
Date: February 20, 2022 

To: Dr. Gallagher 

From: Juliana Hawkinson 

Re: Results from the A/B Usability Test 

 

Introduction 
First, this memo outlines the artifacts, two Mercer TechComm recruitment posters. Next, it will 
outline the background of the participants (including their age, year, major, and pronoun). 
Following, the research questions will guide the analysis of the data and the study methods will 
outline each phase of the report. Finally, the memo will discuss the results of the study and align 
these results to research and further implications of this study. 

The UX research method used A/B testing. The method ensured that users gave an equal amount 
of feedback through timed prompts (180 seconds total for each poster). Feedback included what 
participants liked/disliked about the text, design, layout, and overall feelings towards the two 
posters. The feedback was eye-tracking, quantitative (amount of time for each gaze), and 
qualitative (survey responses). The user audience for these posters would be any undergraduate 
or graduate student interested in pursuing a B.S. or M.S. in Technical Communication. We chose 
these two posters to understand what users look at to gather information and whether the design 
offers a pleasing experience and encourages students to enroll in a M.S. or B.S. in Technical 
Communications. 

We hypothesized the design would determine the user’s experience. A good design would 
promote a pleasing user experience, whereas a bad design would distract the user and give 
him/her a frustrating or disappointing user experience. We hoped that we would understand what 
parts of the design pleased and displeased the user based on their eye movements and survey 
responses. The purpose of the project is to gather participant’s feedback on these posters, 
evaluate which poster gave the best user experience, and suggest design strategies that give 
positive user experiences based on secondary research and study data. 

Background of the Artifacts 
The study artifacts include two TechComm recruitment posters: M.S. in Technical 
Communication and B.S.in Technical Communication. These artifacts give information about 
and encourage students to pursue either of the degree options: M.S. in Technical Communication 
or B.S. in Technical Communication. 

Background of the Users 
As previously mentioned, the user audience for these posters would be any undergraduate or 
graduate student interested in pursuing a B.S. or M.S. in Technical Communication. Specifically, 
this data comes from the demographics of the users who participated in this study. These 



participants are from Dr. Gallagher’s TCO 341 class. Seven people participated in this study. 
Please note that there were an odd number of students. Given this, the percentages may be off by 
0.1%. According to the post-survey results, six participants (or 85.7%) are juniors, and one 
participant (14.3%) is a sophomore. One participant is 19 years old (14.3%). Two participants 
are 20 years old (28.6%). Four participants (57.1%) are 21 years old. One participant (14.3%) 
majors in Civil Engineering. Three participants (42.9%) major in Electrical Engineering. One 
student (14.3%) majors in Industrial Management. Two participants (28.6%) major in 
Mechanical Engineering. Five participants (71.5%) were not transfer students. Two participants 
(28.6%) were transfer students. Six participants (85.7%) preferred the pronouns “he, him, his”. 
One participant (14.3%) preferred the pronouns “she, her, hers”. 

Research Questions 
Below are the questions that the research will answer. 

1. What enables a positive user experience when they interact with a recruitment poster? 
2. What design elements do users expect to see when they see a recruitment poster? 

Goals of the Study 
The purpose of this research is to compare the design of these two posters and evaluate students’ 
experiences. 

Study Methods 
First, Dr. Gallagher and Juliana recruited participants from Dr. Gallagher’s TCO 341: Technical 
Communications class. Juliana introduced herself and the project that she and Dr. Gallagher will 
work on. Next, she encouraged students to participate in the usability research project and 
mention the incentive (extra credit). From there, she gathered and scheduled participants for 
testing through email.  
 
Once Juliana began testing, she guided each participant through informed consent. This informed 
consent tells participants what the research is about, participants’ rights, data that will be 
collected and how it is stored and allows the participants to ask any questions they have about 
the research. If the participant gives their consent to participate in this research, they will sign the 
informed consent. Everyone who participated in the study signed the user consent forms. Dr. 
Gallagher held onto these forms in a locked file cabinet in his office.  
 
