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W ARy E ANPHEMOR SR - A2 BIMEREH 22 Kt & EZS o TR R IR E - fEfP+
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BERE (IR A - 51 a AR AR ZTERYARE © Klimesch(2012)78% » a IHEISE)
S U E T EETRINERE DRI E RIS R ET - SR EAERE (Event-related
desynchronization, ERD ) ##¢# K THEA SR ARRA R » I ELAE R SRR SR G~ BoA T HAZR 75
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SHE TR NS EEE MR TH LRI - ARRHEAN A SFERR (522-2) HILH
#E (2001) Z%Costa & McCrae(1989)FTH B AFEFFE &5 -

K22 HRNERE

TARANERE R

B (Openness) BRG] - T8 - e 0EEY - iFerLE -
#EHM (Conscientiousness) EREYIHIE O R - SPAcE » FEIETE -
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HI1-2 : FRERHINEFEC GReay » FIE8Y) BB S BERR -
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H1-4 : ShATUEIR & B CRwey » FIAW) AUESFIERRS -
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@ G o L AR - KR e
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fy o

EEARGNEER « FRERNF - &
e | s TERE EEEEERAT KRR l%&ﬁ (Miniard et al., 1991; Yong,

(Gray and Watson, 2007)

25 ERAIRR AN AT DA B K B Y 1996; E[ 2245 > 2007)
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2%3 2 Fﬂﬂ/ﬁﬁ”{ﬁ[ qu:fF?%

fam S ] 2H
ADI A [ O 75 SR 2 e B SRl B A M A A E ?
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& S fRAT

32 R NI FFERE
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FLEE A A AASEFE - B T B (Openness to experience) ; " #EAY(Conscientiousness) ; ~ " ZN#A]
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H(Extroversion) ; ~ | #iF1%(Agreeableness) ; " iH#EE B (Neuroticism) ; ° [KI[ - FRAMAE T R SE
MNASRHE B B (T R K A A o o e A B B T R S
v R R

AW 5252 B T HI A4 F1388 YouTuber s Fr FH 2 B U P B8 25 1L 18 45 N B R BBCEEA T LB - I
#Z YouTuber i 52 Fr H N ER AR ATIY 5 2 B S AR B 22 E RusselIFTFE HIAY T BRARIEREEAY | 1T 5
B BHSER - B ERERER N (tense jittery) ~ /[ FERIH (upset distressed) 1% H FEiH(tired
lethargic) » F{GEEH(bad gloomy) » & MAYIHEECEIERIE & " &1EE, B HRSEEER(placid
calm) ~ 162K EH 151 (serene contented) ~ VEVFETS =1 (elated happy) © BLELE F3HY (excited ebullient) » 3558
HIERAF AR B T IETER ) - R3R3-4 « A/ E SET R - KR ESRAERE " AR
Bl T IEERK ) Fedlsy B0 TR ) ZERENA - A MER ER R R R E S N A T EE
Bl TABRG 2 TEREER ) ENERE - RIIRRA AR T HER,

[%E] Silenced TH L [BrRE2] YXREVES

[Ba3m] AAZBREY [ 7 % 43 Hotels.com ]

o | oM
o (seepy)
R 270

—— B ———— R —

k&8t (Russell, 1980) M #0t5%(Russell, 2003 ; Russell & Barrett, 1999)
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Abstract

Along with the evolvement of media streaming, people watch online video more than before. For
example, YouTube or Netflix. The YouTube is a free platform attracting people watch media streaming.
The advertising is always along with the video if the users choose no subscribing the no-ads services.
Most of the advertisings can be passed after five seconds. However, if the advertising can attract eyeballs,
the consumers might watch it thoroughly. Therefore, this study is to reveal consumer attention on the
advertisings to find the possibility of which can attract the ones with different personality traits or not. This

study adopted brainwave to evaluate the attention status and reveal the analytical results.
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