


Why eye tracking? 
After the study was completed, Andreas 
Mattsson made the following comments:

“It was very interesting to see where people 
actually looked. Eye tracking provides better 
data than just asking participants why they 
behave in a certain way, since what they say 
does not always match their actual reactions 
and thoughts.  Eye tracking lets you monitor 
what they see or don’t see. 

We �nd eye tracking particularly useful for 
testing process ef�ciency, e.g. how easy it is 
for a user to sign up for a subscription, or 
complete a payment process.  

While we haven’t made any interface 
changes yet, the study provided us with 
ideas on what can and needs to be done. It 
also con�rmed some usability issues we 
were already aware of.” 

About Spotify
Spotify was founded in 2006 and has since 
launched a music service that offers users 
unlimited access to an online music 
catalogue. The service is provided as a 
subscription or a free version funded by 
commercial messages in between songs. 
Spotify is currently available in Sweden, 
Finland, Norway, UK, France and Spain and 
has more than 1 million users in these 
countries.

Areas of interest �rst �xated on by the participants.

“The study gave us recti�able insights in a 
very short time,” says Andreas Mattsson,
VP Engineering at Spotify.

“The most important and surprising insight 
gained from the study was that the ‘Wel-
come’ screen presented to the users was 
useless. It was even worse than useless as it 
prevented users from actually using the 
program. We thought it would help them 
understand how to use the software, but 
instead it proved to be the complete 
opposite.” 

Spotify is currently in the process of 
implementing changes in line with the 
�ndings from the eye tracking study. 

Usability testing

This indicates that links and terminology 
used on the page were unclear and con-
fused the test participants. Moreover, the 
different payment options for the subscrip-
tion were obscure according to the partici-
pants’ feedback during the post-task RTA 
session and the eye tracking data collected 
while participants were executing the 
process. 

Participants were generally satis�ed with 
the ease of use of the program. However, 
when the participants started the appli
cation the �rst time, they were greeted by a 
‘Welcome’ page behind which the actual 
program was hidden.

One third of the participants were unable to 
locate the correct buttons to proceed from 
the welcome page to the Spotify application. 
Eye tracking data showed that these 
participants focused mainly on the largest 
calls to action on the page, namely the 
Spotify logo and a big image resembling a 
play button, which do not lead to the program. 

Heatmap of the welcome page with areas of 
interest (AOIs).

To �nd out how  
Eye Tracking  

can improve your 
business, please visit  

www.tobii.com or contact 
one of our of�ces.
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