Juliana calibrated the Gazepoint software. The Gazepoint software (GazePoint Analysis and 
Control) gathered participants’ data based on their interactions with the two posters. Next, she 
shared Poster A or Poster B with participants in a random order. She asked the participants 
prompts about the poster experience (see subsection Participant Prompts). The participant 
answered these prompts. The total amount of time for these prompts was 3 minutes. Afterwards, 
the participant answered questions through Google Forms. Juliana and Dr. Gallagher gathered 
user feedback on their experience with the usability test. 
 
Look for time that is around each 30 second variable, specifically, I focused on the timeframe 
that should have been between each prompt (for example, prompt 1 takes 30 seconds. I looked at 



the Gazepoint timer from 0:00-0:30. She offset in standard deviation of 3-5 seconds. When 
analyzing, we found a 2-5 second delay between prompts between each participant. 
 
Participant Prompts 

1. Take 30 seconds to look at the poster images, text, color, and layout, color. 
2. Look at the part of the poster that most interests you.  
3. Look at the part of the poster that most confuses you. 
4. Using your eyes, slowly draw a map of your experience of the poster from start to finish.  
5. Look at the most attractive part of the design. 
6. Look at the ugliest part of the design. 

 
Below are two figures of the AOI’s for the B.S. poster and M.S. poster. These figures were first 
drawn out on a whiteboard and then created using Adobe InDesign. The AOIs of the B.S. poster 
are as follows: 

● AOI 1: Title of the poster (BS in TechComm at Mercer) 
● AOI 2: Image of four people 
● AOI 3 (1): Reasons companies hire TechComm graduates, bulleted list 
● AOI 4: The gray background 
● AOI 2a: Title text that gives the benefits of a BS in TechComm 
● AOI 2b: Body text that gives more information about the benefits of a BS in TechComm 
● AOI 5: The bigger body text talking about the benefits of the curriculum for a BS in 

TechComm 
● AOI 6: Footer 

 
The AOIs of the M.S. poster are as follows:  
 

● AOI 1: Title of the poster (Master of Science Technical Communication Management) 
● AOI 2: Body text (benefits of pursuing the M.S. degree) 
● AOI 3: Image of the School of Engineering building 
● AOI 4: School of Engineering logo 
● AOI 5: Contact information 

 
Each AOI highlights a feature or section of the document.  
 
These two figures will be used in the Discussion and Results-Videos sections of the report. 



 
Figure 1 AOI’s of BS Poster 
 
 



 
 
Figure 2 AOI’s of MS Poster 
 

Discussion-Results from the Videos 
This section discusses the video recordings-specifically what participants looked at, how long, 
and if any of the AOI’s were looked at more than once. Each section is organized by participants. 
Participants were divided into group A/B or group B/A. Group A/B saw the M.S. poster first, 
then the B.S. poster. Group B/A saw the B.S. poster, then the M.S. poster. The participant’s 
group is listed next to the participant’s name. Please refer to Figure 1 and 2 when referencing the 
AOI’s. Also, the time is set up as m: ss (minutes: seconds). 
 
Participant 1-Pilot-B/A Group 

For prompt 1, Participant 1 focused on AOI 1 for 12 seconds (0:00-0:12) and the text for 16 
seconds (0:14-0:30). During prompt 2, Participant 1 went between AOI’s 2, 3, and 4 for 5 
seconds (0:30-0:35). They focused on AOI 2 (the text) for 20 seconds (0:35-0:55). For prompt 3, 
the user focused on AOI’s 2-4 again for 30 seconds. Unfortunately, GazePoint froze during 
Prompt 3. For prompt 4, Participant 1 focused on AOI’s 1-5. The longest duration was 10 



seconds (1:40-1:50) at AOI 2 (the text). They looked at AOI 3 twice during prompt 4. For 
prompt 5, they looked at AOI 4 (the logo) for 26 seconds (from 2:04-2:30). During prompt 6, 
they focused on AOI 3 for 27 seconds (2:33-3:00). Unfortunately, we could not collect data for 
Poster A (B.S. poster) because the video froze during testing. 

