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� At the basic level, eye tracking pinpoints and records precisely where 
shoppers are looking whilst they are in store

� Allows us to view the store ‘through the eyes of the customer’

� We know where they’re looking, therefore:

– We don’t need to rely on recall from a respondent about what 
they’ve seen

– We can record the footage and use it with the respondent to 
understand their thinking at a particular moment in the shopping
journey

� The assumption in eye tracking studies is that the longer something is 
looked at, the greater stand out & saliency it has for the customer

– Other, more traditional research methods can complement eye 
tracking to ensure that this is true
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� What eye tracking provides is a more 
detailed understanding of how the 
specific nuances of the in store 
environment impacts on 
these measures

Attention – What awareness does your stimulus 
create? Is it noticed when shopping?

Interest – Does it make you stop and interact with 
the brand at the shelf? What does it 
say about the brand?

Motivation – Does it make you buy the brand?

� Our experience tells us that in store communication 
works best when it satisfies each of the following:
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� Thousands of pounds can be spent developing POS and 
planning its effectiveness in getting a message across

� BUT – we have often found poor implementation in store

– Wrong location

– Set up incorrectly

– Missing completely

� A problem – particularly for manufacturers who have less 
control (and market researchers hoping to test POS in store)
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When designing POS, think about who’s going to be putting it up in 
store. Store staff aren’t necessarily going to understand your 

grand plan. Keep it simple & easy to implement



Think about the mode the shopper will be in when designing POS. 
Product messages are ok at the fixture but only value/ deal 

messages will attract attention elsewhere

� Shoppers are in store for all sorts of reasons – this influences 
the window of opportunity that POS has
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Main shop
More likely to be looking for offers as 
part of their shop – engage with POS 

(new product/ value messages 
at fixture)

Top up shopping/ 
emergency purchase

Very focussed on the task at hand (the 
reason they’re in the store) – may only 

see POS once they’re on the way to the 
checkout (Gondola ends, etc)
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At fixture Elsewhere

� Awareness of communication in a store 
is influenced by the shopper’s location 

� Very little communication tends to get 
noticed around the store entrance –
shoppers aren’t in the mode for it there. 

� Most of the POS looked at tends to be 
at the fixture itself

� Differences can also be noticed by 
category (e.g. ambient vs frozen)

Where communication 
is noticed

Think about where it’s best to place your POS. Any product 
message around the store entrance is likely to be missed (although 

bulk stacked value offers do stand out)



� Eye level is a key determinant 
of whether POS is noticed on 
the fixture

� Shoppers don’t spend a lot of 
time looking at the top or very 
bottom shelves

� Anything outside this core 
area is likely to be missed
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When designing POS, think head height. If that’s not possible, then 
since shoppers aren’t going to actively look for your POS if it’s 

away from eye level, you’ll need to find another means of attracting 
their attention
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� In reality, shoppers spend very little time looking at POS in 
store (c.5% of their time) and can often be on autopilot 
(product is what they spend most of their time looking at)

� Any POS needs to have relevance & resonance to have a 
chance of cutting through

The POS you design needs to cut through the visual ‘noise’ in a 
store (other POS/ actual product/ shoppers/ etc). Shoppers know 

offers will be available so offer-based communication is most likely 
to catch the eye and spark an interest

Brand building Price/ Value/ Offers



� Where brand based POS can 
work is when it’s linked with ATL 
advertising

� It acts as a trigger/ reminder to 
what the shopper has seen 
before

� This has been proved to have a 
positive impact on sales
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Integrate POS directly into your marketing campaigns. Joined up 
thinking & activation can only have a positive effect on your 

brand/sales
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� The best POS is always the 
simplest

� The eye only remains still for 
around 200-300 milliseconds and 
is constantly bombarded with 
information that your brain needs to 
decipher

� Shoppers aren’t there to read, 
they’re browsing

When designing POS, think Simple, Clear & Straightforward – use 
large letters, contrasting colours and a simple message



� POS designed and sent 
to store

� POS on the shelf & 
noticed by shopper

� Shopper able to find the 
product POS relates to
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The most critical aspect of POS is that it must be related to the 
product it is trying to sell. Shoppers must be able to find the product 

(POS must be with the product & out of stocks must be avoided)
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� Eye tracking is very much a diagnostic tool which can add to 
the flavour of what shoppers looking at in store

� Used alongside other more traditional research methods it 
enables the retailer or manufacturer to fine tune their POS 
material, particularly in terms of:

Attention – What awareness does your stimulus 
create? Is it noticed when shopping?

Interest – Does it make you stop and interact with 
the brand at the shelf? What does it 
say about the brand?

Motivation – Does it make you buy the brand?
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