

Fig. 4. Group D : combining the variety of the model with the simplicity of the design. www.style.com
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9] EEtolE FAoE wigEoe] 2
9 AY A wEE slHo g AlFEIthFig. 5). A
P 1Y dxo2 AFPEglon, Azl AF ArERIeA
1] thell Aneh 5 SHE ol AgE Fol 4%
st AdEl2 el AT 5 J=F Sk AFS S8

ZF AME E83 1T NE JE7F X}E—£ 53] “Tobii
EyeX(Fig. 6) A& 283 A4 +3 T3S s
ChFig. 7). =ERS E9 oJuA] $Al FGolM Al EEe
“Tobii EyeX’ =]l oJ3) A |=H], 2o 214 F-9jo ZA
AR A FIL 3FE3] ZF F9lo HFEs A S5
2, AZE Sl diEl 715§ AdxsE 2o =rhFig.
8). A% A& FA A EEfo| oA wiA| P Fato] =R
dsted dele Az 2 7 SEfols E 7 Al7te] 24
=, A @il Al F4E Bl 358 oA 1Y

T o= HXMW 7P B 8 &l deA T 2d
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Fig. 5. Test scene.

Place Your Eyes Inside Your
Device and Into the Future.

Fig. 6. Tobii EyeX. www.airdailyx.net
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Fig. 7. Data generation diagram. www.tobii.com
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Fig. 8. Division point of eye tracking.
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19 olgel s B AT FA T oe HE A3
wRsgen, 489 ke olv)

e F o oRIAR dork=
A7F A0 wek A, B, C, DFoE
A1 wge] o)A om, 7F g 407i9] oAl A¥
A BRA Fde AR AFEA 72 25| olwA
+ Fig. 102+ Zo] 1~1084] oln|A& #HF177E, 11~2084]
oluX|= 7T, 21~300A] oln|A]= TE3ETE, 31~408
A oluA= HFATOR iRl 25 W ZF P Al
258 B A 4l 2F 2 XjolE EAEI)
AA 4089 AF7AE 22 40709] o|rAE SAIEIA
on £79 £ 16007] A14%4 dHolElE SPSS Win 275
AHg3le] AduiA] EAREA (ANOVAYS A S3ith 4k
A& Bl AlEEe] Solxe] wAsle T B oju]A
SAFGE FE7E 2po]E AY I Duncan tests F3 o|E

AZsct. 24 Ase e et

31, HEFIIE SA| AlZH ZE vl
AT om|Ae] F A A B o] 7 ApolE A



328 Y EBIR] A23H A%, 2021H

Segments 1

Image slide 1~10

Segments 2
Image slide 11~20

Segments 3

Image slide 21~30

Segments 4
Image slide 31~40

Fig. 10. Segments of A group image.

HE A3 (Table 1), B CRR)] BF Wegdd oju)A] 1F
Ae TR S AT AZol7t Gl AoE YERTE tA] T
3, A48 HREL slg 259 400 oPAE SASRe F
oF ZNRRE] 71X 7} o|uiRE SAIge] o] tiFE H|sEt
NZHE A2QF R0z o3 E ATt

W, B olu|R|e] F Sl AlZF B Hre] 7 Ao
= AHE A3K(Table 2), Zd} trQ]l BF E-4E o]n|x]
IF BE TP A ARk Aot e AoZ YRt
5, A% HREL AT 259 ovAE Sk B %

- ;";. . ngﬁ >

rz
V

gl & o B2 A, $He R 48 gL A &8
So=x A 407he] S owAE ARl o] 7 b
°ol& =&y

2d2 deEshAtE vl BadeiAl 22 owA] 24
Cel F A1 A7 Bt Fe] 7P AjeolE ¥ AIH(Table
3), TR 47710] ZA] AJRte] 71 F7IE silot, 2 Sk 3

oy,

O,

Table 2. The difference between the total gazing time and the average of
the B group image

