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Abstract

Objective: In the era of digital marketing, advertising plays a key role in attracting consumer attention. By using advertising content,
marketers try to stimulate consumer engagement and create higher levels of consumer interaction with their brands. Visual and verbal
stimuli, as two important parts, have a significant impact on arousing attention and cognitive engagement of customers. Therefore, given
the intense competition in the online space, understanding which components and features increase the audience's attention to digital
advertising is of particular importance. Consumers receive advertising through various media such as the Internet (especially social
media), radio, television, magazines, and newspapers; therefore, in recent years, with the significant growth of social media users, it has
become inevitable for researchers to focus on the features of engaging content. This trend of increasing use of new technologies and
changes in consumer behavior has provided a suitable basis for the development and improvement of marketing and advertising
strategies. Also, a deeper understanding and more accurate classification of these components can help designers and marketers to
implement their strategies in a more targeted and effective manner. In this study, an attempt has been made to identify and classify the
components that affect customer attention to digital advertising, focusing on the role of visual and verbal stimuli that have been
mentioned in previous studies, in order to provide a platform for designing effective advertising models.

Method: The present study is developmental-applied based on its purpose and qualitative based on the nature of the data. The research
method is analytical-descriptive and its qualitative data has been collected using a systematic review research method with a meta-
synthesis approach. The selection of documents for review was done through the availability method, and these documents were extracted
from the electronic databases of Elsevier, Science Direct, Emerald, and Springer through the Google Scholar search engine between
2015 and 2025. A total of 348 articles were found, and after evaluating the quality of the articles in terms of aspects such as title, abstract,
content, accessibility, and quality of the research method, the unreliability articles were removed, and finally 44 articles remained for
coding, analysis, and review.

Findings: Through content analysis, from a total of 348 initial texts identified, 70 prominent concepts were finally identified in the form
of 14 key categories and 5 dimensions or main features for digital advertising texts with the help of Maxqda 24 software, which are:
visual elements, verbal elements, argumentative power, customer attention to advertising, and consumer persuasion. Accordingly, the
visual elements dimension with 3 key categories and 16 concepts had the most breadth, and the dimensions of consumer persuasion,
customer attention to advertising, argumentative power, and verbal elements were ranked next in importance.

Conclusion: The findings show that in order to attract customer attention in digital advertising, it is important to focus on all five
identified dimensions. Therefore, the careful design of visual elements, which has the most breadth, along with the intelligent use of
verbal elements and argumentative power, can increase the audience's attention, strengthen customer interaction with advertising, and
improve the persuasion process.

Keywords: customer attention, digital, Metasynthesis approach, visual stimulus, verbal stimulus.
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