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Visual Attention Analysis

Justin Webster
Design Center Specialist
Hillphoenix
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By ivan... what s 12

(— AA ... How Does It Work?
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(— AA ... Applications

(MSIng VAA to Engage Your Custome

(ase Study ... Driscoll’s Berries

(ide Variety of VAA Solutions

(A Process ... What Are the Steps?



Visual Attention Analysis ... What Is It?

Collaboration between InContext Solutions and Hillphoenix
v' Based on 3M’s 30 years of Vision Science experience
v' Software service to quickly test creative designs

Accuracy confirmed with eye tracking studies _;._
v' 90% as accurate as eye tracking W|th 1% of ﬂ'I&{:ﬁSt
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v Text

v’ Color

v Contrast

v Edges

v Object size
 Consistency across gender, age & culture .




Visual Attention Analysis ... Applications

Signage

Planograms

Packaging

Print Advertising

Point of Purchase Display
Other... like store and case lighting .
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M Visual Attention Services

FASTSIGNS. | 3M™Visual Attention Software

Powerful technology to analyze
designs, guide decisions and win
the first glance

o Lnrichoment
Fat b airma b gl produstion of eclesr

Iras it .
Duel that year ald mcrease snrChInest 13 20 percent.

1 TIMES DIGITA!
SUBSCRIPTIONS
[ e o v s

HUBLOT

GENEVE

i

Cuomo Urges
B Limits to
blic

Teov. Andrew M. Cucemo sad
that among other changes,
Mew Tork State and City
should rase the retirement
age for new pablic
employess to 05,

W ium o Commant| Raad (1)

Pick for Afghan Envo
su-u.s.c.uuﬁwd’
Effort

United B naot
affrd to walk sway dsipsts

the cont and Epotty progres.

®ran s Comment) Rasd (994

Banks Defeated in
Senate Vote Over
Debit Card Fees
by MDweans w T dde Pt BT
The te rejected a delay
on regulations cves dekut
card foes, sesertially
bsaving it to the Fedaral
Baserve 1o lamdt the foss
thiat stored gy bank.
* Wt Duutit Cud ¥ was b 40
[Ty e

W ot o Commant] Buad 873

Firefighters Struggle With Arizons Wikdfire

By MAAC LACET 432 PUET
A massive fire continued its surge and sent barning
embery mibe downwend , igmiting dosens of mnaller Sres.

Teday's TimesTast
Eyrian refages oot it
Turiey Susdi Arabua's
ruléers use mogey to buy
alality; and sude.

B Py Vedne s

lans High Level of Uramium Enrichment
L7 1 30 P T
tran dechared that it ires to triple prodwctions ef=tooc
Fuel thas year and morease sarshment i 30

Wies a Commant ] Ruat 148
OPLC Keeps Lid sn 0l Preduction Targets
Wr CURTORD KRAUTE 200 P ET

Crrer the obiectons of Sauds Arabia, OPEC on Wednesday
Left quotas in place despite remng world prces.

© O es CFEC Tabs Cosapin W e Digl

W i 5 Commsat] Rusd (V7]

oF i -

AR BT

E. (ﬂl;llrlll'tlhm!h

Boner we mag it avoud more

Erightening ouwtbreaks of £,

coli.

+ Friedman: The Earth Is
Full | g Comments
 Dowed: Tour Twestin®
Heart

* Blitorual: Reddtanos
arews

- CiprBd: The Gas s Gresser
- Dapunson: The Switseriand

2PLLIERAN IO




VAA Objective ...
Engage Your Customers!

Merchandising
Strategies

Drive “Food Theatre” as a destination space
Increase customer dependency

Position your store at a higher level than other retailers

Become more involved with merchandising
Differentiate Yourself from the competition
“Up your game”

Reinforce and build upon your brand

9 9 ¢ 0 eQCeeC

Improve shoppers’ experience

@ To show value to your customers




Example ... Product Awareness

Where’s the

Scotch-Brite
2?2




Aisle View Heat Map and Probability




Add a “Pop” Sign to The Environment
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Changes Where Shoppers WIII Look

/ _ngh probability of noticing Scotch-Brite products'
v’ 8% sales lift
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Case Study


http://www.driscolls.com/berries/care-handling
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. The slides show the transition from a wide spectrum of visual distraction to a
more focused and centered view of product and signage. The visual goal for
Driscoll’s was the saliency of product and company recognition.

Driscoll’s used Visual Attention Analysis to make changes to
* shelf angle, offering better product facings
* |lighting, that enhanced the total display area
e signage for branding

. VAA s a critical tool that supports the design process to achieve creative
visual goals that can maximize the impact of the marketing message amidst
the clutter.

, Quite simply, content can’t work if it doesn’t get noticed!!! i



Product Recognition - Impulse Buy Considerations
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Example ... Store Lighting

[T [ 1

10

e Store lighting should
create visual attention
not destroy it

* Face recognition
certainly helps

3M Visual Attention Service - Results Legend

Prebability of visual fixation within the first3 - 5 seconds

0%, to 40%, 40% to 70% D 70% to 99%

20% 80%




Sometimes More Is Not Better

3,204 BTU reduction
$1,049 annual energy cost saving




Example ... Store Sighage

* Open, accessible and
easy to navigate

* Draws the customer into
the store - very inviting!




Example ... Concept Validation

e All the elements are
on target

e Great visual cues
draw your customer in
and engage them with
your employees
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More
Applications

Curb Appeal
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Probability that a viewer will fixate areas in the first 3-5 seconds:

Step 1:
Snap photograph and upload to
ShopperMX

Step 2:

@ VAA software generates a 3-part
= analysis beginning with a heat map

Heat map translates into probability
of visual fixation (%)

Results provide a visual sequence of
probable eye path.




Are You Getting the Most Out Of Your Merchandising?

B8 Consultation for location selection V
2‘ Merchandising impact ,

€} Shelving recommendation

4 | Impact of store and case lighting

5 Branding/Packaging

-

1

I S} Sampling programs

7 | Signage options m
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THE VOICE OF FOOD RETAIL
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