


Each eye tracking test session was
followed by an interview, where test
subjects were asked a set of standard
questions related to recall, recognition,
attitudes, familiarity, product involvement,
etc.

Tobii Studio was used by the researchers
to analyse the gaze data. After heatmaps
and cluster analyses had provided a first
insight into the commercials’ capability to
attract and focus attention, the brand and
key elements of the commercials were
defined as “areas of interest” to allow for
statistical analysis of those specific
elements. The gaze data was also related
to the results from the standard interviews.

The study shows that for low and moder-
ately complex commercials — compared to
highly complex — continuous presentation
of the brand/web address has a positive
impact on the number of fixations on the
brand/web address. The results reveal
that test subjects in experimental group 1
(continuous web address presentation)
fixated on the address in the Austrian
tourism and Lehrgang commercials (low
and moderate complexity) more often than
in group 2 (late presentation). However,
test subjects in group 1 did not fixate more
often on the continuously presented brand
in the Beck’s commercial (high complexity)
than those in group 2.

The heatmaps to the right of selected
screenshots illustrate differences in visual
attention paid to the continuously present-
ed brand/web address in Lehrgang fiir
Werbung und Verkauf (low complexity)
and Beck's (high complexity).

Low complexity
Experimental group 1
Early presentation

Experimental group 2
Late presentation

The test subjects fixate more often on the web
address when it is continuously presented
throughout the Lehrgang commercial (low
complexity).

High complexity
Experimental group 1
Early presentation

Experimental group 2
Late presentation

The test subjects do not fixate more often on the
brand when it is continuously presented
throughout the Beck’s commercial (high
complexity).

Number of fixations

The web address in experimental group 1
(Lehrgang, Austrian tourism) was primarily
fixated during the commercial’s first five
seconds and refixated on average more than
once, whereas the brand in the Beck's
commercial was refixated less than once.
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Number of fixations on the brand/web adress (in
experimental group 1 = continuous presentation)
during the commercials’ first 25 seconds.

The study also shows correlations between
eye fixations and brand recall. Test subjects
who on an average fixated longer on the
brand in the Beck's commercial (1.25 vs.
0.89 sec.) and more frequently (2.12 vs. 1.58
fixations) remembered the brand better.

Relationship between number of fixations and
recall for Beck’s.
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Recall is not only influenced by fixations on
the brand or web address. The number of
fixations on specific key elements (other
than the web address) affected the
probability of correctly assigning the
Austrian tourism brand. Test subjects who
fixated on the product in the Beck's
commercial or the famous and well-known
green sail, very often remembered the
content of the commercial much better
than those who did not fixate on those key
elements.

Finally, the study confirms that highly
involved test subjects were better at
assigning the brand to the corresponding
commercial than modestly involved test
subjects. This hypothesis was confirmed
for the Lehrgang commercial.

In the case of Beck’s, familiarity with the
commercial combined with a high number of
fixations overall (as a measure of processing
intensity) led to a higher assignment of the
brand to the commercial.

Why eye tracking?

Eye tracking offers the unique possibility to
see behind the scenes. It provides objective
indicators (number of brand fixations overall,
mean duration of fixations, fixation density,
etc.) to measure the effectiveness of a
commercial in terms of “How often and how
long is the brand or web address in the
commercial being fixated?” or “Do products
and other important key elements effectively
capture consumers’ attention?”

“Eye tracking displays its strengths particu-
larly in cases where traditional surveys have
reached their limits. Asking respondents to
verbalize afterwards what attracted their
attention most often fails to deliver valid
results,” says Thomas Biruhs, General
Secretary of the Austrian Advertising
Research Society.

Why Tobii?

“The Tobii T120 Eye Tracker, which allows
remote and contact-free eye tracking, was
our first choice since we tested dynamic
stimuli (TV commercials). It is easy to handle,
sets up quickly and Tobii employees provide
very valuable help. Tobii Studio analysis
tools such as heatmaps, gaze plots and
cluster analyses instantly gave us an
overview of the data and an important base
for further and more detailed analysis,” says
Dr. Natalie Hofer at the Institute for Adverti-
ing and Marketing Research, WU Wien.

To find out how eye tracking can improve
your research, please visit www.tobii.com
or contact one of our offices.
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