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Dynamic presented information is widely used in mass communication. It is
believed that dynamic formats of information are more vivid to attract consumers’
attentions and they could persuade consumers to form a positive attitude to the
products that the information described. However, the results of such vivid
information in prior research were vague. Both positive and negative effects of
dynamic information are argued in prior research. It is very important for both
practical and managerial fields to clarify the direction of the impact of it. The
existed literatures suggested proximal information is more persuasiveness than a
distal one. However, when it comes to the effects of dynamic information, there
is little consideration of physical distance. Therefore, we supposed the vague
effects of such vivid information are caused by the physical distance between
consumers and information. The physical distance may influence the attentional
resource which used in information comprehension. Based on the theory of
vividness effects, perceptual load theory of attentional resources, by employing
the physical distance we demonstrated the direction of vividly dynamic
presentations.

Three experiments examined the hypothesis in this research. Study 1
demonstrated the effect of the vivid format of verbal information. Study 2 clarified
the influence of attentional resources in the processing of dynamic presented of
verbal information. Study 3 examined the effect of the vivid format of verbal
information. Our findings on the effectiveness of dynamic presentations and
physical distance are mixed. Specially, we suggested that for verbal information,
dynamic presented information positively affects consumers’ intentions when
consumers are distal with the information. Reversely, when consumers get close
to the information, the effects of dynamic information backfired. For visual
information, dynamic presented information positively affects consumers’
intentions when they are proximal to the information, while dynamic information
backfires in the distal condition. Attentional resource plays a role in the influences.

We make it clear that the impacts of vividly presented information is not linear,
and it became the inversed U-shape by the increase of the vivid factor. Moreover,
we suggest some guidelines for marketers when they employ dynamic
presentations into mass communication messages in different places, taking the

physical distance into account of different type of information.