Participant 2-B/A Group 

Participant 2 was a no show. 

Participant 3-B/A Group 

For Prompt 1, participant 3 looked at AOI 1 for 17 seconds (0:12-0:29). During prompt 2, they 
looked at AOI 1 on the B.S. poster for 21 seconds (0:40-1:01). For a total of 23 seconds (1:01-
1:07; 1:14-1:31), participant 3 looked at sections 4 and 2a twice during prompt 3. During prompt 
4, they looked at sections 4 and 2a twice (1:30-1:32; 1:51-2:00) for 11 seconds total. They 
looked at AOI 2 for nine seconds (1:33-1:42) and the footer for four seconds (1:43-1:47). During 
prompt 5, they looked at AOI 1 for 26 seconds (2:04-2:30). For prompt 6, they looked at AOI 1 
(2:30-2:32), AOI 1 (specifically at the word “Mercer”) for 3 seconds (2:39-2:41). The white 
space next to section 2b was looked at for 17 seconds (2:43-3:00). 

Next, Participant 3 looked at the M.S. poster (poster A). During the first prompt, they focused on 
AOI 1 for 14 seconds (0:00-0:07; 0:16-0:20; 0:20-0:23). Participant 3 went back to AOI 5 three 
times within a 5-second timespan (0:25-0:30), focusing specifically on the contact information. 
For prompt 2, they went back to AOI 3 three times. The longest time was for eight seconds 
(0:42-0:50). For the 4th prompt, they focused on the text in AOI 5 for 12 seconds (0:48-0:60). 
During the fifth prompt, they hovered around AOI 3 (the image for the MS poster) for 24 
seconds (2:03-2:27) and went back to it again at the timestamp of 2:29. When Participant 3 
looked at the ugliest part of the design (Prompt 6), they focused on AOI 2 and looked 
specifically at the bullet points and the first two words in the list. Then, focused on the phone 
number and “Year-round admission” text for 5 seconds (2:52-2:57). 

Participant 4-A/B Group 

During the first prompt, they focused on the title text in AOI 4 for Poster A for a total of 12 
seconds (0:02-0:07; 0:21-0:28). They scanned AOI 3, specifically the text in the first box in a Z-
shaped pattern for 7 seconds (0:13-0:20). For the second prompt, they looked at AOI 4, 2a, and 
2b for a total of 16 seconds (0:30-0:35;0:36-0:46). During prompt 3, they focused on the text in 
AOI 4, 2a, and some of 2b for 25 seconds (1:00-1:25). They spent the last four seconds (1:26-
1:30) looking at AOI 6. For the fourth prompt, they focused on AOIS 4, 2a, and 2b for nine 
seconds (1:30-1:39). Then, they looked at AOI 2, and focused on the eyes and one of the guys 
smiling, for 8 seconds (1:40-1:48). The last ten seconds (1:50-2:00) were spent looking at the 
title text in AOI 4 and AOI 2. Participant 4 looked at AOI 2 for eight of the 30 seconds (2:06-
2:12; 2:15, and 2:18). The last four seconds were spent looking at the two titles in AOIs 4 and 1 
(2:25-2:29). For prompt 6, they focused on the body text in 2a and 2b for 28 seconds (2:30-2:43; 
2:45-3:00). 



For Poster B, they looked at AOI 1 for a total of eight seconds (0:02-0:05; 0:12-0:21). They 
looked at AOI 2 for 9 seconds (0:12-0:21). For the second prompt, they focused on the text in 
AOI 2 at three different times (1:33-1:40; 1:40-1:52; 1:52-1:60) for a total of 27 seconds. For the 
third prompt, they went to AOI 3 four times. For the fourth prompt, they went to AOI 3 three 
times for a total of 13 seconds (1:42-1:48; 1:52-1:56; 1:57-2:00). During one of those times, they 
focused on the image of the building. During the fifth prompt, they looked at AOI 3, specifically 
the building (2:00-2:03). The last 25 seconds (2:05-2:25), Participant 4 looked at the first bullet 
and word in AOI 2 and skimmed each line of text. Finally, for prompt 6, they looked at AOI 4 
twice (2:32-2:37; 2:39-2:48) for 14 seconds, then they focused on the building and white space 
for AOI 3 for 11 seconds (2:49-3:00). 

