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Salience is normally strongest in a region if small neighbourhoods in that region are dissimilar to neighbourhoods elsewhere in the image.  Measures based on this principle have been used for image compression [1] and assessing cell damage [2]. This paper reports results of experiments using images of targets and distractors [3,4,5] in which the roles of colour, orientation and scale are explored. It is found that the edges of objects and line ends attract high measures of attention unless those edges and line ends themselves predominate in the image. Distractors that obtain higher measures of attention normally correspond to those cases in which targets are harder to find. For example, the higher measures of attention are generated by distractors when they are different. When orientation differences are small the neighbourhoods must be of a sufficient size to encompass features that discriminate between target and distractors. This draws a parallel with the finding that smaller-group search is encouraged by densely packed arrays [3]. 
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