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Matt:  Hello and welcome to Marketing Smarts, a podcast brought to you by 

MarketingProfs. I am your host, Matthew Grant, Managing Editor here at 
MarketingProfs. And I thank you for listening. 

 
 My ideas on how people view web pages were strongly influenced by the 

teachings of Jacob Nielson and his discussion of the F-Shaped heat maps 
produced by eye tracking studies. I’ve also long been curious about the promise 
of neuromarketing and biometric research techniques more broadly. As the 
technology has evolved and the cost of figuring out what people notice and what 
they don’t web pages, on packaging and even in emails has begun to drop, it 
seems like the potential for a more widespread adoption of these cutting edge 
approaches is now upon us. 

  
 To talk about what that might mean and how people should be cautious both 

when conducting and interpreting the results of eye tracking studies specifically, I 
invited Jeff Bander, President North America of EyeTrackShop, to Marketing 
Smarts. I asked him to explain what neuromarketing is, why methodological rigor 
is critical and on a business level how he has managed the expansion of 
EyeTrackShop’s North American operations. The following conversation was the 
result. 

  
 Before we get started, I want to remind you that if you like what you hear on 

Marketing Smarts and even if you don’t, you can always leave us a review on 
iTunes or comment on our site. You are also welcome to reach out to me directly 
via email at mattg@MarketingProfs.com. You can also find me on Twitter 
@MattTGrant. Without further ado, let’s get started. Jeff, welcome to Marketing 
Smarts. 

 
Jeff: Thanks so much. I appreciate you having me on. 
  
Matt: As I mentioned in my intro, you are President of EyeTrackShop. I want to get into 

what Eye Track Job, specifically in this whole area of eye tracking, but I was 
interested in your background. You came to EyeTrackShop from a neuro-focus in 
the emergent industry of neuromarketing technology. 

  
 I thought that it would be helpful for our listeners to get a little bit of background 

on what neuromarketing actually is. 
 
Jeff: Sure. It is a great question because it is a sexy, hot topic and no one really 

knows exactly what it is. You’ve got neuroscience, which has been around for a 
very long time. With neuromarketing, there are many different techniques and 
there are different companies doing it. 
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 You have f-MRI, which is Functional Magnetic Resonance Imaging. If you’ve ever 
had an MRI done, you go into that little box and hear the pounding. They are 
getting the blood flow of the brain. Then you have EEG, which is sort of like a 
bathing cap with about 60 sensors on it. They put a little liquid on to get contact 
and they stick little wires and they are reading brainwaves from the skull. 

  
 There are quite a few companies that are doing it. There is Martin Lindstorm from 

biology, a company called Lab out of Poland, a company in Texas called Sands 
and NeuroFocus out of Berkeley. 

 
 They all do similar things but what they are basically trying to do is to measure 

brainwaves. I think that the challenge in the marketplace is that unless you are a 
neuroscientist, there is really no way to validate what is being done.  

 
Matt: You mean that there is no way to really interpret the results you’re getting from 

these different approaches? 
 
Jeff: Again, unless you’re reading brainwaves. What you really have to do is to rely on 

what the companies are telling you as being valid. I think that is one of the 
biggest challenges. I think that the other challenge is the environment in which 
the studies are being done. They’re being done in an environment lab and that’s 
not how people are using or observing products. 

  
Matt:  Right. 
 
Jeff: It is cool. It is very intellectual and there are some great neuroscientists involved 

in it. The other challenge I think for a lot of companies that I have met both when 
I was at NeuroFocus and where I am now is that it’s not scalable. 

  
Matt: You mean because for f-MRI for example, you need this huge device, you have 

to get people into the lab and you have to have technicians to run it and 
scientists who actually understand the results to interpret it for you. 

  
Jeff: Right. 
  
Matt:  It must be expensive. 
 
Jeff: It’s very expensive. That’s the other challenge. It’s a hot topic and I think it is 

limited to the Fortune 50 companies that can really afford it. Then they have to 
decide if the value they are getting is worth the cost. 

  
Matt: Right. By distinction though, I think the cost landscape has changed. Maybe the 

other stuff you were talking about was biometrics as well. I became aware of eye 
tracking years ago just reading Jacob Nielson’s stuff about usability and his early 
eye tracking studies. 
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For people who have never seen the heat map and eye tracking, would you mind 
just describing to our audience what eye tracking is specifically in contrast to f-
MRI, EEG and these other things? 

