
 

 

 

 

 
 
 

Deliverable  T4.2.3 
Testing new offer and services in a digital lab 

 
 

 

PP9 will lead all PP in remote and in-situ testing of new offer and services. New online presence, 
brochures, photography and marketing developed by each region (WPComms and WP4-A3) will 

be thoroughly tested. We will use state of the art eye tracking, facial expression and galvanic 
skin response testing methods to understand how target groups respond and interact with new 
websites and trip planners (A3). Initial lab test screenings of digital outputs produced across all 

pilot study areas will be followed up by testing within the locations themselves by transporting a 
mobile lab to each pilot study region. This detailed testing allows project partners to learn on 

site about the strengths and weaknesses of their offer which will improve quality, reduce risk of 
market failure and provide transferable benefits for the design of offer after project end based 

on the design lessons learned. Knowledge gained through these tests will be fed back into 
targeted training materials and services (WP1 A3 D2) and the WP4 delivery plan. 

 

 

 

I. BACKGROUND : 

As part of this deliverable, the University of Surrey provided us with a study that we used to 

improve our work. This study used cutting-edge technologies to find out what consumers 

feel when they learn about a product. One of the cutting-edge technologies used was eye-

tracking to find out where consumers first turn their attention. The tracking was carried out 

using "heatmaps", tracing the points at which the consumer's gaze is fixed. Facial expression 

tracking is also evaluated, enabling us to discover the emotions and feelings of the person 

faced with the offer. The study also assessed participants' skin conductance. This technique 



 

reflects the activity of the sweat glands on the skin. The more positive emotions a 

participant feels, the more the sweat glands are activated, enabling the skin to conduct 

electricity more effectively. This is an unconscious phenomenon. 

 

II. USE OF THE DOCUMENT PROVIDED BY THE UNIVERSITY OF SURREY : 

 

This study enabled us to perfect our work, by drawing up the satisfaction questionnaire sent 

to the testers of our unusual experiences. We modified the content, taking inspiration from 

the questions in the study, to improve its relevance and get as much attention as possible 

from the consumer. We've written shorter, less detailed questions that get straight to the 

point, to keep the reader's attention. 

The study also helped us to evaluate our marketing visuals for the envrai-pas-de-calais.com 

campaign. There was very little text on our visuals, just a short, catchy slogan, in bold, 

colourful text, set against beautiful images. We've noticed that when too much text appears 

on a publication, the consumer's eye is lost, and they show less interest in the publication. 

Our simple, colourful visuals are an instant eye-catcher, and will undoubtedly enable us to 

achieve good results in terms of consultation of our new offer. 

Thanks to this study, we will be able to obtain more authentic consumer opinions, closer to 

reality, and will be able to avoid a failure of our offer in the long term. Knowing the 

strengths and weaknesses of our offering by obtaining a response that the consumer has 

given their full attention will enable us to improve the quality of our experiences. It has also 

enabled us to develop an effective and attractive marketing campaign. 

 

III. THE EXPERIENCE TESTER SATISFACTION QUESTIONNAIRE AND THE 

ENVRAI-PAS-DE-CALAIS.COM COMMUNICATION CAMPAIGN: 

 

 



 

 

 

 



 

 



 

All the visuals for the communication campaign can be viewed at the following link: https://envrai-

pas-de-calais.com/ 

 

IV. RESULTS: 

Thanks to this study, all the testers completed our questionnaire, which enabled 

us to obtain a great deal of feedback and comments, enabling us to improve our 

offer.  

The marketing campaign worked very well, and the public was very receptive. 

More detailed results are available in report T4.2.2 for the experience tests, and 

in report T4.3.1 for the communication campaign. 

 

 

 

 