Participant 5-A/B Group 

During prompt 1, they looked at AOIs 1 and 2, the image and title (0:00-0:09). They focused on 
the 0-9 seconds: AOI 1 and 2 image and title (0:00-0:09) and read in a Z-pattern. Next, they 
looked at AOI 4, starting at the title text and getting to the third section of body text for 10 
seconds (0:20-0:30). For prompt 2, Participant 5 focuses on the title text and first bullet point in 
AOI 1 (0:35-0:41) and goes down to AOI 6, back to AOI 1 and skims through title and bulleted 
text for 19 seconds (0:41-0:60).  

For the third prompt, they skim the headers and first 2 sections of text (1:00-1:05). Then they 
skip down to the footer (1:09-1:12). For 22 seconds (1:13-1:30), they focus on title and body text 
and look at body text twice, specifically AOI’s 4 and 2a. During prompt 4, they look at AOI’s 4 
and 2a, specifically the title and first section of body text, for 5 seconds (1:30-1:35). Next, they 
look at the title (1:35-1:40) or both the title and the body text (1:40-1:45) of AOI 1. Finally, they 
look at AOI’s 4 and 2a for four seconds (1:47-1:51) and AOI’s 4 and 2a, including the body text 
for 7 seconds (1:52-1:59). 

For the last two prompts, the user focuses on AOIs 1 and 2 (Prompt 5) and AOIs 4, 2a, and 2b 
(Prompt 6). Specifically, they focused on AOI 1 for 5 seconds (2:03-2:08) and AOI 2 for ten 
seconds (2:09-2:19), specifically between the image and title text. The user skimmed through the 
bulleted list of text in AOI 1 for eight seconds (2:20-2:28). During prompt 6, they focused on 
title and body text of AOI 4 and 2a and 2b for 9 seconds (2:41-2:50). 

During poster B, they looked at AOIs 1, 2, and 3 for the first prompt. They looked at AOI 1 for 5 
seconds (0:01-0:06), AOI 2 for 12 seconds (0:10-0:22), reading in a Z-shaped pattern, and AOI 3 
for 7 seconds (0:23-0:30). During prompt 2, they focused on AOI 5 twice for a total of 12 
seconds (0:30-0:33; 0:46-0:55). In prompt 3, the user looked at the body text in AOI 2 twice for a 
total of 18 out of 60 seconds for this prompt (1:05-1:11;1:27-1:30). During prompt 4, they 
looked at AOI 5 twice, once for 9 seconds (1:51-2:00). Next in prompt 5, participant 5 focused 
24 out of 30 seconds (2:03-2:18; 2:21-2:24; 2:24-2:30) looking at AOIs 3 and 4.  

Participant 6-B/A Group 

The highlight from the first prompt was the focus on AOI 1 and 2 for about 15 seconds (0:00-
0:25). The reason for the 10 second deviation is because only the right eye showed up on the 



GazePoint Control. During prompt 2, Participant 6 focuses on AOI 3 and the first line of text in 
AOI 5 for 17 seconds (0:30-0:47). The participant goes back and forth between AOI’s 1 and 2 
for 12 seconds (0:48-0:60). During the third prompt, they hover around the white space between 
AOIs 2 and 3 for 25 seconds (1:00-1:25). For prompt 4, they start at AOI 2, then go to AOIs 4 
and 5, drawing a circle with their eyes for 28 seconds (1:30-1:58). Next, during prompt 5, they 
focus on AOI 3 for 13 seconds (2:02-2:09; 2:27-2:30) and AOI 5 for 16 seconds (2:09-2:25), but 
focus on the color, not the text. Unfortunately, GazePoint Analysis did not capture any eye 
tracking data for Prompt 6. His eyes were showing on GazePoint Control, though. 

