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Intro: 
EyeSee, remote neuro insights platform

EyeSee makes neuro insights accessible to get most out of Shopper Marketing, Advertising, 
Digital and New Concepts. Accessible means fast, cost effective, global actionable insights:

Å Fast: most studies we deliver in 10 working days

Å Cost effective: typically 3 times more cost effective than in lab studies

Å Global: we are able to test in more than 60 countries

Why neuro? Most brain activity is subconscious, while most research studies use methods 
which access the conscious brain. EyeSee combines both sub- (eye tracking, facial coding, and 
shopping games) and conscious (think aloud and questionnaires) measurements.

How it works: online (read: fast, global and cost effective)

1. EyeSee creates an online test and recruited are recruited onlineto complete the test

2. During the test, we track their eyes and facial expressions with their webcams at home

3. Our experienced research team creates a full report with recommendations
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Intro: 
Our methods: sub- and conscious measurements
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Eye tracking
Where do users look at?

Chip games
Will they buy it?

9ȅŜ ǘǊŀŎƪƛƴƎ ǘǊŀŎƪǎ ǇŜƻǇƭŜΩǎ ŜȅŜǎ ǘƻ 
know where they are (not!) looking 
at, how long and in which order. 

Which elements are seen (first)? 
Where do users expect to find <x>?
What is the general gaze pattern?
What barriers are users facing?

Survey & think aloud
What do they think?

Users fill out a survey or they are 
instructed to pronounce their 
thoughts while executing the tasks.

What do they think? (think aloud)
How do they evaluate X? (survey) 
What are users perceptions in 
terms of complexity, preference..? 

Facial coding
How do they feel?

Facial coding measures emotions 
through facial expressions (happy, 
ŎƻƴŦǳǎŜŘΣΧύΚ

What emotions are evoked?
What is the average emotion?
How fast are emotions aroused?
Which scenes evoke emotion?

Shoppers are exposed to shelves 
and instructed to click on the 
products they want to buy.

What is the category growth?
Will your market share grow?
In which category will your new 
product sell most?
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Intro: 
How it works: remotely at home with standard webcams
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Step 1: 
Upload stimuli

Step 2:
Recruiting respondents 

Step 3:
Testing remotely

Step 4:
Analysis and reporting

We upload your stimuli 
and program a     

webcam based eye 
tracking survey.

Respondents are recruited 
to complete the survey 
using their own PC & 

webcam at home.

While exposed to the 
stimuli their eyes and 
facial expressions are 
tracked. The survey is 
filled out at the end.

Output is comprised of     
a reportcontaining 

detailed findings and 
recommendations.



EyeSee’sonline webcam eye tracking platform

What you do not see, you do not buy…and consumers look at a shelf for only few seconds, <2 sec at an ad, 
Χ 9ȅŜ ǘǊŀŎƪƛƴƎ ƛǎ ŀ ǳƴƛǉǳŜ ǊŜǎŜŀǊŎƘ ƳŜǘƘƻŘ ǘƘŀǘ ǘǊŀŎƪǎ ǇŜƻǇƭŜΩǎ ŜȅŜǎ ǘƻ ƪƴƻǿ ǿƘŜǊŜ ǘƘŜȅ ŀǊŜ όƴƻǘΗύ ƭƻƻƪƛƴƎ 
at. EyeSee has developed a unique solution that is able to track eyes with standard webcams.

Benefits: The platforms combines the advantage of eye tracking and online questionnaires:

Å Eye tracking: accurate measurement whether they notice your design and the key areas

