
ey
e

sq
ua

re

. . .    The usability company



ey
e

sq
ua

re

2



ey
e

sq
ua

re

3



ey
e

sq
ua

re

4

Neurosemiotik Modell

Implicit
Activator

Conscious Controll
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How do cues affect our bahavior?
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Being honest
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Some got it
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Others not
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Strong Brands help to avoid problems
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A brand to die for! 
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Strong brands make cold drinks being
mots suceesful in the winter

Since ist christmas campaign going bacj to the 30ies Coca Cla sells most of ite
volume at christmas
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But be careful with the cues! 
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Bottles or Cans?
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Touch Predictor Coca Cola Flasche 87 %, 
Pepsi 27%
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Touch Predictor Coca Cola Dose: 73%   
Pepsi: 77%

Der Touch Predictor ist 
ein Aufmerksamkeits-
score, der die höchste 
Korrelation mit der 
Produktauswahl aufweist.

In der Dose liegt er bei 
der Cola nur mehr bei 73.
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Imprints: Do Not change strong Brands
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Tempo vs Kleenex
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POS Solution
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� higher Perception

� higher Sales
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Sex Differences on a Website:
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Sex Differences on a Website:
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Sex Differences on a Website:
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Impact on Deutsch Bank website
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Impact on Deutsche Bank website
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Impact on Deutsch Dank website
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TV Studies
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Example for Successful Model 
Learning

This is an example for
successful model
learning. The
testimonial has a 
strong interlogging
with the product. The
regognition of Nescafé
is 93,4 %!
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Example for Successful Associative
Learning

Only very few
viewers zap out of 
the clip. The
arousal rises
massively when
the exiting trip
through the city
starts The product
is introducted
when the arousal
reaches ist climax!
Although it has a 
rough look it
works for both
men and women.

The clip is also 
one of the best 
cases regarding
the recall: 50 % 
remember it!
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Example for Non-Successful Associative
Learning

Sony is
extraordinary
good regarding
the zapping. 93 % 
watch the whole
clip! Still the
product is
presented to 
separated from
the rest of the clip. 
The brand Sony 
appears only on 
the last screen – it
can´t profit from
the high arousal
that was created
in the middle of 
the spot. 

Therefore the
recall is even
below benchmark. 
It reaches only
26,8 %.
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The Ford Case –
Experimental Variations of Placing the

Brand
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Experimental Variation in a Narrative 
Spot
Experimental Variation in a Narrative 
Spot - Which version works best:

• Logo at the end

• Logo constantly

• Logo at the beginning

Please doubleclick to start the
video

The original Ford clip:
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Logo at the End

About 30 % of the
viewers zap out of 
the clip in the first 10 
seconds. A reason
for this might be that
the narration is a bit
too complicated for a 
part of the viewers –
therefore they zap
out. 

Anyway the clip is
impressive for the
ones who view the
whole spot: the free
recall is very high: 
50,8 %!
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Logo at the Beginning

The zapping rate is 
disastrous: Nearly 60 
% zap out in the first 
6 seconds! A large 
part of viewers is not 
interested after the 
ad suspense is 
resolved.

The recall is clearly 
below the recall of 
the original version –
only 29,5 % 
remember the brand 
‘Ford’.
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Constant Logo Presentation

The constant logo 
presentation is the 
winner of the 
tested variants. It 
has both the lowest 
zapping rate and 
the highest recall: 
56,8 %!

For a complex 
narration such as 
the one in this clip 
it might be helpful 
for the viewers to 
get information 
about the brand. 
The episodical
narration is still 
interesting even 
when the product 
suspense is 
resoluted.
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Do we see the world (web) with different 
eye gazes?
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Do Easterners & Westerneres see the
world with different eyes?
� Psychological research found big differences between eastern and

western cultures. 

• Hofstede in 1971 conducted a worldwide study for the IBM he found: 

Collectivisms vs Individualisms

� Nisbett, Kitayama, Tajfel round 1987 found intriguing effects on 
memory and on basic psychological processes.

Context dependency vs. Context Independency 

BUT WHAT about PERCEPTION?
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But how do different culture influence
Perception on Websites?
� Nobody knew….

� Not until mitsue links & eye square & Stefan Nuesperling conducted
the first global comparison..
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Before the web lets look at the real world
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Cooking: Great Wiener schnitzel vs Sushi

Kazuhito Kidachi when he visited Berlin
was afraid of eating it!
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What I see out of my office
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What I see from Tokyo Hilton
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Tokyos Variety and Optimism
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Sign Overflow in Tokyo
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Berlin – bonjour tristesse
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Schroeders last campaign
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Berlin Design Concentration and 
Depression
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until the soccer championships
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Well the footbal championship has 
changed germany… we are now in a 
happy mood and our economy is
BOOMING!

a German girls overcomes her 
german depression & angst 
and shows hospitality towards
a soccer fan from Mexiko!



ey
e

sq
ua

re

55

The filled Center:
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Japan the empty center:
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How we write in asia and in japan…
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Japan has the most difficult writing in the
world

Japan has four different types of 
writing:

Kanji

Hiragana

Katagana

Romanji
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Artists from Japan:

� Junia Sato
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Small equally distributed features: 
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contemporary Korean Art –
So Young Park – everything is connected
with everything
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Contemporary German Art : Dennis Rudolf
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Contemporary German Art: strong focus
on a single feature
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asian vs western wahing machine
interfaces
LG                                   Miele

The number on brand in asia The most expensive & mot ssuccesful
Brand in Europe.