 
Jeff: Certainly. The f-MRI and the EEG are neuroscience. You have eye tracking 

which is a biometric measurement. What is interesting to know also, Matt, is that 
all the companies that do neuroscience use eye tracking. If you are doing EEG 
and you get the brainwaves, you need to know what they are looking it to make it 
have any meaning. 

  
 What eye tracking will enable any company to do is that in any of your 

communication, you will know what is seen. That is where heat map comes in. It 
tells you what is seen, what order it’s seen and how long it’s seen. Then it tells 
you how long it takes for the person who is looking at it to fixate on it. 

  
One of the most talked about deliverables is called an opacity map, which is 
basically showing you what is not seen. Those are the main metrics that you are 
getting. 

 
 In the world we live in today, there is a battle going on for attention. Everyone is 

trying to get your attention. We are being overloaded with information. The first 
step in attention is, “Did you see it?” 

 
 Eye tracking is so powerful and useful because it answers that first question, “Did 

we have a chance at communicating and engaging with them? Did they see it?” 
  
Matt: You mentioned some of the issues with f-MRI or EEG, that they can be unnatural 

because people have to come into the office to do it. It used to be the case that 
even with eye tracking, you had to go some place where you had a computer that 
was enabled for Eye Tracking. EyeTrackShop, you’re saying, has technology that 
makes it so that it actually can do more distributed testing and I would like to 
return to that. 

 
 First, I would like to talk a little bit more about methodology. So with f-MRI and 

EEG, first of all it is an unnatural set up. People are going into a lab so they are 
not in their natural environment when they are interacting with a webpage, for 
example. I imagine that when you see the heat map, you can see exactly where 
attention was focused.  

 
I think that when people are looking at heat map images, they have to be 
cautious about how they interpret them. Certainly, where people pay attention is 
dependent on the task they were given. 
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If you were given a page and told to find the word “Antarctica”, that would be very 
different from if you were told to look at the first three ads you notice, or whatever 
else you are asking them to do. 
 
How do things need to be set up methodologically so that eye tracking studies 
provide you with real insight rather than stunning pictures? 

 
Jeff: That is a great question. We’re in the press a lot and we get a lot of calls from 

people who say that they want to do eye tracking. The first step in any study is 
that you have to have a goal. What is the point of the study?  

  
 I will give you an example. We might have an agency that has five creatives of an 

ad, a print ad, a television ad or an online ad. They want to understand how 
people look at them. What do they see, what don’t they see, what is the order? 
The goal is to identify which is the best creative as far as connecting with the key 
features in this particular communication. 

 
 Then we’ll have another company that comes to us with a package that they 

want to put in a shelf set. The goal is to see how quickly someone can find it 
when they are asked to look for it. 

 
 Once we have a goal, we structure and put the test together, based on what that 

goal is, to answer that question. It may be that we prime them with a question 
before they see the eye tracking. It may be that they are just going to see the 
stimuli with no priming at all. It is all dependent on what the goal of the study is. 

 
 You’re right. When you see a heat map or an opacity map or whatever the 

deliverables are, you do have to be careful with regards to what you’re seeing. If 
you don’t know the goal, you could make interpretations that are not based on 
knowing all the information. 

  
Matt: Right, you can jump to conclusions. I had another question there too in terms of 

this methodology. You made me think about it when you were saying that even 
with f-MRI and EEG, obviously when you are tracking for inactivity you also need 
to link it to something else happening outside the brain. You were saying that it is 
these technologies plus eye tracking. 

 
 With eye tracking, for the effectiveness of banner ads for example, the eye 

tracking technology could show you where people were paying attention but the 
eye tracking doesn’t tell you what happened next or what the import was of some 
of these things. 

 
 I was wondering how you complement eye tracking studies to give a more 

complete picture or try to get more information out of what you’re seeing. 
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Jeff: That’s a very good question because you’re right. Eye tracking is going to tell you 
what’s seen, what’s not seen and so forth, but there are a lot of other things you 
need to know before you make a decision. 

 
 We have multiple models. We have a lot of market research companies that 

embed our technology into their online surveys. It’s a snippet of code that they 
just cut and paste it into their survey. They run their survey, it can start with 
questions. It will then go to eye tracking and back to the questions.  

