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Abstract

 

　　The roadside advertising object (T-Bar with commercial advertisements)

is one recurrent event usually happening on the freeway systems in Taiwan.

The object usually attracts drivers to watch the commercial advertisements

posted on it and increases the parallel processing workloads of drivers,

causing drivers’ visual distraction. Hence it is necessary to study the

impacts of roadside advertising content on bus drivers and provide the

related traffic management measures. This study integrates a bus driving

simulator and the faceLAB system to analyze the influences of various

complexity levels of roadside advertising content combining text and

number on bus driving behavior on freeways. Results show that the average

perception-reaction time increases with the increase of driving speed. The

average perception-reaction time of bus drivers responding to events with

number advertising content is higher than that with text advertising

content.
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