For the BS poster (Poster A), the eye tracking only tracked the last 4 seconds of prompt 1. The 
eye tracking did not start until 26 seconds. During the last four seconds (0:26-0:30), the 
participant focused on AOI 2. During the second prompt, participant 6 looked at AOI 3, part 1, 
specifically at the bullet points and the first words of text. For the third prompt, they focus for 14 
seconds (0:45-0:59) at AOI 3, part 1 the bullet points and the first words of text. For 21 seconds, 
they focus on the first row of text in AOIs 4 and 5 (1:09-1:30). During prompt 4, they focus on 
the titles and first chunk of body text in AOIs 1, 4, and 2a (1:30-1:50). Next, they focused on the 
title text in AOIs 1 and 4 for the last 2 seconds (1:58-2:00). 

For prompt 5, they focused on AOIs 1, 3, and 4. Participant 6 looked at the white space in AOIs 
1 and 4, specifically the color of the boxes, for three seconds (2:00-2:03). The next thing they 
focused on was the text in AOIs 1 and 3 for three seconds (2:16-2:18). Finally, during prompt 6, 
they look at the white space above AOI’s 1 and 2 for 13 seconds (2:42-2:53; 2:56-2:58). 

Participant 7-A/B Group 

For the first prompt, they looked at AOI 1 for 7 seconds (0:05-0:12), AOI 2 for 6 seconds (0:12-
0:18), AOI 3, section 1 for 7 seconds (0:20-0:27), and AOI 4 for 3 seconds (0:27-0:30). For the 
seconds prompt, they looked at section 4 for 3 seconds (0:30-0:33) and section 1 for a total of 21 
seconds (0:34-0:35; 0:40-0:60). The second timespan (0:40-0:60), they looked at section 1 and 
focused on the title text and the first bullet point in the bulleted list. 

In prompt 3, they looked at AOI 2 (image) and AOI 4 for the whole 30 seconds (1:00-1:30). For 
prompt 4, Participant 7 looked at the green section twice, once for 6 seconds (1:51-1:57). Lastly, 
they focused on the bottom of AOI 2 (image). During prompt 5 Participant 7 looked at the 
image, section 4, and section 2a for three seconds (2:00-2:03), section 1 for 16 seconds (2:05-
2:21) and goes back and forth between sections 1 and 4 for eight seconds (2:22-2:30). Finally, 
for prompt 6, they focused on the bottom of the image and section 4 (2:30-2:46) for 16 seconds 
and again for eight seconds (2:52-3:00). For the last eight seconds, they looked at the whole 
image and section 4. 

For the M.S. Poster (Poster B), the participant focused on AOI 1 (title) for 5 seconds (0:02-0:07). 
Next, they looked at the text in AOI 2 for 6 seconds (0:10-0:016). During prompt 2, they looked 
at AOI 1 for 4 seconds (0:36-0:40) as the part that most interested them and then the first 1-2 
words at the beginning of each bullet point for 10 seconds (0:42-0:52). For prompt 3, they 
focused on AOIs 2 and 3 for 5 seconds (1:00-1:05) but then circles between AOI 3 (the image) 
and AOI 4 (the logo) for 12 seconds (1:06-1:18). When they drew the map with their eyes 



(Prompt 4), they started at the title (AOI 1) and went to it three times total. Next, they focused on 
AOI for 5 seconds (1:51-1:56) and went between the title in AOI 1 and the first 2 bullet points 
and the first 3 words in AOI 2 for 3 seconds (1:57-2:00). 

During the fifth prompt, they focused the first 3 seconds (2:10-2:13) on AOI 4 (logo) and AOI 5, 
specifically the email address). They spent the last 16 seconds at AOI 3 (image). For the last 
prompt, they focused on AOI 4 for three seconds (2:33-2:39). Then, they go back to AOI 4 
(2:42-2:45). Finally, for the last 10 seconds, between 2:49-2:59, (the video stopped at 3:00), they 
look between AOI 4, the white space above AOI 4, and the last line of text. 

