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When testing whether materials meet these criteria, market
researchers often use questionnaires as the “tried and tested”
method of finding out how the target audience is likely to
respond. The only drawback of this method is that it can be
subjective, since it relies on respondents saying what they
think of the media, rather than letting their behaviour
demonstrate how they really feel about it. This means that if
respondents don't answer honestly for any reason, or simply
aren't able to explain why they favour one thing over another,
the results of pre-testing can be misleading and even inaccurate.

Consequently, researchers have sought to find more objective
methods of evaluation. The pharmaceutical industry was one
of the first to try an innovative method called eye-tracking,
which has its origins in the scientific community. Eye-tracking,
which involves tracking movements of the eye as it looks at an
object, was introduced as early as the 1800s in an attempt to
understand, quite simply, the science of how we observe. In
the 1950s, a Russian psychologist called Alfred L. Yarbus was
one of the first scientists to study eye-tracking in detail,
conducting intensive research into the relationship between
fixations of the eye and interest in what is being viewed.

In a widely read publication, he noted, "Eye movements
reflect the human thought processes; so the observer's
thought may be followed to some extent from records of eye
movements (the thought accompanying the examination of
the particular object). It is easy to determine from these
records which elements attract the observer’s eye (and,
consequently, his thought), in what order, and how often.”

So what is eye-tracking and what role does it have to play in
pharmaceutical market research? Andrew Stokes, Director of
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The Research Partnership, spoke to A. Client of ABC
Pharmaceuticals to explain how it works:

A. Client: |'ve heard of eye-tracking, but doesn't it involve
respondents wearing some hideous headgear that looks like it
belongs in a B-rated horror movie?

Andrew: In the 1970s, eye-tracking was adopted by the
market research industry, particularly by the pharmaceutical
sector. The trouble was that at this time, the equipment used
to track eye movements wasn't very sophisticated and could
be intrusive and bulky, which meant that tests weren't under-
taken in the most natural environment. Today fortunately, tech-
nology has moved on and the equipment allows the respon-
dent the freedom to look at things without the need for
headwear or glasses, so they no longer look as though they
are taking part in a scientific experiment!

A. Client: How does the technology work?

Andrew: The eye tracker baths the subject’s face in infrared
light invisible to the naked eye and the subject’s pupil and
retina are locked on to the eye-tracker whilst the location of
the gaze is calculated. Eyes can be calibrated within seconds
(even if the subject wears glasses).

A. Client: How does it add value in market research?






