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Getting started with iMotions Online
Setting up Your First Study
A brief Introduction to Attention
Why Attention Matters?
Attention is a limited resource
Emotions influence attention, Emotions influence choice
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Eye-Tracking
How Does Web Camera-Based Eye Tracking Work?
How do the algorithms work?
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Saccades and Dwell Time
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Eye Tracking Metrics
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Visualizations
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Conclusion

Emotions

Components of Emotions
Subjective Experience
Physiological Response
Behavioral or Expressive Response

Emotions as Physiological Responses

Dimensions of Emotions

Why Emotion Matters in Consumer Research
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Facial Expression Analysis

The Basics
Can you classify emotions?
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9 Conducting Neuromarketing Research
What is an experiment?
Phrase a hypothesis
Define sample groups
Plan how you will recruit participants
Build your Study
Pilot Test
Collect data
Pre-process data and analyze metrics
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Dependent variables
Study Design
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