
 

-142- 
 

 

 

    



 

-143- 
 

 

"The Effect of 2D Animation on User Perception of Advertisements in 

Online News Platforms: A Quasi-Experimental Approach" 

Abstract 

This study aimed to measure the impact of two-dimensional (2D) animation on 

advertising perception within news websites, framed by Feature Integration 

Theory. It examined the effects of specific visual attributes—shape, size, colour, 

motion, direction, and position—on users’ advertisement processing, while 

identifying statistically significant differences between experimental groups for 

each attribute independently. As a quasi-experimental research project, it 

employed an independent groups design in a controlled digital environment. The 

experiment was administered to a purposive sample of 90 second-year students 

from the Faculty of Media and Communication Technology at Qena University, 

using the Multimedia Lab and a tailored perception measurement instrument.   

Results demonstrated the triangular shape’s superior efficacy in attracting 

perceptual attention compared to circular and square shapes, while medium-

sized animations achieved optimal visual balance relative to smaller and larger 

dimensions. Red significantly outperformed green and blue in perceptual 

effectiveness due to its high attentional capture, and moderate motion speed 

proved most efficient in enhancing perceptual salience compared to slow or 

rapid motion. Horizontal right-to-left movement exhibited greater processing 

efficiency in the Arabic context than vertical directions, whereas central ad 

placements demonstrated stronger attention-grabbing capacity and perceptual 

retention than top or bottom positions.   

These findings confirm the critical role of visual design attributes in optimizing 

animated advertisement efficacy within digital publishing ecosystems. This 

necessitates adopting evidence-based design principles aligned with visual 

cognition mechanisms and user engagement patterns. The study recommends 

enhancing professional awareness among advertising content designers 

regarding attribute-driven user behaviour modulation and urges news 

organizations to implement scientifically-grounded methodologies for 

producing digital visual assets in contemporary publishing environments. 

Keywords: 2D animation, advertising perception, news websites, digital ad 

design, feature integration theory. 

  



 

-144- 
 

 

 مقدمة



 

-145- 
 

 

D Animation

(Munib & Utomo, 2022, p134)

 :(Williams, 2012) 

 

  

   

  

  

  

 

 Frames 

 : Scenes  

 : Timing  

 Sequencing 

 



 

-146- 
 

 

The Tradigital Animate CC

Adobe 

AnimateBrooks, 2016

 Moreno, 

2014 



 

-147- 
 

 

 

 



 

-148- 
 

 

 

 

 

 

 



 

-149- 
 

 

 Prasatkaew et a

  Rahim et al 

 Hamid & Subramaniam



 

-150- 
 

 

 

 

Adobe Animate

 Aleah Cervera



 

-151- 
 

 

 Zhijun Yang 

 Dindin Abidin et al 



 

-152- 
 

 

 Arsita Pinandita et al 

 

 Byungjae Min et al 



 

-153- 
 

 

 Іryna Vlasiuk  &Oleh Sosniu

(Sosniuk & Vlasiuk, 2020)

 

 Srinivasan Praveen &



 

-154- 
 

 

(Praveen & 

Srinivasan, 2022)

 Vijetha Jadda 

 



 

-155- 
 

 

 Bhuvaneswari et a

 Dai-Yun Wu et al 

 Pranay Goswami et al  



 

-156- 
 

 

 Christoffer Suhonen & Tommy Hjelm

(Suhonen & Hjelm, 2021)

 

 



 

-157- 
 

 

 

 

 

 

 

 

 



 

-158- 
 

 

 

  Feature Integration Theory - FIT 

 

(Treisman & Gelade, 1980)

 



 

-159- 
 

 

 

 

 

 

 

 

 

 

(Treisman & Gelade, 1980)



 

-160- 
 

 

 

 



 

-161- 
 

 

 

 

 

 

 

 

 



 

-162- 
 

 

 

 



 

-163- 
 

 

 

 

 

 

 



 

-164- 
 

 

 

 



 

-165- 
 

 

 



 

-166- 
 

 

 



 

-167- 
 

 



 

-168- 
 

 

 



 

-169- 
 

 

Bar & Neta (2006)



 

-170- 
 

 

 

 

 

 