Segments 1 Segments 2 Segments 3 Segments 4

Data F-value
Table 1. The difference between the total gazing time and the average of (n=10) (n=10) (n=10) (n=10)
the A group image 1 4.09 374 4.59 4.03 137
Data Segments 1 Segments 2 Segments 3 Segments 4 Fvalue 2 4'6b7 441 347 295 551"
(n=10) (=10 (©=10)  (n=10) A AB BC c
335 453 595 545 3 9.74 8.50 9.54 8.01 1.10
! c® B A AB 1.97 . 7.18 5.63 737 542 18"
2 2.66 226 224 200 147 AB BC A C
10.68 1032 9.68 11.45 38 5 1477 733 6.75 361 1g4s™
A B BC C
A 13.02 1227 9.3 85T
A AB BC e . . 10.93 7.09 7.54 626
A B B B
5 2.88 3.04 342 1.87 1.66
7 7.60 8.16 8.53 6.63 172
6 7.07 620 6.45 7.06 79
¢ 4.65 5.65 5.89 461 3™
7 5.62 4.66 6.41 537 54 B A A B :
8 6.47 5.99 6.61 6.35 44 9 1551 14.91 17.45 1336 123
9 16.65 1535 1378 1425 123 10 424 370 3.00 316 144
10 235 2.17 1.73 235 1.44 " 534 691 7l T
Mean  7.05 6.68 6.55 6.47 L1l can A B B C :
a Mean a Mean

b Duncan test result: A>B>C
**p < .01, **4p <001

b Duncan test result: A>B>C
**p < .01, **p<.01, *#**p<.001



Table 3. The difference between the total gazing time and the average of
the C group image

Segments 1 Segments 2 Segments 3 Segments 4

Data "0 _10) (=100 (=100 (m=10) e
| 3Azzb1a 3A.64 2].369 25T o
5 7¢09 9].370 12:2 1 /]xé L g
; 8].397 10].317 12;4 9é66 18
4 3.18 433 3.66 341 187
5 3].302 3A79 2].382 21.%63 L
6 1A83 1:.;9 ,14; 1 1].307 305"
; 1127 12.](;9 1(1.\91 7].392 138
q 7:5 ;.(3;3 237 4¢43 sug™
0 1;.‘35 11 Azl 9}.\07 5].361 e
10 3.40 427 455 410 132
Mean 6;1 6A.39 6(.:66 51.326 R
a Mean

b Duncan test result: A>B>C
*p <01, #*p< .01, *¥+¥p <001

Table 4. The difference between the total gazing time and the average of
the D group image

Segments 1 Segments 2 Segments 3 Segments 4

Data F-value

A F5e BET A 3] 215e] B8 S7 329

o] FEnt g F 259 oA zele FHMonA|
Bdolgl= QIR 84V FEE 7R Y-S ERIT F U=
A}t

ghA, Bae oA Rk TRl Z
25 DO F SAl AIRF B Here] b Ajolg AwE A
(Table 4), A3 F7HAEL 3T 259 ovAE
QF k= F U B2 AR, THe g A5E 2 A

rO

'y AJol2 Sepic. olEd AT nds Ul B
B B AP AR, TAR1e] B, B
A mee) BgAe] B A 2 2
2 ol ke AL & 5 AT @7l DaFH mAL
ThEA tlAile] RSk ATEe] 2 TR g4 Azt Aol
7} 9kel Asteh vlms, e clARloltekE mHle] T
ol 7 Bl A Aold BeUOTE Fad oA 9k

1l Ao FAEA

_,d
9
=)
R
oo
>
B
e

o
>

Ak
AIZRE 10002 Hke o, o|n]x] 1799 §A] HF] +7¢
H 2jolE B ouR|oA] 179 mdle] I T

Table 5. The difference in the percentage of staring in Area 1(out of the
total time) - A group image

Segments 1 Segments 2 Segments 3 Segments 4

(=100 (=100 (@=10) (n=10) Data @=10 (=10) (@=10) (a=10) F-value
4.02° 2.87 222 223
: : 1 10.82 8.27 1.51 33 250
1 A b N ¢ ™ 26.71° 15.50 18.45 8.48
5 10.42 10.36 10.50 BO8 o 2 Ab B B B 439"
A A A B .
3 16.14 12.14 8.72 658 o e 3 ]4]'35 0 15}'395 2(281 19]'319 756"
A B C C :
6.70 2.63 8.84 7.66 .
2.03 1.25 1.57 1.33 " 4 3.04
4 A o 5 b 528 AB B A A
5 713 578 497 421 e 5 - - - - -
A AB BC C . 6 7.14 426 9.56 6.35 69
1.78 1.53 1.42 2.00 327 15.24 8.47 7.66 .
6 AR B B A 3.12 7 b N AB B 2.75
12.67 12.36 10.35 7.92 . 8.10 12.62 3.48 87 "
7 522
A A AB B 8 AB A BC C 574
8 6.01 6.05 497 417 1.17 0 15.80 10.25 69 00 e
9 1133 12.14 11.89 10.68 17 A B C C ’
10 507 5.18 519 5.69 L11 10 32.17 39.22 33.03 2603 213
7.66 6.96 6.18 529 14.24 13.77 12.65 8.51 .
M 6.18
Mean A AB B C 12.13 ean A A A B
a Mean a Mean

