
 
 
 

Pre-testing Advertisements 

Eyetracking 
 

Main Benefits: 

• Registers perceptual processes, 
even unconscious ones 

• Relevance of individual design 
elements (areas of interest) 

• Standardised post-test interviewing / 
optionally, individual questions are 
also available 

• Optionally: Benchmarking direct 
competitors 

• Optionally: System can be used 
nationwide 

Particularly Helpful for: 

• Filtering out the advertisement with 
the highest potential if several 
designs are presented 

• Optimising advertisements before 
they are run / used 

Eyetracking by Konzept & Markt enables quick 
identification of the strengths and weaknesses of a 
print advertisement and helps point out optimisation 
potentials for these advertisements. 

With the Eyetracking method, eye movements are 
registered using an infrared laser directed at the test 
person’s pupil that records the path of the subject’s 
gaze. The method documents gazes of 50 
milliseconds or more (fixations). This offers maximum 
reliability of an order not achievable in surveys or 
through conscious responses to certain stimuli  
(click method). 

 

What Eyetracking Accomplishes: 

• Which contents of a particular communication are 
noticed, and which not? (Measurement of  
fixations = gazes lasting at least 50 milliseconds) 

• Is the message or the brand perceived as 
intended? (Analysis by rank, frequency and % in 
the ‘areas of interest’) 

• Is the advertisement recalled in the surroundings in 
which it appeared? (Recall and recognition in a 
post-test interview) 

• Which elements of the communication remain in 
the respondent’s memory – eye catcher? (Recall 
und recognition in a post-test interview)  

• What does a viewer’s path of gaze typically look 
like? 

• Is the advertising message credible, likeable and 
useful to the image? 

• Optionally: benchmarking direct competitors 
• Optionally: individual post-test interviewing  
 
 

 
 
 
 

 

 
Stages of Eye-Gaze Tracking 
 
1st  Stage: Eye catching  (0-1 sec.)  
2nd Stage: Distribution of attention  (1-3 sec.) 
3rd Stage: Perception  (> 3 sec.) 
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Where does 1st spontaneous gaze go? 
What are the key stimuli? 
Where does the gaze come to rest? 



 
 
 

Pre-testing Advertisements 

The Eyetracking Methodology: 

• Recruitment of 100 test persons 
(optionally, on a target-group basis) 

• Eye-gaze tracking and 

• Personal interviews in the test studio 
(the omnibus is always held in Frankfurt 
am Main, Germany) 

• Standardised evaluation 

Evaluation Procedure: 

• Together with the customer, the print 
advertisement (specimen) is broken down into 
design elements of relevance (areas of 
interest). 

• The number of fixations in the areas of interest 
is measured over each of the three stages of 
eye-gaze tracking. 

• For each stage, overall shares can be 
presented as a function of the number of 
fixations or of test subject (further breakdowns 
also possible by statistical indices such as 
gender or age, depending on the number of 
respondents) 

• Findings are shown along both a simple and a 
cumulative timeline. 
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Characteristic Path of Gaze:  

• The first gaze is very emphatically 
directed at the woman’s head and the 
headline 

• Then attention is immediately directed 
towards the claim: ‘Geld entsteht im 
Kopf’ [‘Money is created in the mind’] 

• Typically, the gaze then travels on to the 
logo and, with that, to the source of the 
advertisement 

• The information in the text box is too 
long to be absorbed in such a short time 

Contact: 

Birgit Werner            Tel.: +49(0)611 690 17 22 
Dr. Ottmar Franzen  Tel.: +49(0)611 690 17 11 
Jörg Paninka            Tel.: +49(0)611 690 17 26 
Michael Fuchs          Tel.: +49(0)611 690 17 28 
 
 
www.konzept-und-markt.com 

Costs for the Omnibus: 
EUR 3,500 for the first advertisement  
EUR 3,000 for the second advertisement 
EUR 2,500 for each additional 
advertisement (including standardised 
supplemental survey) 

We shall be pleased to estimate the costs 
of exclusive studies upon request. 

 


