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USABILITY OF BANKING WEBSITES – AN EYE-TRACKER 

STUDY 
 

Abstract. The present article aims to study users’ experience on banking 

websites by eye tracking the gaze of 22 subjects while performing a task on the 

homepage of five banking websites. After data form the eye tracker was correlated 

with perceptions regarding the ease of performing the task on each website, 

several conclusions regarding the influence of the website structure over users’ 

experience could be made. First of all, the gaze of the users while surfing the 

banking webpages seems to follow a vertical direction, with accent on information 

highlighted by different colors, fonts or by the use of images; the upper part of the 

website is the first and most viewed one, followed by the right side of the screen. As 

the difficulty of performing the task on the website was both measured (duration 

needed for completing the task) and expressed by the subjects, the results of the 

performed ANOVA showed that both dimensions vary according to the structure of 

the webpages. The value of the correlation coefficients calculated for the two 

variables indicate that the subjects correctly evaluated the difficulty of the task, the 

relationship between them being a negative one. 

Keywords: attention, eye tracking, online banking, website design.   

 

JEL Classification :  M31, M37, D87, D12 

 

1. Introduction  

Understanding consumer behavior dimensions such as attention, perception 

or preferences is a desideratum for any marketing specialist. Traditional marketing 
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research techniques such as interview or survey can generate valuable information 

regarding consumers’ behavior, still this information has limited validity as it is 

filtered by consumers’ subjectivity before being expressed. This limit of traditional 

research can be overcome by combining it with neuromarketing research, thus 

offering the possibility for expressed information to be correlated with data directly 

obtained from the brain’s or body’s reactions to marketing stimuli.  

Many of the actual businesses tend to grow their presence in the online 

environment, thus understanding what makes a website appealing becomes vital in 

keeping a business successful. One of the frequent techniques used in website 

usability studies is eye tracking; this allows for information about the gaze and 

attention of the users to be studied while they surf a webpage, thus understanding 

which type of information is more appealing.  

In the first part, this article aims at discussing the eye tracking technique 

contributions in the field of marketing by analyzing past research results, while the 

second part of the paper presents an example of eye tracking research in the field 

on banking industry, namely the identification of website structure importance in 

banking websites usability.  Based on the four objectives derived from the purpose 

of the research, relevant and useful results are presented that can contribute to 

improving users’ experience when referring to banking websites.  

 

2. Literature review  

 

Measuring attention through the eye tracker technique  

 

One of the most important marketing research areas is consumer behavior 

(Cătoiu, 2009) which is, without any doubt, a mix of human feelings, principles, 

traditions, social and normative elements (Smeureanu, 2014). In today’s age of 

product abundance, mass and one-to-one communication, and more and more 

educated consumers, the battle for their attention is on-going and demanding new 

insight. Recording, measuring and understanding attention drivers is not an easy 

thing to achieve. Traditional research methods such as survey or interview can 

provide information regarding the attention focus of consumers while interacting 

with a marketing stimulus, by analyzing the memorized information and its 

resource (Mohr et al., 2012); still, within a survey or an interview, memorized 

information is presented by the respondents after being filtered by their own 

perceptual system, therefore information risking to be altered or incomplete. 

Within the relatively new research field of neuromarketing – research method that 

focuses on increasing the effectiveness of marketing activities by studying brain 

responses (Smidts, 2002) – the eye tracking or the study of pupil dilation 

techniques provide valuable information regarding what consumers see and how 

their cognitive process is influenced by the information received. While recording 

pupil dilation (or contraction) allows further understanding of how the content of a 
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stimulus impacts the consumer’s emotions (Hoeks and Levelt, 1993, Pop et. al., 

2014), the eye tracking technique allows researchers to identify the attention 

attracting elements of a marketing stimulus by recording the position, duration and 

scan path of the consumer’s gaze during his/her interaction with the stimulus, 

afterward being able to associate this information with the cognitive and emotional 

responses of the consumer (Pieters et al., 1999; Fidelis et al., 2017). As nowadays 

the eye tracking technique is widely used in the field of marketing as part of 

neuromarketing research method, the beginning of eye tracking studies can be 

established around 1870 when subjects’ gaze was recorded and studied for the first 

time with the purpose of establishing the linearity of the reading process, different 

medical usages of this technology being present in the literature (Płużyczka, 2018).  

When referring to the use of eye tracking technique in the field of 

neuromarketing, if we think about the AIDA model (attention, interest, desire and 

action), the data obtained from the eye tracker is able to answer a wide set of 

questions regarding the first two dimensions: attention and interest of consumers 

related to marketed products and services (Bojko, 2013).  

As different marketing aspects such as product packaging effectiveness 

(Milosavljevic et al., 2011), ideal shelf positioning (Durgin, et al., 2008) or online 

and offline advertising impact (Pieters and Wedel, 2007; Munoz-Leiva et al., 2019) 

have been studied trough the eye tracker along the time, a special focus can be 

identified in the study of website usability. In order to test the efficiency of 

highlighted text versus non-highlighted text in attention grabbing, Chi et al. (2007) 

applied 12 questions to a group of 6 subjects and studied how their attention was 

directed by different types of text. The results clearly indicated that users are more 

likely to search for answers in highlighted sections of the text rather than the ones 

which are not highlighted, confirming the von Restorff isolation effect which 

presumes that a higher interaction and memory rate will be obtained for the areas 

isolated from a homogeneous background. Cyra at el. (2010) present an interesting 

approach over website design, namely the impact of color on satisfaction, user trust 

and e-loyalty and the impacted differences across three different users’ culture. By 

using the eye tracking technique, the authors recorded the gaze of the 90 subjects 

(from Japan, Canada and Germany) while surfing an e-commerce website. 