 
 Going back to your previous question, when you know what the goal is, you’ll ask 

the right questions. If you don’t ask the right questions, you end up with what we 
call the see-say gap. Eye tracking is a biometric measurement. It’s not an 
opinion, it’s a fact. 

 
 With articulated responses, it’s much harder to get reality. There is a lot written 

on how unreliable articulated responses are and that’s one of the reasons people 
are going to technology. 

 
 An amazing statistic is that there are over 27,000 market research companies as 

of the end of 2011. Of the 27,000, 84% are just doing focus groups. They are not 
using any technology. One of the founders of neuromarketing, Dr. Gerald 
Zaltman, who is at Harvard, said that the correlation between stated intent and 
actual behavior is usually low or negative. 

 
 So if you just ask questions, you are missing a lot. When you take the questions 

and add it to eye tracking, it gives you a much better understanding not only of 
what they see but whether it connected. Did it go into their memory? Can they 
recall it? 

  
 Combining the questions with the eye tracking is really where you get a much 

more powerful understanding of engagement. 
  
Matt: When I was doing research preparing for this, there were some people from the 

UI community. Five years ago or more, Jacob Nielson had shown this classic F 
pattern, as he called it. When people look at a web page, and start scanning 
down, if you look at the heat map it looks loosely like an F. People start in the 
upper left hand corner, scan across, then down, then a little bit across, then 
down.  

 
As you have done more and more studies with EyeTrackShop, does it make 
sense to generalize from these studies? With Nielson, everyone said, “Now I’ve 
got to design my webpages in this way.” Maybe that’s false based on what we 
were saying before about needing to have a goal and know everything. Do you 
have generalize-able insights that one can or is that something you really push 
on because that is methodologically unsound as it were? 
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Jeff: I think it’s dangerous to make an assumption that everyone looks at the pages 

the same way. We have done over 350,000 respondents. When you do it from a 
webcam, it is easy to do large volumes quickly.  

 
For example, let’s take a webpage. You can have an e-Commerce site, a news 
site or a sports site and we know that people don’t look at those the same way. 
It’s very dangerous to say, “They should all look the same way and we have to 
design the same way.” A lot depends on what the content is. 
 
We have a lot of best practices, some very interesting ones. I think it would be a 
big mistake if everyone started to design their webpages the same way. What 
would happen is, someone would do it differently and they would win. 

  
Matt: That makes sense though. It’s funny that for a lot of technology companies, the 

websites all look the same with this solid bar across the top and then three 
columns right below it. It’s amazing. It’s even the color schemes. It is almost that 
they are indistinguishable. When I think about it, I wonder if that’s about how the 
homepage matters less and less because a lot times, people are coming to your 
site laterally from a link they are following. They are not even looking at your 
homepage. 

 
Jeff: That’s true. I’ll give you two best practices that we have validated through large 

numbers. It’s a combination of neuroscience and eye tracking. The right side of 
the brain processes images. The left side processes text and numbers. That’s 
how everyone’s brain works. The brain works in an inverse relationship. 

 
With any communication, you want your images on the left, text on the right. If 
you don’t do it that way, the brain literally has to flip it. We just did a very 
interesting study where a client advertised on an e-Commerce site and they had 
four different options in terms of where to put their ads. 
 
We did the study for them. We basically mocked up the pages so they could see 
the homepage with their ad in four different places. With the image on the left, 
95% of the people saw the ad. They looked at it for three seconds and it took 
them one second to find. The same ad moved over to the middle-right was seen 
by 9% of the people. They looked at it for half a second and it took them eight 
seconds to find. 
 
We have many examples like that. The brain doesn’t like to waste energy so 
that’s one example where it makes a difference. In all your communication, put 
your images on the left, text and numbers on the right. 

  
Matt: I was thinking about the globally and with languages. Here in the west, we read 

from left to right and that’s normal. There are plenty of languages where you read 
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in the opposite direction. Now I am trying to reconcile that thought with what you 
just said about brain function. 

 
Jeff: And people read up and down. 
  
Matt:  Yes. 
 
Jeff: It’s not about culture. This is how the brain works. It’s interesting to bring that up 

because we are doing a study now for ARF, the Advertising Research 
Federation, looking at that exact question. We are taking webpages with similar 
ads for the same company in Asia, Israel and the US. You have left-to-right, 
right-to-left and up and down. That is going to be presented for Q1 next year with 
ARF on the results to really see if it matters. 