Å Fast, cost effective and globally scalable 

How it works: online eye tracking with standard computers and webcams

1. Step 1 recruitment: respondents are recruited via a panel company and verified via a screener survey

2. Step 2 set up: they download the app, receive live feedback about the set up and calibrate their eyes

3. Step 3 eye tracking: they receive multiple tasks and we track their eyes via their webcam

Output: (1) heat maps: visual representation of aggregated attention (red: high attention, green: low 
attention, (2) areas of interest: AoIŀǊŜ YtLǎ ǎǳŎƘ ŀǎ ΨƘƻǿ Ƴŀƴȅ ǇŜƻǇƭŜ ƴƻǘƛŎŜŘ  ŀ ŎŜǊǘŀƛƴ ŀǊŜŀΩ ŀƴŘ ΨƘƻǿ 
ƭƻƴƎ ŘƛŘ ǘƘŜȅ ƭƻƻƪ ŀǘ ǘƘŜ ŀǊŜŀΩ ŀƴŘ όоύ ƎŀȊŜ ǇƭƻǘǎΥ ǘƘŜ ƻǊŘŜǊ ƻŦ ŀǊŜŀǎ ǎŜŜƴΦ 
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Step 3 eye tracking

Step 2 set up

Step 1 recruitment
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EyeSee’sonline facial coding

Emotions are key in communication as the biggest part of our decision making process does not 
include rational reasoning. Which emotions does your communication evoke? Facial coding measures 
emotions through facial expressions. 

Benefits: The advantages of online facial coding:

Å No bias: facial expression muscles are directly linked to the brain and spontaneous 

Å Second by second analysis

Å Fast, cost effective and globally scalable (facial expressions are universal)

How it works: online facial coding with standard computers and webcams

1. Step 1: respondents are recruited via a panel company and verified via a screener survey

2. Step 2: they download a small app and are exposed to the stimuli while the webcam is recording

3. Step 3: algosdetermine facial expressions automatically but all data is checked by humans

The output:

Å Valence over time 

Å 7 facial expressions over time: Happiness, Surprise, Confusion, Disgust, Fear, Sadness and Neutral. 

Å Scene by scene description of the key drivers of emotions
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Step 3 analysis

Step 2 exposure to stim

Step 1 recruitment
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EyeSee’sremote digital testing platform

Are visitors able to execute the key tasks on your website? We developed the most advanced remote 
digital testing platform that is able to track task completion, navigation, eyes (eye tracking), facial 
expressions (facial coding) and record the voice.

Benefits: The platforms combines the advantage of in lab and online questionnaires:

Å In depth insights as in labs: eye tracking, facial coding and think aloud

Å Quantitative: most studies we conduct have a sample size of 100 users or more

Å Fast, cost effective and global

How it works: remotely with users’ standard computers and webcams

1. Step 1 recruitment: respondents are recruited via a panel company and verified via a screener survey

2. Step 2 set up: they download the app, receive live feedback about the set up and calibrate their eyes

3. Step 3 tasks: they receive multiple tasks and we track:

ï Completion rate and navigation:How many users complete the action? How? 

ï Attention: Do they look at the key elements? (Eye Tracking)

ï Emotions:What do they feel? When are they frustrated? (Facial Coding)

ï Think aloud: What are they thinking when executing the exercise?

ï Overall likeability, complexityŀƴŘ ƳǳŎƘ ƳƻǊŜΧ όvǳŜǎǘƛƻƴƴŀƛǊŜύ
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Step 3 tasks

Step 2 set up

Step 1 recruitment
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EyeSee’sInteractive Shelf Testing Platform

Our new interactive shelf platform proves the impact of shopper marketing (new package display, new 
product introduction, and planogram)through virtual shopping games. 

Benefits: The platforms combines the advantage of virtual store simulators and questionnaires:

Å Real life experience

Å High sample sizes (often: N=500/cell) because you do not need to install an app or use flash

Å Fast, cost effective and globally scalable 

How it works: No installation, no flash –high sample size (often N=500 per cell)

1. Shoppers are exposed to pictures of real in-store shelves

2. They can click on any product they like and the product pops out in zoom in mode

3. After inspecting the product they can add the desired quantity to their shopping cart

The output:

Å Category growth estimation

Å Market share estimation

Å Sales estimation of product
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Step 3 stand alone

Step 2 interactive shelf

Step 1 virtual store
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Our solutions: shopper insights

New package 
designs

Displays
Changes in 
Planogram

Newproduct
introduction

ÅDoes the design (product) 
stand out from the clutter?
ÅAre the areas that drive 
purchase behavior seen?
ÅIs the design in line with the 
brand values? How is the 
design evaluated?
ÅWill they buy it?