b Duncan test result: A>B>C
*p <01, #*p< .01, *¥+¥p<.001

b Duncan test result: A>B>C
*kp < .01, *#p <.01, ***p<.001
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Table 6. The difference in the percentage of staring in Area 1(out of the
total time) - B group image

Table 8. The difference in the percentage of staring in Area 1(out of the
total time) - D group image

Segments 1 Segments 2 Segments 3 Segments 4

Segments 1 Segments 2 Segments 3 Segments 4

. Data F-val
Data = _10)  m=10) (=10 (n=10) v A m=100  @=10) (=100 (@=10) = 2%
1 6.58 5.63 3.46 196 157 3.82° 742 12.66 00 .
1 N 4.00
2 13.48 17.15 13.66 15.65 57 B AB A B
3 1‘02 5‘40 8‘ 12 6‘02 2.38 2 7.78 23.63 24.03 19.89 4'55**
4 3.68 2.99 1.56 188 161 B A A A
. 500" 766 2016 255 e 3 3.09 2.81 201 24 235
b . ®
B B A B A 6{:8 .2B1 .;4 l.344 s
139 132 07 00 1.89
7 12.39 10.65 10.68 13.88 39 3 353 62 114 33 1.84
g 2.01 3.13 767 895 . 6 1‘280 22A'5 4 ! iﬁo 6]'349 392"
C BC AB A :
0 05 06 1304 ugs 1s1 7 24.17 24.82 27.94 32.04 1.08
0 593 243 sc 337 P 8 14.41 1531 14.54 16.96 13
Mean 627 6.60 8.41 691 173 ? 728 8.67 837 845 09
10 9.43 423 5.00 6.29 51
a Mean
b Duncan test result: A > B > C Mean  10.15 11.03 11.20 9.14 87
¥, < 01, *+¥p < 001 a Mean

Table 7. The difference in the percentage of staring in Area 1(out of the
total time) - C group image

Segments 1 Segments 2 Segments 3 Segments 4

D F-val
MW m=10)  (m=10) (=10) (n=10) @ A
13.29° 435 5.05 2.40
1 b o . SR (Y
937 11.81 9.33 295 "
2 B B B A >61
3 48 1.44 42 34 202
4 1171 6.46 427 551 1.58
5 44 00 00 00 1.00
10.78 10.75 5.00 131 .
6 N N B 5 499
10.03 28.13 8.00 00
7 i " Be o less
8 23.52 25.62 2229 18.46 60
6.49 741 1.97 00
9 N . o i 11.86
10 441 3.00 3.48 664 62
9.05 9.91 5.99 5.76
Mean A A B B 7.23
a Mean

b Duncan test result: A>B>C
**p <01, *¥**p<.001

ke AR, ALEe] A U 477e] 17 §A] ARE
H|Zo] #A UEPSTHTable 5). T2 2all, A 40702 olm]
A& gl Ao} wiAEt 17+ ZFolA A olnx] F d
=g B HFo] wolzl Zojth

A, Bgo] A9 A el 17 $A] A)ZE v

b Duncan test result: A>B>C
**p <05, ***p < 01

zlol7h Yl Aoz YERITH(Table 6). 22| tidido] &9k
d BIES Ak A¥ VBl 11t AEgle]l Ae
e 271 Bde] da#e SAlshet 22 HITS + Aol

Bdo oA v CaRIE B 22 onlx] aF
Ccol 179 A HlTL F3NoE ZFE gopx hE A}
o7} 2SS Bl thTable 7). ol& FAMo] E& Wrdl
mdo] S AX|she o] Bole AlZte] Fute = ZeE F
O I Al TiRjel Yol 2, 3oz Al H|Fo] AR
&2 oulsith. =d f3do] Zokd AZFE GA] FHE 34 H|
o] Aokl A¥E HokS o), ol whgAdo] onjx] Q1X]
el o] TR AR FIFL 7 X= Z R ARREHUL

Sh, Bl gksiA| T YRR TeskAl 22k olu]X]
I DO 1Y SA] HlF %
S THTable 8). oA E IA|ah= #4 01]*1 ég ez
Qe ZHHEE] SR Bde] daEs
o] AIZFE Eelist Zlolt).