  
Matt: I was looking at your client list and there were really big consumer packaged 

goods companies. Then there were also a lot of media companies. Is eye 
tracking better for media companies because then becomes a way of pricing 
things out? I don’t even know all the ways in which media companies might use 
this. 

 
 Is it better for advertisers? Who should really be thinking about using eye 

tracking and who does this benefit? 
 
Jeff: When I first came to the company in March, 2011, I contacted people that I knew 

and said, “You need to see this.” We have clients who have done things that I’ve 
never thought of.  

 
 One of the largest financial companies in the world tests their internal PowerPoint 

presentations because they want to make sure that they communicate to their 
internal clients at the company in the best way they can. They had multiple 
versions of their PowerPoint and we tested it and that helped solve the internal 
arguments of which slides to use. 

 
 In answer to your question about who is best, if you want to communicate with 

someone and make sure that you are using the best communication it is useful. 
You can use it for online ads, print ads, television commercial pre-roll video, 
product integration, promo spots. It could be webpages, magazine covers, 
editorial free reading, point-of-sale material, in-store. It could really be any 
communication. Direct mail, we’re doing email.  

 
Companies that use us will start with one thing and then realize that they can use 
it for everything. 
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Matt: Right. How does in-store work? I know that for EyeTrackShop, it’s all about 
having the webcam and this distributed thing. Do you actually take the stuff in-
store? 

 
Jeff: I should have been clear, I’m sorry. The two things in-store are in-store visuals 

that we put on the screen and shelf testing. We do close-ups of the shelves that 
show up on the screen. It’s in-store insights that are done on their computer 
screens. 

  
Matt:  Got it.  

 
You joined EyeTrackShop in 2011. Looking at your LinkedIn profile, it looked like 
you got some pretty remarkable results pretty early on. You said, “Zero-two 
million dollars in revenue, 0-100 clients.” My audience is marketers and 
sometimes they are relatively small companies that are looking to grow. That 
seems like remarkable growth. 
 
What insights can you share about how you did it? You said that you started 
calling people you knew. What are some other things or lessons you think that 
people could learn from how rapidly you were able to expand EyeTrackShop 
here in North America? 

 
Jeff: First of all, I really saw the global capability of online eye tracking. As I said, eye 

tracking has been around for a long time. The challenge has been that the 
equipment has a high cost and you can only test people where you have 
equipment in the room. There is a lot of travel involved and it takes a much 
longer time.  

 
The ability to do eye tracking from a webcam got me really excited. Basically, the 
cost makes it affordable for everybody. It is a very fast deliverable and the fact is 
that you can test anywhere in the world. 
 
We did a study recently for P&G in four countries and they got the results in one 
week. No one traveled. It was truly amazing for them.  
 
We’re the only ones in the world that do this so not everyone can say that. I got 
very excited. I launched the US market in March, 2011, and I was working out of 
my basement. Two months later, we were in the Empire State Building. We didn’t 
outgrow the Empire State Building but we outgrew our office there and now we 
are at 42nd and Madison.  
 
I was the eighth person in the company. It is headquartered in Sweden, soon to 
move to New York. We now have 62 people. I think that when you have a great 
product and you are able to help people…  
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Our goal is to help people. When people use us, they keep using us. Mathias 
Plank is our CEO and he is pretty much a genius. 
 
Just briefly, there is a company called Tobii out of Sweden and they are 
considered the gold standard in eye tracking. They have the best hardware, 30 
patents and 90 engineers. They are an amazing company. They had a list of 
about 150 items that they had on their to-do list and they asked Mathias Plank to 
pick one and he picked online eye tracking. 
 
He started in Sweden and then he recruited me in the US. Now we’re in the UK 
too. The fact that you can do it from a webcam means that we have done studies 
in 14 countries. This is a gold mine for companies that are global. The amount of 
money they are going to save in traveling and the fact that they are getting quick 
results is pretty substantial. 
 
In the US, if you’re doing any kind of eye tracking, you are limited to the location. 
Many companies now are going to online surveys and this is a beautiful add-in to 
those surveys. We have a lot of companies that are using us for their surveys 
and their eye tracking because they can do them at a much more affordable price 
compared to what they were paying for their surveys before. 