ÅDocustomerspayattention
to the display?
ÅDo they notice the key
elements?
ÅIs the designin line with the
brand values? How is the
designevaluated?
ÅWill they buy it?

ÅWhich category maximizes
the saleof new product the
most?
ÅWill the categorygrow?
ÅWhichshopperswill buy the
product?
ÅHow do they evaluate the
product?

ÅWhich planogram will
maximizecategorygrowth?
ÅWill your market share
increase?
ÅWhat is the optimal number
of products on a shelving
unit?
ÅWhat is the decisiontree?

Contact us for pricing: info@eyesee-research.com
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ÅDoes the ad stand out from 
the clutter? 
ÅAre the areas that drive 
purchase behavior seen?
ÅHow does the target group 
evaluate the ad?
ÅWill they take action?

ÅAre the key areas in the 
direct mail noticed?
ÅWhich emotions does it 

evoke?
ÅWhat do they recall?
ÅHow do they evaluate the 

direct mail?
ÅWill they take action?

ÅDoes the TVC evoke 
emotions? Which emotions 
does the TVC evoke? 
ÅAre the areas that drive 
purchase behavior seen?
ÅHow does the target group 
evaluate the ad?
ÅWill they take action?

Our solutions: advertising

Print/outdoor/
online ads

TV Commercials 
and animatic

Direct marketingLeaflet insights

ÅWill the main promotions 
and messages be seen?
ÅWhich products will be 
bought which ones not?
ÅWhat is the basket value per 
page and of the full leaflet?
ÅWill they visit the shop?

Contact us for pricing: info@eyesee-research.com
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Our solutions: digital

ÅCan shopper buy my products 
on the ecommerce site?
ÅDoes my product stand out in 
the overview page? Will 
shoppers by it?
ÅWhich ad (locations) are most 
effective the ecommerce site?
ÅIs my promo page effective?

ÅDoes the video evoke 
emotions? Which emotions 
does the video evoke? 
ÅAre the areas that drive 
purchase behavior seen?
ÅHow does the target group 
evaluate the video?
ÅWill they take action?

Ecommerce for 
CPG

Online videos Online banner ads

ÅDoes the ad stand out from 
the clutter? 
ÅAre the areas that drive 
purchase behavior seen?
ÅHow does the target group 
evaluate the ad?
ÅWill they take action?

ÅHow many users complete 
the action? How? 
ÅDo they look at the key 
elements? 
ÅWhat are they thinking when 
executing the exercise?
ÅHow do they evaluate the 
site?

Website testing

Contact us for pricing: info@eyesee-research.com
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About EyeSee

13EyeSee

What
EyeSee is a research tech firm, which commits to provide insight 
in marketing communications in a scalable, fast, cost effective and understandable way.

Uniqueness
EyeSeedeveloped a unique platformǘƻ ǘǊŀŎƪ ǇŜƻǇƭŜǎΩ ŜȅŜǎ ϧ ŦŀŎƛŀƭ ŜȄǇǊŜǎǎƛƻƴǎ 
with their laptop and webcam at home.

Who/Where
Å Multi -disciplinary team of top academics, experienced researchers & entrepreneurs
Å Basedin Ghent (BE), New York (US) and Belgrade (SB)
Å Various awards
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General testing process + cases
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EyeSee’s3 steps to optimize package design
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Design(s) visibility at  
POS

Seen & unseen package 
elements 

Communication & 
preferences

ACTIONABLE INSIGHTS

1. Eye tracking simulated shelf test 
The package shown in a shelf and people are asked to click 
on the products they want to buy while we track their eyes:
VDoes the package stand out from the clutter?
VHow quickly is the design (product) seen?
VHow much attention does the product get?