Table 9, 10, 11, 12= AH 7S] 7 om|A|& $A]38)
= AHE 10002 Bk wf, ofu]x] 27H L] $A] H|FS] F
7H8 zjolE HAFL) ofu|A|oA 27L& Rdo] Ao s
Pk AFoE Al FHolr).

ATZES] A 1, 2, 377 B9 27 S AIZE HlEel] At

o7} githrt b 477ke] H|Fo| FA YER ST (Table 9),
BE9] A5 27740 279 A AIZF HFo| tE 7k
181 A Uebdth(Table 10). CZE-S 477k 279 24
17+ v)5o] #A JEelstom(Table 11), DZES 47:7ke] 27
SA] AlZke] 7P BAN, o A 377e] 27 SA] H]

_194)#1::



Table 9. The difference in the percentage of staring in Area 2(out of the
total time) - A group image

A e BT Y TR Rl BE A7 331

Table 11. The difference in the percentage of staring in Area 2(out of the
total time) - C group image

Segments 1 Segments 2 Segments 3 Segments 4

Segments 1 Segments 2 Segments 3 Segments 4

g Dat F-val
Daa = _10)  (m=10) (m=10) (=10 @ vaue M m=100 @=100 (=100 (=100 = 2°
1 68.61 56.09 62.99 6287 180 1 48.05 5245 54,30 53.61 71
2 45.58 4747 50.94 6043 170 2 39.64 46.86 38.48 04 96
3 56.16 66.35 59.64 5519 148 46.47° 46.04 44.81 24.49 -
3 A N A 5 438
4 46.88 5731 49.88 4128 267
S ) ) ) ) ) 4 5130 53.60 58.70 4744 131
6 56.62 56.76 64.49 62.75 81 > 39:36 64.07 3586 58.56 45
: s624 A 416 ae 6 30.68 3561 41.18 36.32 50
AB" AB A B : 57.29 51.87 39.79 .00
7 " b i c 21.61
g 52.44 57.61 5921 1972 oo
A A A B : 8 35.98 3597 36.51 36.18 00
49.44 55.95 8.70 00 47.53 56.12 24.59 00
9 . N 5 g 5387 9 A N . c 18.57
50.70 38.59 53.77 52.79 . 46.97 75.49 72.03 57.05 .
10 N 5 N N 2.98 10 . . o B 450
53.63 54.16 52.59 44.07 - 46.33 51.81 46.63 3561
Mean A A A B 5.98 Mean A A A B 942
a Mean a Mean

b Duncan test result: A>B>C
#p < 05, **p< 01, **¥p< 001

Table 10. The difference in the percentage of staring in Area 2(out of the
total time) - B group image

b Duncan test result: A>B>C
**p < .01, **¥p<.001

Table 12. The difference in the percentage of staring in Area 2(out of the
total time) - D group image

Segments 1 Segments 2 Segments 3 Segments 4

D F-val
MW M=10) (=100 (=10) (n=10) @ VAU
1 57.03 5839 46.70 6088 178
2 53.76 53.38 57.66 4933 85
37.71° 68.86 5933 4423 -
3 c® A AB BC 330
4 4211 4530 41.29 46.19 69
28.49 29.91 31.86 21.73 54
56.22 7021 7.55 00
6 N N - B 37.93
7 5336 51.53 53.63 55.55 28
8 5091 61.78 51.78 5347 123
4747 57.96 5887 40.68 "
9 o N A 5 5.03
10 6284 75.89 67.33 6125  1.09
48.99 57.32 47.60 4333 "
Mean B A B B 4.99
a Mean

b Duncan test result: A>B>C
**p < .01, **¥p<.001

%] EUTHTable 12).