Luxury Brand in China
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Main Differences

� German Cultuer focuses
• on the center

• on one item.

• The center is full! 

� Asian culture forcusues on 
• The context

• One many features

• The center is empty

� Context dependency vs independency



ey
e

sq
ua

re

66

What I see most of the times at my
computer…
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The most succesful search site in Japan
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… Looks quite different in Germany
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OK nice But what does it mean for design

e.g. ebay failed in Japan, in China 
what went wrong?
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Hilton
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Results show:

Japanese and Germans indeed perceive the world (well the web) with
different eye gazes!

• In Japan: 
- Faster Perception behavior, 
- shorter Fixations, 

- More features are perceiced

• They like variety!!

• In Germany: 

- Longer intense Fixations on the main features

- Germans spend more time with one feature

- Less features are perceived

• They prefer a very reduced design!
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Selection of eye square Articles about Usability

� Schiessl, M., Duda, S., Thölke, A., Fischer, R. (2003).
Eyetracking and its application in usability and media research . In: Journal 
"Sonderheft: Blickbewegung" in MMI-interaktiv Journal. ISSN 1439-7854. Guest
Editors: Katharina Seifert & Matthias Rötting. 12.03.03, Issue No. 6.

� Duda, S., Schießl, M. & Hess, J.-M. (2002).
Mobile Usability: Guidelines for the development of user-friendly mobile services.
In: Beier, M. & von Gizycki, V. (Hrsg.), Usability - Nutzerfreundliches Web-Design, S. 
173-199. Berlin, Heidelberg: Springer-Verlag. 

� Steinbrück, U., Schaumburg, H., Duda, S., Krüger, T. (2002).
A Picture Says More Than A Thousand Words - Photographs As Trust Builders
In E-Commerce Websites . CHI 2002.

� Duda, S. & Ahrend, A. (2001).
Too Many Tools – Overtooling the Web - A Usability Study on Internet Viewbars. 
In: Smith, M. J., Salvendy, G., Harris, D., Koubek, R. J. (Hrsg.), Human Computer 
Interaction, Volume 1, Usability Evaluation and Interface Design - Cognitive
Engineering, Intelligent Agents and Virtual Reality. Mahwah, New Jersey, London: 
Lawrence Erlbaum Associates, Publishers.

All articles : http://www.eye-square.com/english/articles-en.htm
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Remote study won German Oscar for
marketing research!
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Thank you for your 
Attention!

eye square GmbH
Schlesische Str. 29-30
D - 10997 Berlin

Fon +49. 30. 69 81 44 0
Fax +49. 30. 69 81 44 10

www.eye-square.com
eye@eye-square.com
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Usability, Advertising, POS Research

eye square is a Berlin based, internationally active market research 
institute. We currently employ 32 consultants.

Based on cognitive psychological principles, we conduct usability 
studies, advertisement effectiveness und POS studies.

eye square - your specialist for Usability & Brandin g!
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Who is eye square?

eye square was founded in March 1999 by psychologists Sabrina 
Duda and Michael Schiessl.

� Managing Partners
• Sabrina Duda , Psychologist:

Man-machine-interaction, usability, software ergonomics.

• Michael Schießl , Psychologist:

Attitudes measurement, brand research, ad effectiveness research.

� Partners
• TNS

• Brenninkmeijer Holding

• Dr. Friedrich Jacobi

• Andreas Thölke
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Partners: 
TNS and Brenninkmeijer Holding

TNS:

� Revenue 2007: 1483.18 Mio 
Euro 

� Second biggest global marketing 
research company

Brenninkmeijer Holding :

� Former C&A chairman, the 
biggest European retail Brand for 
clothing.

� Shops in 53 countries
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Interbranch Expertise 

Internet, 
Telecommunication & IT

Banks & 
Insurance

TV

E-Commerce

Agencies

Publishers & 
Expositions

Technical products

Automobile

Eye square conducted usability studies for:

Mobile phones

Software
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eye square Quality

� Prizes and Awards:
• In June 2007 eBay & eye square won the 

German Oscar for marketing research
in the category „Study of the Year 2007“
at BVM Marketing research Congress in 
Frankfurt.

� Quality assurance: eye square…
• … is a member of BVM (German Association 

of Market and Social Research) and the UPA 
(Usability Professionals Association). As 
such, eye square is committed to their quality 
standards and guidelines.

• … regularly attends international conventions, 
fairs and conferences. 

• … keeps close contact with renowned 
universities. 
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eye square Benefits
� MARKET LEADER WITH INTERNATIONAL EXPERIENCE 

We are one of the leading institutes for Usability-research. For 
more than 9 years, we perform national and international 
Usability-studies for blue-chip clients. 

� USABILITY

The Usability of products is the key for your business success! 
We support you in developing simple, manageable websites 
and software in order to optimize man-machine-interaction. 
Your users will revisit your website, if they are able to reach 
their aims faster, more comfortably and more efficiently. 

� HIGH-PERFORMANCE IT-DEVELOPMENT

We believe, that every project is unique and therefore requires 
an individual study concept. Our own technological 
development team constantly improves research methods and 
technologies to quickly adapt them to each customers specific 
needs. This allows us to fully support all of your research 
questions.

� PSYCHOLOGICAL BASED METHODOLOGY  

Our methodology is based on neuro-cognitive psychology. By 
connecting data from observed behavior and interview-data, we 
obtain a deep insight into the users while bearing in mind the 


