D

MediaAnalyzer

MediaAnalyzer

AttentionTracki RgE and EmotionTracking

GRP-

Exploring Media




@

MediaAnalyzer

Introduction yhy attention & emotion tracking? o

Attention

A Is the first barrier a (commercial) message has to pass to make an impact
A Attention is necessary to get the message across

Emotion

A A positive emotion helps to create a lasting impact.
A It makes that the message will be remembered

In a competitive market and in a crowded media environr&nt
advertisements have to be ofilananding performantevel

Attention & Emotion Trackingpgtiagloes not kill creativity!
. It providesbjective measurde improve the performance of creati\je W
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Introduction mouse tracking technology

Onlinaesearch

® Usingnouse clicking measurattention

® Usingnouse directitmmeasuremotions
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Introduction \why online? o

The limitations of #§seking

A Although technology has improved a lot, it still puts people in a laboratory situation
A Recruitment of respondents is geographically limited by laboratory location

A Facetoface procedure is time consuming and expensive

A Number of respondents is often limited

The advantages of online AttentionT
A People perform the test online in their natural habitat

A Almost any target group can be recruited

A Fast and cost efficient

A Large samples, quantitative analysis

[But: does Attent. onTr-iaackIng}ngl
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Scientificalfpunded methodologies
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About us MediaAnalyzer o

As one of the leadimgecialists in advertising effeone have Some references

been enabling our customers to optimise their advertisements and

marketing documents efficiently anejtargebased since g 0 g f

2002. Our tests and recommendations help to ensure that

investments in advertising and marketing are reliable.

DIEELZEIT

Through our kntmw, we are able to assist our customers in )

their need faroncrete analyseandactiororiented Cl’ﬁb n k L’OREAL

recommendationby helping them create specific aims ! d

and cosgfficiently. ==

JCDecaux

With offices in Hamburg and New York and through »

representatives in the UK, Belgium, Switzerland-eadtSOUtVATTENFALL 5= %’%g%
Asia, we are active in the world wide market. Through - o
collaborations with universities, we consistently maintain our

winning margin in kdow.

Unileaes

© MediaAnalyzer Software & Research GmbH



../../../Dokumente und Einstellungen/Steve/Lokale Einstellungen/Temporary Internet Files/

MediaAnalyzer

At tenti1 odMethadc k1 n

M'l— MediaAnalyzer | September 2008 T P

_— © MediaAnalyzer Software & Research GmbH










VMediaAnalyzer

At tenti onrffentiorc ki n g E | o
A The eye is NOT a camera

A Attention | Eye position

A Attention measurement | Eye track

A Manual responses are widely used in cognitive science to measure attentic

A Attention is VERY important for ad impact
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AttentionTracking
Aé is a new method for attention m
A é uses manual responses (mouse cl

AttentionTracking data is not just normal mouse click data!

A Specific training procedure
A Eyehand coordination
A Time pressure

= Coupling of mouse action to visual attention
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At tenti onvalidadon k i n g E | o

Comparison with ¢xscking data

Study:Measuring views on websites (University Osnabriick), AttentionTracking on the same websites

Eyetracking AttentionTracking
(Uni. Osnabrick, 2003, N=67 (MediaAnalyzer, 2003, N=79

Correlation views vs. clicks: Example AOL 11=0.94.
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