Table 13, 14, 15, 16& AE F7AIE0] Z o|u|xE 34|
H= AIZRE 10022 HokS o, o]u|A] 339 $A] H|Fe]
T ZolE HoJFEr) ofu|AoA 37 Ede] A9

Segments 1 Segments 2 Segments 3 Segments 4

Data = 210)  (a=10) (=10 (n=10) @vale
25.53° 39.53 37.91 00
A A A B 7:90
2 52.14 47.07 4741 50.47 35
58.52 54.57 58.18 40.88 -
3 A A A B 323
56.37 5272 80.31 66.37 ”
4 . 5 N e 528
56.08 67.48 60.19 12.17
5 N N N L 2446
30.64 1591 40.65 2727 ”
6 \ 5 \ o 476
44.13 44.24 50.20 4216 124
4745 41.77 4297 39.57 40
62.05 67.50 66.65 4127
9 N . A a 8.48
52.45 61.75 75.41 70.68 .
10 i N . \ 3.68
48.54 49.26 55.99 39.09
Mean B B A C 11.86
a Mean

b Duncan test result: A>B>C
**p <05, **p<.01, #**p<.001

ks Ao TRl Tefelt,
ATFe] A5 1, 273000 W8] 377 elEASeIA gA) A
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Table 13. The difference in the percentage of staring in Area 3(out of the
total time) - A group image

Table 15. The difference in the percentage of staring in Area 3(out of the
total time) - C group image

Segments 1 Segments 2 Segments 3 Segments 4

D F-val
MW h=10)  (m=10) (=10) (n=10) @ vaue
1735 3436 3385 3391 -
i i . " i 469
2 2535 33.73 26.08 2801 118
26.15 1727 9.00 2.8 .
3 " s " N 3.60
4 4414 38.98 3881 4696 137
5 _ _ _ _ _
34.48 37.89 21.78 24.50 .
6 AB A B B 329
7 3597 31.88 24.63 2338 16l
37.55 29.24 3643 2892 59
3428 33.54 932 00
9 " N ; L 8ol
10 1034 15.56 8.06 1458 88
2951 3027 B2 2515 B
Mean A A B AB 2.64
a Mean

b Duncan test result: A>B>C
**p <05, **p < .01, ¥4p <001

Table 14. The difference in the percentage of staring in Area 3(out of the
total time) - B group image

Segments 1 Segments 2 Segments 3 Segments 4

Daa = _10) (=100 (=10 (n=10) @vale
1 34.05 33.80 43.49 35.19 76
2 29.80 27.06 26.50 2572 26
5873 25.12 29.19 26.46
3 A B B B 8.68
4 51.56 47.80 51.85 45.10 121
53.30 35.19 38.47 15.97
> A B B C 963
40.63 27.69 145 .00
6 A B ¢ . 24.68
7 31.67 35.94 33.54 28.30 96
45.00 34.60 40.10 35.68 1.01
9 4277 32.66 27.09 36.89 242
10 28.13 19.63 24.09 20.93 57
41.56 31.95 31.58 27.03
Mean A B B B 7.33
a Mean
b Duncan test result: A>B>C
*ikp < 001
7k B0l A UERer thA] 47kl = 37l s A
& =olXth(Table 13). ¢ Table 92| Axtel FgsiE w), A
259 3, 477 YARI o|uAE QIXE o] Al ApelE
YYo= 847t 2, 3794 = Ao=E FAEIA o

Al B, AZE 377 YRRI(Fig. 1D)ES Ao, 4770 tiA}

Segments 1 Segments 2 Segments 3 Segments 4

Daa =010y (=100 (m=10) (n=10) [~vale
1 35.13 41.52 37.90 40.10 55
36.04° 35.70 40.70 242 -
2 K L . i 4.89
49.89 50.04 50.39 31.19 .
3 N \ . " 291
4 31.62 38.58 33.64 4504 1.69
5 36.37 34.83 4224 36.40 47
6 51.20 50.19 50.18 50.49 01
30.67 17.95 19.59 00
7 A 5 e : 10.74
8 31.98 28.89 35.41 40.74 94
44.56 3530 8.57 00
9 . N 5 5 36.10
48.08 20.388 23.99 34.99 .
10 A B B AB 416
39.56 3534 3426 30.14 .
Mean A AB AB B 2.99
a Mean

b Duncan test result: A>B>C
**p <05, **p<.01, #**p <001

Table 16. The difference in the percentage of staring in Area 3(out of the
total time) - D group image