 

-171- 
 

 

 

 



 

-172- 
 

 



 

-173- 
 

 



 

-174- 
 

 

 



 

-175- 
 

 

 



 

-176- 
 

 



 

-177- 
 

 

 



 

-178- 
 

 

 



 

-179- 
 

 



 

-180- 
 

 



 

-181- 
 

 



 

-182- 
 

 

 

 

 

 



 

-183- 
 

 

 ( ،العلاقة بين معطيات الهوية البصرية للعلامة 2023أحمد خطاب ) التجارية داخل الاتصالات

التسويقية المتكاملة وجودة الإدراك البصري لدى الجمهور المصري، المجلة المصرية لبحوث 

 .429–385، ص 2، العدد22الرأى العام، المجلد

 ( ،الخبرة البصرية ودورها في تحقيق إدراك الإعلان 2020أمينة حسين عبد الوهاب وآخرون ،)

 .453-434 ، ص35، العدد5مارة والفنون والعلوم الإنسانية، المجلدالصحفي التفاعلي، مجلة الع

 ( ،دور تقنيات الواقع الافتراضي في تطوير الجانب البصري لأفلام 2024شيماء سيد وآخرون )

 .139–131، ص 13، العدد7التحريك ثنائية الابعاد. مجلة الفنون والعلوم الإنسانية، المجلد

 Abidin, D., Mayasari, N., Muamar, A., Satria, E., & Aziz, F. (2023). Development 

of Android-Based Interactive Mobile Learning to Learn 2D Animation Practice. Jurnal 

Scientia, 12(01), 138–142. 

 Bar, M., & Neta, M. (2006). Humans prefer curved visual objects. Psychological 

Science, 17(8), 645–648. 

 Bhuvaneswari, M., Kamalasaravanan, S., Kanimozhi, V., & Joghee, M. V. (2022). 

A study on consumer perception towards online advertising. IJAR, 8(2), 43–48. 

 Bortolotti, A., Cannito, L., & Anzani Stefano and Palumbo, R. (2022). The 

psychological association between product’s color and consumer’s color preference in 

marketing. In Colour and Colorimetry. Multidisciplinary Contributions (Vol. 17, pp. 

372–379). Gruppo del Colore-Associazione Italiana Colore Research Culture And 

Science …. 

 Brooks, S. (2016). Tradigital Animate CC: 12 Principles of Animation in Adobe 

Animate. Tradigital Animate CC. 

 Cervera, A. (2024). Digital Learning Material in 2D Animation for First Year 

Drafting Technology Students. Psych Educ, 24(2), 223–231. 

 Cotter, K. N., Silvia, P. J., Bertamini, M., Palumbo, L., & Vartanian, O. (2017). 

Curve appeal: Exploring individual differences in preference for curved versus 

angular objects. I-Perception, 8(2), 2041669517693023. 

 Csoré Suhonen, C., & Hjelm, T. (2021). Consumer perception of machine-

generated advertisement. 

 Goswami, P., Ramanathan, K., & Daiya, A. (2022). Stalker Ads: A study to 

Understand the Consumer Awareness and Perception towards Targeted Advertising. 

 Hamid, H., & Subramaniam, T. (2025). The Development of 2D Animation Video 

for Visitors at UTHM. Research and Innovation in Technical and Vocational Education 

And, 5(1), 226–242. 

 Hidayat, M. T., Rahim, S. S., Parumo, S., A’bas, N. N., & Sani Muhammad’ammar 

Muhammad and Aziz, H. A. (2022). Designing a Two-Dimensional Animation for 

Verbal Apraxia Therapy for Children with Verbal Apraxia of Speech. Ingénierie Des 

Systèmes d’Information, 27(4). 



 

-184- 
 

 

 Hong, W., Cheung, M. Y. M., & Thong, J. Y. L. (2021). The impact of animated 

banner ads on online consumers: A feature-level analysis using eye tracking. Journal 

of the Association for Information Systems, 22(1). 

