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The Sensorial Mechanism of Advertising Information
WEI Jun-ying' ZHANG Ying?
Department of Journalism and Communications Zhejiang University Hangzhou 310028 China

Abstract Attention is the first sensorial barrier in the course of the advertisement perception. The second barrier is the
comprehension of the advertisement. To obtain the largest amount of attention therefore depends on a strategy that i
offers substantial information ii makes the best use of the selective interests of the receiving public iii maintains a vari-
ety of information and iv always looks for the entertaining information. After the advertising information is sensed it
will have to be easily retained in the memory of the receiving public so that attention is directed toward anticipated com-
prehension.

Key workds advertising strategy attention value of information interpretation and comprehension