Segments 1 Segments 2 Segments 3 Segments 4

Daa =0 10) =100 (=10) (n=10) vale
29.41° 48.42 30.04 00
! A° A A B 795
37.34 26.56 24.20 2347 .
2 A B B B 329
3 37.44 4021 38.87 4949 229
34.19 39.97 15.56 26.33 .
4 A A B AB 388
36.57 31.39 37.89 9.78
5 N N A i 747
6 44.66 56.16 36.28 4935 174
27.63 26.30 17.04 1945 230
33.46 36.27 2922 27.04 58
29.35 274 23.22 4826
9 . 5 5 N 747
10 3683 33.54 19.02 2095 390
34.69 36.16 27.13 27.41 -
Mean A A B B 597

a Mean
b Duncan test result: A>B>C
**p <05, **p< .01, **¥4p<.001

Ql(Fig. 125 shalo] A Q) SolHo] o
B9 A% 1997k 37 SA] A7 H]F0] 2, 3, 477)
o wlal] E& AOZ ERITHTable 14). $] Table 109] 27}

[



Fig. 15. Segments 2 of D group image. www.style.com

o} Tl W, BZE9 1, 277 TR oWAE I3l
de] A zpelE EY dovle 24t 2, 379l Sl Ao
2 A=A gA] ZE, B2E 172 HARIFig. 1352
sk, 277 TR (Fig. 1452 Al didd Eolo]
A= Aol

CFe] 7% 197 379 84 AlZE Wlge] ¥ 2, 377k
= 197 Brp 9 S ¥ISS, 4 TP e 39

A FH BET AW TNl 9Ixje] BT A7 333

SA] Bl5S HolEt(Table 15). TFE ZFE90 ¥l&] ca5e
2, 37 ORI QIAE 918k A4l Bl Slo] ol Ze]7t
A B2 AR e, ole Rdo deAe] B
& OIHAIE SAIF Qo] A FEAEC] tARIE HAH
o= yEA S Atke oR At

D] A% 1, 272 379 Al ARE HlFe] 3, 47F
v|5ol vls) =7 YeRdth(Table 16). 91 Table 129] Z3}e}
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Table 17. Gaze activity by observation segments and image area

Passage
Segments 1 Segments 2 Segments 3 Segments 4
Group A Area 1 model face =] == =] v
Unity of the model Area 2 design_top = v
+ Visual simplicity of design Area 3 design_bottom A A v A
Group B Area 1 model face . = = .
Variety of models Area 2 design_top = A = =
Gaze + Visual complexity of design Area 3 design_bottom A = = =
activity Group C Area 1 model face A A v 4
Unity of the model Area 2 design_top = = = v
+ Visual complexity of design Area 3 design_bottom A = = v
Group D Area 1 model face ) ) = )
Variety of models Area 2 design_top = = A v
+ Visual simplicity of design Area 3 design_bottom A A v v

FHslE o, DFE] 373 YA oWAE Al 2L
A AlE EEdoTle 847t 2790l e Alos wd
=ik oAl ell, D2 37RE HARI(Fig. 15552 Aol
A Selxdol e Aotk D Bl {3 thEx
CARle] 22 Age] Aste} wlwslE o, 377k vk
94 A Solel = Aoz A F4 Ayt v
SHSAIN, 472 TARIES] sAe] Solie] Sl &4%
AT 5 ANE ALF AHel 9] D2F A 477 3
el Al Hlge] =4 et As 2] J%**Ol
A HARlE F 9 2RI 5 e 9ds mRsEaL 2

AT
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m
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e
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o
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o
ok
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o
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v}
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B ATE AN BE FAE Fa A ofujAg] <)
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A, 2t 3% oluixe] B g4 Ak W Bare] 77 2
o2

A3 Ak, weds UARle] net 2 2708 gA] A7
o= 25 Aol7} glgieh. mae Teyol EkA ATEY
el lal, mde] Hhebie] ¥9kA BIES} DaFe] Sk
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A2k T, 5 o) gelow e,

179 A M TS QX

AA] 40Re] olvIAE SAE A 3P B F7HEE o
L=

2 A HSsE B Ao
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