  
Matt: Right, and as you were pointing out, it is very powerful to bring the different 

methodologies and approaches together to give it a more complete picture. 
 
 If I can summarize, it sounds like the success comes down to having a great, and 

in this case truly unique product, having it solve a real problem that people are 
trying to solve, having it be cost effective, and having people get good results out 
of a good experience. That is the formula for success. We came up with it right 
there. 

 
Jeff: There’s one more piece: great people. It really is. You’ve got to have a culture 

where people are encouraged to think outside the box. This is my first time 
working for a Swedish company and they are terrific. 

  
I live in New York so they have much more balance in life than we do in New 
York. 

  
Matt:  So in spite of their socialism, they can actually do some good business. 
 
Jeff: I’ll tell you what. The country is socialist but I think the folks at EyeTrackShop are 

balanced, but definitely capitalist. 
  
Matt:  Nice, perfect. That helps, I’m sure. 
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We just have a few more minutes here. Your publicist had sent along the fact that 
EyeTrackShop was just awarded the Anderson Analytics Disruptive Innovation 
Award. Can you unpack that for me? What is a disruptive innovation and why did 
you win that award? 

 
Jeff: The Market Research Event in Boca is a huge event. I am actually in my hotel 

room right now at the event. It brings the global leaders of people in market 
research together, sharing ideas on how to deliver better results to all their 
consumers and clients.  

 
 When we first decided we were going to come here, they asked us to speak. 

They sent us an email asking if we wanted to enter for the New Innovative 
Disruptive Award. I told my assistant to fill it out and actually forgot about it. A few 
days before the event, they told us we won. 

 
 They had a large number of entries and they wanted to pick a company that was 

doing some breakthrough innovation that was disrupting the whole marketplace 
in market research. 

  
 We have really done that and changed the paradigm. One, we’ve opened eye 

tracking to everybody by making it affordable, fast and opening it up to the whole 
world. That innovation is terrific and very disruptive. The other factor was not just 
that it was a disruptive innovation but that a lot of people were already using it. 
Our client base is growing really fast. 

 
 That’s the Reader’s Digest version of the award. We are pretty excited and 

proud. 
  
Matt: Before we started recording, we were talking about how it used to be the case 

that if you wanted a computer that was set up to actually do eye tracking, it would 
cost $50,000 for it. Of course, no one could have one. You had to use a research 
company or you had to go somewhere. I guess if you had a large enough budget 
and were gigantic, you could have one. 

 
 By distributing things and allowing people to do it from their webcam, which 

seems like magic to me, the price has dropped an insane amount. Again, this is a 
commercial for you guys but being able to distribute it at this price point that now 
makes it affordable for almost everyone on some level, that does seem truly 
disruptive. 

 
 We have about a minute or so here. The last question I have is about your 

background. It seems like you have a sales background, VP of Sales and that 
sort of thing. Obviously, that’s a big part of what you were doing here. One of the 
themes we have on Marketing Smarts has been the relationships between sales 
and marketing. As a person who is in this technology B-to-B sales base, what do 
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you think marketers could learn from your approach and the results you’ve gotten 
as a sales person in this space? 

 
Jeff: I think both sales and marketing have to focus on the client and bringing value. 

How can we bring value to our client? When all is said and done, if you don’t 
bring value to your client, they are going to go somewhere else. Sales and 
marketing should be working hand-in-hand for the marketing team can put 
together the right material and the sales team to be able to communicate to the 
marketing team what is going on out in the field so they can work together. 

 
It is always focused on value to the client. You could have the greatest widget in 
the world but if it’s not giving value to the client – 
 
Look what happened to Kodak. There are companies that were huge. They 
dominated the world and they are not around anymore because they weren’t 
listening to the consumer. In B-to-B, your consumers are other companies. You 
have to have a total focus on what’s in it for them. You have to ask good 
questions to find that out but if you can satisfy that, sales and marketing can work 
together, have a good time, and everybody wins. 

  
Matt: Nice. That’s a good place to stop. If people want to find out more about 

EyeTrackShop, they can go to EyeTrackShop.com, right? 
 
Jeff: It’s as easy as that. 
  
Matt: Okay. Jeff, thank you so much for joining us here on Marketing Smarts and thank 

you listener, for listening here to the end. This has been Marketing Smarts 
podcasts, brought to you by MarketingProfs. I have been your host, Matthew 
Grant, talk to you next week.  