Participant 8-A/B Group 

During prompt 1, they spent two seconds looking at the title (0:00-0:02), one to two seconds 
looking at AOIs 1 (0:04-0:05) and AOI 2 (0:05-0:07). Interestingly, they go back and forth 
between AOIs 1 and 4 for 23 seconds (0:07-0:30). For prompt 2, they look at AOI 1 for three 
seconds (0:30-0:33) and AOI 2 for five seconds (0:46-0:51). When they answered prompt 3, they 
looked at AOIs 4, 2a, and 2b together for 14 seconds (1:00-1:14) and AOI 1 for 12 seconds 
(1:18-1:30). When they drew the map with their eyes (1:30-1:54), they focused strictly on AOI 1. 
When they looked for the most attractive part of the design (prompt 5), they focused on AOI’s 1, 
4, and 2a for 15 seconds (2:04-2:11; 2:21-2:29). Finally, when they looked for the ugliest part of 
the design (prompt 6), they looked at AOIs 2 and 1 (time unknown), AOIs 4, 2a, and 2b together 
for 12 seconds (2:42-2:54), and AOI 1 for 5 seconds (2:55-3:00). 

When looking at Poster B for the first prompt, they went back to AOI 1 (title) three times. One 
time, he focused on it for 2 seconds. For eight seconds, they skim through the body text in a Z-
pattern. For Prompt 2, Participant 8 looked at AOI 1 for 3 seconds (0:38-0:41), the first 1-2 
words in every bullet point in AOI 2 and went back and forth between AOI’s 3 and 4 for four 
seconds (0:51-0:55). They focused on AOI 3 the last 5 seconds of this prompt (0:55-1:00). 
During prompt 3, they focused on AOI 3 twice (1:00-1:19; 1:19-1:24) and AOI 4 once for five 
seconds (1:19-1:24). For about one second each, the participant answers prompt 4 by looking at 
AOI 1 and the title text. The main emphasis here is that they focus on the white space and title 
text for about 7 seconds (1:49-1:56). 

The most attractive part of the design to Participant 8 was AOI 3, specifically the building. They 
looked at it for 15 seconds (2:15-2:30). Lastly, for prompt 6, the ugliest part of the design was 
AOI 4 (logo). They focused on it three times for a total of 15 seconds (2:35-2:38; 2:43-2:45; 
2:48-2:58).  

Results-Post-Surveys 
Likes and Dislikes about the M.S. and B.S. Posters 

Out of the 7 participants, four students (57.1%) ranked the M.S. poster as the poster with the best 
reading experience. Three students (42.9%) ranked the B.S. poster as the poster with the best 
reading experience (see Figure 3: M.S. Poster gave the best reading experience.). The 
participant’s group is listed as “A/B” for the A-B group and “B-A” for the B-A group. The “P” 



represents the pilot participant. According to participant surveys, the M.S. Poster gave the best 
reading experience because: 

● P (A/B): “...Easier to read.” 
● 4 (A/B): “All the needed information was in one section that was attractively organized 

and formatted.” 
● 1 (B/A): “Preferred the warm color design…it didn’t feel as cluttered.” 
● 6 (B/A): (No) “change in formatting.” 

 

Figure 3 M.S. Poster gave the best reading experience. 
 

According to the UX Research Post-Study Survey, three participants ranked the B.S. poster as 
the poster giving them the best experience because 

● P7 (A/B) and P5 (A/B): Better color and layout 
● P3 (B/A): Aligned fonts and color with purpose of the poster 

Ratings for the M.S. and B.S. Posters 

For the rating questions, we asked participants to rate both the B.S. and the M.S. poster on text, 
image, and navigation design. The rating scale was on a scale of 1 (not effective at all) to 5 (most 
effective). See below for a summary of the rating for each question (Figures 4-9). 



