Eye-tracking research of
commercials in Dimar Ss.r.o.

.-"" -=""-'
II,-" ¥ ..l"" ﬁ; iy
] |‘Il 2

¢ ;.,;-L *

;&1ﬂiiiiiﬂﬂﬁlﬂa§*‘ __‘in.u.;é.

|l'|..
Al

| dir_es%mair‘ i
inzerat

w@‘i m.

mma : /

Mgr. Jeronym Kllmes Ph.D.



Content

A few words about the author and the firm
Differences between basic and commercial research
Research goals and needs of firms

The typical design of eye-tracking research
Data analysis
Practically usable output

Discussion



Mgr. Jeronym Klimes, Ph.D.
born in 1967 in Czech republic

“ M.Sc. (Mgr.) in hydrogeology
and engineering geology, 1990

* M.A. (Mgr.) in psychology, 1996
» Ph.D. in social psychology, 2002

all at Charles University, Prague, CZ

email: jeronym.klimes@seznam.cz
http://klimes.mysteria.cz



mailto:Jeronym.klimes@seznam.cz

DIMAR group

An International company in Middle
Europe founded in Prague, CZ.

Mostly oriented with complete service Iin
direct marketing, consumer relation
management including research, data
mining, etc.

http://www.dimargroup.com


http://www.dimargroup.com/

The history of eye-tracking research in Dimar

Cooperation with a German institute GAD started in 1999.

Geselschaft fur angewandtes Directmarking —
http://www.augenkamera.de

Hiring of ASL 4000 Eye tracker in 2000. Since then we have
had more than 80 research projects on various commercials.

Wl Two big seminars (2001, 2002) for
more than 200 people on actual
trends in direct marketing, consumer

relations management, the creative
4.4.2002 ~ aspect of ads, etc. from the point of
Pohled odjinud vijew of eye-tracking research.



Commercial versus basic research
Profit or response rate is what is counted.
Timing of firms is short, not much time for research.
Find weak points of commercials, no matter where there are.
Research must be finished with practical recommendations.
Final report must be easy to read.

Commercial research uses any means to meet these
requirements.



The relations among components

Expert consulting,
use of old experiences,
recommendations,
proposals of solutions

Behavioral methods

such as observations,
eye tracking, reaction
time, memory test, etc.

Subject‘s opinion,
preferences, proposals




Head-mounted Eye tracker ASL 4000







Video output
A cross or a cursor points to the foveal vision. A visual field
Is taken from the point of view of a test person:




Specifics of eye tracking

Number of test persons: 5 - 30
Usually free observation on many mailings. Instruction: “You
have received mail. Go through it as if you were in your office.”

Tasks on webs: “Find the web site of the bank and create a bank
account with them.”

The duration of a recording of a person can be as long as 20
minutes.

There i1s little interest In duration less than 1 second
(except logos).

Particular fixations or saccades are coded together as gazes at
target areas (so-called codes).



Target areas - codes
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Coding of parts of mailing
Mailings usually contain: an envelope, letter, leaflet, fax and
registration forms

Time Code Description Type

0,0 'Nondef Nondefined behavior nterva
212,0 OpenE | Opening of the envelope nterva
221,0 ReadL Reading the letter nterva
227,0 ReadF | Looking into the leaflet nterva
263,0 Manip Folding of the mailing Interval
266,0 Trash | Mailing goes into trash bin Event
266,0 Nondef Nondefined behavior Interval
315,0 End of record Event

Nofax = Did not look at fax form Absent event




Time levels and critical processes

The huge time span and amount of mechanisms involved
must be taken into account as a probable source of success or
failure of ad material.

Time Processes Critical for

2S Attention, aperception Journal ads, logos

55 Orientation, particular Billboards, city lights
words, anchoring elements

10s |Manipulations, shallow Parts of mailings, TV

reading, short time memory, sSpots
mental representations

~ 60 s |Searching strategies, deep Whole mailings, web
reading, antimanipulative pages

behavior, satiety time
constants, etc.




Whole mailings
A code for every whole mailing — descriptive approach.
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Satiety time constant
Every person has his own time constant for typical reading a

mailing.

1000

100

10

a1

a peak = a person = 5 mailings
Y — duration [s], X — sorted durations per person



The elements of a mailing

Eye behavior for each part depends on the complexity of the
part’s structure.

At least In short durations, the number of gazes with given
duration are In indirect proportion to the logarithm of the
duration. This makes a line in charts with a logarithm scale.

The lines may be described by this formula:

d= boxe(blxn)

d — duration, n — sequential number of sorted gaze, b, — constants

“* The simpler the structure, the straighter the line of sorted
logarithms of gazes.

“* The more visually attractive the mailing is, the smaller
the slope of the line will be.



Comparison of two mailings -
Old plain black & white layout
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A new colorful layout

Two mailings have identical content but different layout.
Tested on two groups of test persons.



Comparison of old and new leaflets
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Both persons had approximately the same total sum of durations.



Comparison of old and new leaflets
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Computational modeling
Presumably an exponential distribution:

p(gaze duration < t x step) = 1- eCY* 1
a step iIs coding constant, y controls probability of long gazes

multiple of step (t) | probability | step increment | # of gazes
1 0,18 0,18 220f15s
2 0,33 0,15 18 of 3 s
3 0,45 0,12 150f4,55s
4 0,55 0,10 12 of 6 S
5 0,63 0,08 10 of 6,55
6 0,70 0,07 80f9s
I 0,75 0,05 70f 10,55
8 0,80 0,04 50f12s
9 0,83 0,04 50f 1355

Gamma = 0,2; Step = 1,5 s; Number of gazes = 123



Modeled typical output of sorted gazes
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An example of recommendations on title pages

v jednoduchom uétovnictve
fyzickych oséb

Iba pre Vas:

\/ lexikén s CD-ROMom

/ k nemu Vam pribalime

novembrovl aktualizaciu
s danovym kalenddarom
na janudr 2003

Uétovné desatoro
praktickych rad
k tétovnej zavierke

Original unsuccessful version First improved trial




Second set of recommendations

Jednoducha orientacia
vdaka piktogramom

danovo

Jednoducha orientacia
vdaka piktogramom
danovo

uzrnatelny
UIN | ydavok

UIN

R d b B L S o

Second trial

First trial



Other variants of eye tracking tests

TV spots

Billboards

Traffic signs
Logos

Title pages

stability and transitions of gaze, idle reactions,
time to read the message

anchoring elements analysis In natural, semi-
natural situation and simulation

ways of reading, angle and time analysis
comparison with competing versions

transitions of gaze, proportions, and competing
variants



Other tests (not eye tracking)

After eye tracking we use many supplementary tests, mostly:

Memory test (recall, recognition) and comparison: Time
watched and the success of recollection?

Preferential test: Sorting of leaflets, mailings, title pages
according to various criteria.

Reaction time test: Accuracy of an answer and RT after
exposure to some material.



Thank you

for your attention

Mgr. Jeronym Klimes, Ph.D.
Jeronym.Klimes@seznam.cz
http://klimes.mysteria.cz

Dimar group (CZ)
http://www.DimarGroup.com
http://www.OcniKamera.cz (Eye tracking)

Geselschaft fir angewandtes Directmarking (DE)
http://www.augenkamera.de



