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How to win shopper attention
with predictive eye tracking



Executive summary

1-3 seconds. That's about all the time you get to
win a shopper's attention or risk getting lost in
the shuffle. These critical few seconds when
shoppers encounter products at the shelf is
known as the “first moment of truth”, a concept
introduced by Procter & Gamble. It's the moment
where all of a brand's efforts in product
development, pricing, promotion, and distribution
culminate to influence a purchasing decision.

The human brain can process visual content in as
little as 13 milliseconds, highlighting the quick and
automatic nature of visual perception'. While the
mantra of "don't judge a book by its cover" reminds
us not to make snap judgments, the opposite

holds true in the world of consumer goods and
retail. Ultimately, shoppers vote with their wallets
and in the ongoing battle for market share, it's
clear that consumers are heavily influenced by in-
store merchandising.

Marketers have traditionally regarded share-of-
shelf as the primary indicator of brand
performance. It's easy to measure and the rationale
behind it is straightforward: more shelf space
signifies greater visibility, which should lead to
increased sales.

However, there's a growing recognition across the
industry that share-of-attention might hold even
greater significance than
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1. https://news.mit.edu/2014/in-the-blink-of-an-eye-0116
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the amount of occupied linear feet. Each time we
enter a store, we're bombarded with an

overwhelming amount of dense visual
information while making a series of rapid
decisions.Naturally, our brains use a variety of
heuristics to decide what to focus on and what
to tune out. Brands that understand and cater to
these mental shortcuts can capture more
shopper engagement and conversion.

In this white paper, we'll present a deep-dive
exploration into the integral role shopper
attention play sat retail, with a specific focus on
packaged goods and planogram design. By
synthesizing advanced Al techniques, shopper
marketing strategies, and a wealth of empirical
data from multiple scientific studies, we will
provide a detailed and multidimensional
understanding of how this kind of attention can
be captured, influenced, and retained.

We'll explore the top 10 factors that influence
visual saliencysuch as the

universal attraction offaces, the power of color
contrast, the subtle nuances of texture breaks, and
the impact of brand blocking. Additionally, we'llshed
light on seemingly counterintuitive factors, including
the 'camouflage effect' of small packaging and the
immediate implications of out-of-stock scenarios.

Further, we'llinterpret the predictive capabilities
ofmodern Al models in decoding shopper behaviorand
forecasting shopper attention, layingthe groundwork
for a future wherepredictiveAl heatmapping informs
and transforms retail strategies.

With this comprehensive overview,we'll offer brands
and retailersa potent toolbox to successfully navigate
a highly competitive retail landscape, foster superior
shopper engagement,and ultimately,boost
salesperformance to find new growth.
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Decoding shopper
behavior with
eve tracking



The science of
shopper behavior

To understand the importance of eye tracking in shopper
design, we need to first explore the intricacies of shopping
behavior itself. Shopping is a complex behavior influenced
by a range of variables from personal tastes to product
placement and is a multi sensory experience. Of course, the
most used human sense while shopping is sight. Our eyes,
often unbeknownst to us, are drawn to what intrigues or
attracts us, acting as a bridge between our subconscious
impulses and conscious choices. Let's break this down:

Deliberate Shopping

When shoppers make intentional, well-informed choices
about their purchases, they demonstrate deliberate shopping.
This often happens when buying unfamiliar or high-value
items. For example, when buying a new laptop, a shopper is
likely to research different models, compare prices, and think
carefully about what they need. They are fully aware of what
they're doing and why they're doing it, and they lean on
previous knowledge and experiences to make an informed
decision. This is also known as System 2 thinking, based on
Daniel Kahneman's model of decision-making, which is
slower, deliberate, and logical.
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