 

Figure 4 Most people gave the B.S. poster a 4 out of 5 for the text design. 
 

 

Figure 5 Most people gave the B.S. poster a 4 out of 5 for the image. 



 
Figure 6 Most people gave the B.S. poster a 5 out of 5 for navigation. 
 

 
Figure 7 Most people gave the M.S. poster either a 2, 3, or 5 out of 5 for the text design. 
 



 
Figure 8 Most people gave the M.S. poster a 3 out of 5 for the image design. 

 
 
Figure 9 Most people gave the M.S. poster a 5 out of 5 for the navigation design. 
 

Results 
Context 

This study analyzed the characteristics of what made a good recruitment poster. We recruited 
participants according to CITI guidelines, tracked their responses through GazePoint eye 
tracking software, and recorded their feedback about the two posters’ design, layout through a 
post-survey Google Form. 



Research Questions/How Did I answer those questions 

As previously stated, (see Research Questions section), the A/B Testing project focused on these 
questions: 

1. What enables a positive user experience when they interact with a recruitment poster? 
2. What design elements do users expect to see when they see a recruitment poster? 

I answered these questions by analyzing the data from the videos (which AOIs participants 
looked at and for how long) and compared them to the ranked questions for the B.S. and M.S. 
posters from the Google Survey. Below are my answers to those research questions. Each section 
is organized by question. 
Characteristics that Enable a Positive User Experience when Students Interact with a Recruitment Poster 

The following list shows the characteristics that give users a positive experience/what users 
expect to see when they see a recruitment poster:  

● Easy-to-read font 
● Consistent layout 
● Consistent color scheme (specifically warm colors) 
● Organized text 
● Pictures related to the topic of the poster 

 

Discussion and Conclusion 
Observations and Behavior Data 

Below are two screenshots from the GazePoint Analysis software. One screenshot shows all of 
the AOIs for the A-B participants. The second screenshot shows all of the AOIs for the B-A 
participants. I focused on the M.S. poster for my screenshots because they got the highest 
ranking overall in the post-survey data and showed a consistent pattern that supports the findings 
and post-survey results. These images were captured through the swarm mapping feature under 
the analysis option on GazePoint. According to the Results section (Post-Surveys, Likes and 
Dislikes about the M.S. and B.S. Poster), participants liked the color, title text, and organized 
layout the most. 
 
Participants focus on the title text and images, look at the first few words of each bullet point, 
and consider the background color of the poster as either aesthetically pleasing or displeasing. 
The research methods and data gathering behind this study reflect the benefits of quality research 
discussed by Sarah J. Tracy (2020). With this research, we were able to interact with users and 
watch their reactions with the posters in real-time through guided prompts and ask about content 
they are interested in (Tracy, 7). 
 



 
Figure 9 Most people focused on the title text, first word per bullet point, image, logo, and 
contact information (A/B). 
 



 
Figure 10 Most people focused on the title text, first word per bullet point, image, logo, and 
contact information (B/A). 
 
Suggestions for the M.S. and B.S. Posters 

The last question in the post-survey asked participants for their suggestions for the M.S. and B.S. 
posters. The pilot participant suggested having less text on the B.S. poster so people can find the 
necessary information quicker (P1). They mentioned that the color of the M.S. poster was “a 
little too orange” (P1). They mentioned that the border for the M.S. poster was distracting the 
readers from the image. Three out of 7 participants said that the image on the B.S. poster was 



distracting or “irrelevant” (P2). Participant 1 suggested darker colors for the M.S. and B.S. 
posters (P1). Participant 6 suggested that the body text in AOIs 2a and 2b of the B.S. poster (see 
Figure 1) should be bulleted like in AOI 1 (P6). For the M.S. poster, Participant 6 also suggested 
to include other colors and to use columns for the text in AOI 2 (P6). Participant 3 suggested 
including a ‘Mercer related picture’ in the M.S. poster (P3). 
 
Outliers 

The common outlier was the 3-5 second time delay between each prompt for various 
participants.  
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