 Jadda, D. V. (2022). CONSUMERS’ PERCEPTION TOWARDS BANK ADVERTISING 

AND ITS’ IMPACT ON CONSUMER DECISION MAKING. International Journal of 

Research in Commerce and Management Studies, 04(01), 13–21. 

https://doi.org/10.38193/ijrcms.2022.4102 

 Min, B., Kim, D., & Ko, Y. J. (2025). Effect of in-game situations and 

advertisement animation in eSports on visual attention, memory, brand attitude and 

behavioral intentions. Internet Research. 

 Mishchenko, A. (2017). FIART: Adaptive resonance model of feature integration, 

proto-objects formation and coherence theory of visual attention. Biologically 

Inspired Cognitive Architectures, 21. https://doi.org/10.1016/j.bica.2017.07.001 

 Moreno, L. (2014). THE CREATION PROCESS OF 2D ANIMATED MOVIES. 

 Munib, A., & Utomo, N. B. (2022). Development of 2D Animation Learning Media 

Akhlakul Karimah Materials (Ukhuwah and Husnudzon). Edukasi, 16(2), 134–141. 

https://doi.org/10.15294/edukasi.v16i2.41559 

 Permana, S., Abdillah, M. S., & Widiati, I. S. (2024). Pembuatan Iklan Animasi 

2D untuk Produk Minuman Isotonik Sebagai Media Promosi Menggunakan Adobe 

Animate. Polygon: Jurnal Ilmu Komputer Dan Ilmu Pengetahuan Alam, 2(5), 1–9. 

 Pieters, R., Wedel, M., & Batra, R. (2010). The stopping power of advertising: 

Measures and effects of visual complexity. Journal of Marketing, 74(5), 48–60. 

 Pinandita, A., Pratama, N. E., & Wahyudi, L. (2022). 2D ANIMATION IN 

AYOSCAN’S BRAND IDENTITY MOBILE APPLICATION. Journal Of Resource 

Management, Economics And Business, 1(1). 

 Prasatkaew, W., Deechuay, N., Suksri, S., & Choochomchuen, C. (2025). 

Creating 2D Animation for Promoting the Aesthetic Health Science Program at Suan 

Sunandha Rajabhat University. 

 Praveen, C. K., & Srinivasan, K. (2022). Psychological impact and influence of 

animation on viewer’s visual attention and cognition: A systematic literature review, 

open challenges, and future research directions. Computational and Mathematical 

Methods in Medicine, 2022(1), 8802542. 

 Rahim, S. S., Parumo, S., Darren Chia Yen Toh and Samad, R. A., & Jali, S. K. 

(2025). ENGAGING MINDS THROUGH ANIMATION: THE EFFECTIVENESS OF 2D 

CONTENT IN MEDICAL HEALTH EDUCATION. Journal of Theoretical and Applied 

Information Technology, 103(7). 

 Sosniuk, O. P., & Vlasiuk, І. Yu. (2020). PSYCHOSEMANTIC FEATURES OF 

PERCEPTION OF ANIMATED ADVERTISEMENT OF YOUTH TARGET AUDIENCE. 

Ukrainian Psychological Journal, 1 (13), 188–208. 

https://doi.org/10.17721/upj.2020.1(13).12 

 Sweller, J., Van Merriënboer, J. J. G., & Paas, F. (2019). Cognitive architecture 

and instructional design: 20 years later. Educational Psychology Review, 31, 261–

292. 



 

-185- 
 

 

 Treisman, A. (1998). Feature binding, attention and object perception. 

Philosophical Transactions of the Royal Society of London. Series B: Biological 

Sciences, 353(1373), 1295–1306. 

 Treisman, A. M., & Gelade, G. (1980). A feature-integration theory of attention. 

Cognitive Psychology, 12(1), 97–136. 

 Williams, R. (2012). The animator’s survival kit: a manual of methods, principles 

and formulas for classical, computer, games, stop motion and internet animators. 

Macmillan. 

 Wu, D.-Y., Lin, J.-H. T., & Bowman, N. D. (2022). Watching VR advertising 

together: How 3D animated agents influence audience responses and enjoyment to 

VR advertising. Computers in Human Behavior, 133, 107255. 

 Yang, Z. (2024). 2D animation comic character action generation technology 

based on biomechanics simulation and artificial intelligence. Molecular & Cellular 

Biomechanics, 21(1), 338. 