2. Isolated package exposure
The package is shown full screen to understand:
VLogo, brand & product name visibility.
VWill the areas that drive purchase behavior be seen?
VIn which order are the areas seen?

3. Survey questions module 
After the eye tracking session, the shopper fills out a survey:
VWhich pack design is most in line with brand positioning?
VPurchase intent
VOverall likability, uniqueness, etc. 

Recommendations 
Increased visibility and stand out results in:
VHigher awareness and consideration
VHigher chance for impulsive purchase
VHigher likability and efficient communication

1 2 3
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Case packaging
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Our client, the industry leader, decided to change their package design. Each product variety has its own color but 
research indicated that shoppers did not notice the connection between different colors and particular products 
which increased the barrier to purchase.

Problem

EyeSee tested 2 new solutions and the current package design with online eye tracking (ET) and questionnaire:

Á Shelf test (ET): shoppers were shown shelves and asked to click on a specific product while eyes were tracked

Á Stand alone pack test (ET): shoppers were exposed to product and they clicked to go to the next product

Á Questionnaire: after the eye tracking session, shoppers filled out a survey (likeability, attitudes, purchase intent..)

Proposed solution

Main findings & ROI

The test showed that the visibility of product variety at the current pack was low, resulting in confusion. One of the 
proposed designs was performing similar as the current ςbit lower package visibility on the shelf, bit higher variety 
visibility-but nothing significant. However, the disruptive redesign outperformed the current design, resulting in:

Package visibility on shelf

+6%
Time to find product

-20%
Product variety visibility

+14%
Find correct product

+6%
% that notice product on the shelf Time to find correct product variety on the shelf % that noticed the product variety% that clicked on the right product variety



EyeSee’s3 steps to optimize ad design
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Ad 
stopping power test

Ad message 
communication test

Communication & 
preferences

ACTIONABLE INSIGHTS

1. Eye tracking in an environment
The ad is embedded in an environment (e.g. journal) and 
people are browse through the journal:
VDoes the advert stand out from the clutter?
VHow much attention does the product get?
VHow fast does the advert attract attention?

2. Eye tracking in Stand alone advert mode
The ad is shown full screen for 7 seconds in between 
other ads (randomized) to understand:
VIs the brand visible?  
VIs the main message visible?
VIs the product visible?

3. Survey questions module 
After the eye tracking session, the respondent fills out a 
survey:
VRecall: brand and message
VPurchase intent
VOverall likability, uniqueness, effect on brand image etc. 

Recommendations 
The insights are compiled in a report
VIncreased visibility and engagement results in higher message 
delivery.
VIncreased message delivery results in increased marketing 
effectiveness.
VIncreased marketing effectiveness increases sales.

1 2 3
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Case print advert
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Our client, leading bank, was not satisfied with the return on advertising. Using the corporate style guidelines and 
key images, campaigns scored low on several post test metrics such as attribution and recall.

Problem

EyeSeeǘŜǎǘŜŘ о ƴŜǿ ǎƻƭǳǘƛƻƴǎ ŀƎŀƛƴǎǘ ōŜƴŎƘƳŀǊƪǎ ŀŎǉǳƛǊŜŘ ōȅ ǘŜǎǘƛƴƎ п ŎƻƳǇŜǘƛǘƻǊǎΩ ŀƴŘ с ƻŦ ǘƘŜ ŎƭƛŜƴǘΩǎ ǇǊŜǾƛƻǳǎ 
solutions with online eye tracking (ET) and questionnaire:

Å Advert in an environment (ET): Respondents go through virtual street scenes on their way to the retailer, along the 
way ads are embedded, goal is to determine which ads are noticed. 

Å Standalone ad test (ET):Respondents are exposed to an ad for 7 sec, goal is to determine what they notice in first 3sec. 

