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Effects of ad endorser’s gaze directions on social perceptions and advertising effectiveness
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Abstract

An ad endorser’s gaze direction is a salient nonverbal cue that consumers use in responding to advertisements. The
gaze direction influences consumers’ social perceptions (e.g., attractiveness, credibility) of the endorser and advertising
effectiveness (e.g., advertising attitudes, brand attitudes). Especially, the cerebral emotional asymmetry hypothesis suggests
that an ad endorser’s left-averted gaze can produce more positive social perceptions and advertising effectiveness than the
right-averted gaze for right-handed consumers. This study examined the effects of three gaze directions (direct,
left-averted and right-averted gaze directions) of unknown female ad endorser on Korean males’ advertising responses
(attractiveness-, credibility- and ad-effectiveness-related responses), using online experimental method. The results indicated
that the ad endorser’s direct gaze was more likely to increase both positive (correspondence bias) and negative
(suspicion, deceptiveness) social perceptions of her than the right-averted gaze. The direct gaze also created more positive
advertising effectiveness (advertising attitudes) than the right-averted gaze. However, the study failed to find consistent
differences in responses between left-averted gaze and either direct or right-averted gaze.
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Figure 1. A conceptual framework of ad endorser's gaze
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Variables

Items

(1) Attractiveness

unattractive/attractive

(2) Preferences

uninteresting/interesting, unpleasant/pleasant, not likable/likable, bad/good

(3) Suspicion

the ad endorser is paid for her endorsement

(4) Deceptiveness

the ad endorser exaggerates the benefits and characteristics of the brand, the ad endorser uses

misleading tactics to convince consumers to buy the brand, the ad endorser takes advantages of less
experienced consumers to make them purchase the brand, the ad endorser attempts to persuade you to
buy the brand that you do not need

(5) Correspondence bias

the ad endorser likes the brand, the ad endorser frequently uses the brand, the ad endorser views the
brand as a good product

(6) Advertising attitudes

dislike/like, unfavorable/favorable, negative/positive, bad/good

(7) Brand attitudes

dislike/like, unfavorable/favorable, bad/good

(8) Correct brand recall

type the brand name that appears in the ad
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Table 2. Comparisons of responses among three conditions
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Direct gaze

Left-averted

Right-averted

Variables condition (SD)  condition (SD)  condition (SD) F @ 150 Pattal /7
n 57 (37.3%) 41 (26.8%) 55 (35.9%)

Attractiveness-related responses
Attractiveness 4.05 (1.67) 3.34 (1.62) 3.44 (1.56) 2.98 .04
Preferences 4.11 (1.40) 3.51 (1.42) 3.50 (1.32) 3.54* .05
Credibility-related responses
Suspicion 3.75 (1.11)a 3.10 (1.26)b 2.95 (1.33)c 6.72%* .08
Deceptiveness 3.47 (1.26)d 3.20 (1.16) 2.92 (1.07)e 3.12% .04
Correspondence bias 4.24 (1.18)f 4.01 (1.31)g 3.36 (1.35h 7.05%* .09
Ad-effectiveness-related responses
Advertising attitudes 4.19 (1.17)i 3.62 (1.19) 3.57 (1.07)k 4.92%* .06
Brand attitudes 4.16 (1.10) 3.86 (.92) 3.78 (1.05) 2.06 .03
Correct brand recall 35 (48) 41 (.50) .36 (.49) 22 .00

* p<.05, ** p<.01

Bonferroni post-hoc tests: a>b, p<.05 and a>c¢, p<.01; d>e, p<.05; f>h, p<.0l and g>h, p<.05; I>]j and k, two p’s<.05
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Table 3. Comparisons of possible confounding effects among the three conditions

Direct gaze

Left-averted

Right-averted

Responses condition (SD) condition (SD) condition (SD) F @, 46) Partial /7
n 21 (42.9%) 15 (30.6%) 13 (26.5%)
Attractiveness 490 (1.51) 4.60 (1.80) 423 (1.79) .65 .03
Product image congruence 4.81 (1.29) 440 (1.24) 4.46 (1.20) .56 .02
Product involvement 5.40 (1.08) 5.35 (1.21) 4.79 (1.82) 92 .04
Advertising skepticism 4.12 (1.33) 341 (1.14) 3.68 (1.18) 1.53 .06

Bonferroni post-hoc tests: All p’s>.05
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