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Eye tracking in marketing research – is an Arany Ászok display ad effective? - A szemkamerás piackutatás bemutatása – hatékony-e az Arany Ászok display hirdetése?
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The main goal of this paper is to give an overview of the eye tracking methodology from a marketing research viewpoint. To be able to give a comprehensive description of this method, we decided to analyze an award winning, Hungarian beer advertisement, in the form of a display ad. We wanted to examine, whether it is as effective as its results suggest, and how it competes with other display ads from different beer manufacturers. We tested 8 pictures from different brands, among university students, with stable eye tracking technology. The results show that the Arany Ászok ad has to be considered as an effective advertisement, because its’ two main messages and the brand also reached the examined sample. Most of the other ads can be also considered successful, but we also found a few interesting problems too, what should be useful to consider, when we want to create an effective display advertisement.