ÅvǳŜǎǘƛƻƴƴŀƛǊŜΥ ŀŦǘŜǊ ǘƘŜ 9¢ ǎŜǎǎƛƻƴΣ ǘƘŜȅ Ŧƛƭƭ ƻǳǘ ŀ ǎǳǊǾŜȅ όƳŜǎǎŀƎŜ ǊŜŎŀƭƭΣ ƭƛƪŜŀōƛƭƛǘȅΣ ŀǘǘƛǘǳŘŜǎΣΧύ

Proposed solution

Main findings & ROI

¢ƘŜ ǘŜǎǘ ǎƘƻǿŜŘ ǘƘŀǘ ŎƭƛŜƴǘΩǎ ƻƭŘ ŀŘǎ ǿŜǊŜ ǇŜǊŦƻǊƳƛƴƎ ǿƻǊǎŜ ǘƘŀƴ ŎƻƳǇŜǘƛǘƛƻƴΦ IƻǿŜǾŜǊΣ ǘƘŜ ƴŜǿ ŘŜǎƛƎƴ ƻǳǘǇŜǊŦƻǊƳŜŘ 
the benchmark, resulting in:

Average engagement

+70%
Brand visibility

+20%
Message recall

+9%
Message visibility

+18%
Time spend looking at the advert % that noticed the brand in the first 3 seconds % that remembered the message clearly% that noticed the message
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Questionnaire

Flow of test

EyeSee 19

1. Key action tasks (eye tracking)
ÅQuick short tasks to test key actions on the website. 
ÅUnderstand how people execute key actions in 

order to optimize convertion. Where do people 
ŜȄǇŜŎǘ ǘƻ ŦƛƴŘ ŜƭŜƳŜƴǘǎΣΧΚ

2. Mission tasks (navigation tracking)
ÅUsers complete the mission on the website.
ÅUnderstand how people navigate to complete the 

mission. Where do they expect to find wanted 
product?

3. Consumers evaluation
After the exercises, testers fill out a brief survey. 
What do they like, dislike about the site, what was 
ŜŀǎȅΣ ŘƛŦŦƛŎǳƭǘΣΧ

Exercise on website

Recommendations
Å Increase respondents ability to complete 

actions and decrease the time needed
Å Increase the visibility of your main links, 

promotions and call for action, find blind spots 
and  select the best layout

KEY ACTION TASKS MISSION TASKS CONSUMERS EVALUATION ACTIONABLE INSIGHTS

1 2 3
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Case eCommerceenvironment
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Our client, the industry (FMCG) leader, decided to promote their product on one of the biggest eCommerce
websites. Online ads were prepared, but couple of questions arose: which website to choose, and in which 
segment to advertise their product (Home page, Promotion page, Category page).

Problem

EyeSee tested ads on 3 different websites with online eye tracking (ET), navigation tracking (NT) and questionnaire:

Á Free browsing (NT): users were asked to buy any product on the website, goal was to determine how they 
navigate to desired product (via search bar, via promotion page or browsing through categories).

Á CƛȄŜŘ ōǊƻǿǎƛƴƎ ό9¢ύΥ ǳǎŜǊǎ ǿŜǊŜ ƛƴǎǘǊǳŎǘŜŘ ǘƻ ōǳȅ ŎƭƛŜƴǘΩǎ ǇǊƻŘǳŎǘ ōȅ ōǊƻǿǎƛƴƎ ǘƘǊƻǳƎƘ ŎŀǘŜƎƻǊȅ-subcategory 
pages, while ads were added to different segments of the website.

Á Questionnaire: after the eye tracking session, users filled out a survey (ad recall, attitudes, purchase intent..)

Proposed solution

Main findings & ROI
The test showed that the visibility of the ad varies depending on the website. Users found it difficult to complete the 
tasks on 2 out of 3 websites. However, the best performing website provided following results:

Success rate

+25%
Time to find a product

-35%
Ad engagement

+50%
% that completed both tasks ¢ƛƳŜ ǘƻ ŦƛƴŘ ŎƭƛŜƴǘΩǎ ǇǊƻŘǳŎǘ% of time spent looking at the ad



Maximizemarketing impact with EyeSee
It’sfast, affordableandeasy!
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