Designed as a two-factorial experiment (website color and respondent’s culture), 

the eye tracking results were afterwards completed by subjects’ expressed 

perceptions obtained by using survey and interview as methods. Results of the 

study show that website color significantly influences trust and satisfaction over an 

e-commerce website, while color preference was influenced by nationality: 

German subjects preferred the yellow design, Canadians the grey one and Japanese 

preferred the blue theme of the e-commerce website. Another approach of website 

usability is made by Djamasbi et al. (2010), this time the studied variable being the 

specificity of generation Y online visual attention. Based on the results of a survey 

regarding the visual appeal of 50 webpages applied on 98 generation Y 

participants, 3 most liked and 3 least liked webpages were chosen for the eye 
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tracking study. As visual fixation of participants was recorded through the 

experiment, further information about visual appealing rate of each page was 

obtained through survey and interviews with the participants. The results showed 

that the elements that might increase the attractiveness of a webpage for generation 

Y users are the large images, the use of celebrity images, the lack of text and the 

existence of a search feature. In the same field of age-related web design 

efficiency, Bergstrom et al. (2013) study the difference of attention and perception 

of different age groups over different website designs. A total number of 37 

subjects were assigned to participate in one of the five eye tracking experiments, 

where different parts of the webpage where defined as areas of interest (AOI). By 

studying the fixations and the elapsed time until the first fixation, the following 

interesting results regarding older users’ attention have been obtained: older users 

tend to focus their attention in the center of the webpage and less on the peripheral 

areas, compared to younger users who act in an opposite way; regarding the 

duration until first fixation, significant differences were found regarding the top 

peripheral area, namely older users fixate on this area much later than young ones. 

Switching from the effect of age to the effect of cognitive load over visual attention 

while surfing a website, Wang et al. (2014) study the attention of 42 students 

performing simple and complex tasks on simple and complex structure online 

shopping websites. After performing statistical tests on the data obtained from the 

eye tracker (ANOVA), the authors were able to conclude that task complexity 

influences usability in a larger amount compared to website complexity: 

performing a simple task on a complex website showed no statistical difference of 

fixation duration compared to simple web design, while performing a complex task 

in a medium-complex website resulted in the highest duration for completing the 

task, highest fixation number and highest fixation duration. In terms of website 

structure and complexity, in one of the most recent studies, Zlokazova et al. (2019) 

compare the two most common ways to present two-way flight offers on airlines or 

travel agency websites: all information on one page or each route on a separate, 

consecutive page. By using the eye tracker and mouse tracker, Zlokazova and her 

colleagues analyzed the performance speed and error rate of 23 users interacting 

with each of the two design options. The results showed that the two-page design 

allows for the lowest performance duration but resulted in a higher number of 

errors during the process as a result of higher cognitive load. In their study, Menon 

et all (2016) have researched the consumer’s attention for price in an online 

commerce environment (social media network page) by varying the price points, 

price position, and the existence of a mannequin or a known model. In this setting, 

the consumer’s attention was associated (and measured by using the eye-tracker) 

with the fixation time on price, respectively on the overall social network page. 

Their results indicated a U-shaped curve having price values on the abscise, and 

fixation time on the ordinate. Thus, price and gender-specific salient (known model 
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for men for fixation time of the whole social network page) captures the 

consumer’s attention in the cluttered apparel online environment. 

3. Methodology  

Preliminary research phase: Past research performed by the authors 

concluded that the website is one of the most efficient communication means used 

by banking institutions as part of their marketing communication strategy. As 

banking marketers seem to be most interested in decoding and understanding the 

behavior of consumers while surfing their banking website, the present paper aims 

to study the duration (measured difficulty) and perception (perceived difficulty) of 

consumers over fulfilling a task on the homepage of banking websites. The final 

purpose of the research is to identify the structure of a banking website landing 

page that increases its ease of use. Derived from the purpose of the research, the 

following objectives and hypothesis were established:  

 Objective 1 - Determining the order in which subjects visualize the 

elements on each of the five banking websites, while searching for the 

exchange rate; 

o Hypothesis H1: a pattern of visualization can be established  

 Objective 2–Determining the differences (ANOVA) of the perceived 

difficulty for identifying the exchange rate between the banks’ websites; 

o Hypothesis H2: the perceived difficulty as a result of carrying out 

the task differs significantly depending on the website of the 

considered banks  

 Objective 3–Determining the differences (ANOVA) of the measured 

difficulty (duration) in completing the task between the banks’ websites; 

o Hypothesis 3: the measured difficulty (the duration) following the 

fulfillment of the task differs significantly depending on the website 

of the considered banks 

 Objective 4 - Identifying the relationship between the perceived and 

measured difficulty for completing the task  

o Hypothesis 4: the relationship between the perceived difficulty of 

carrying out the task and the measured difficulty is a direct, negative 

one. 

Projection research phase: Using survey (questionnaire) and 

neuromarketing (eye tracking) research methods, the analyzed data was collected 

from a randomly created, non-representative sample of 22 subjects (11 females, 11 

men), between 25.03.2019 -01.04.2019. 

After carefully reviewing the information provided by the researchers, 

each subject signed a consent form for participating in the study. Following the 

completion of an initial questionnaire, the subjects were set in front of a laptop that 

had the eye tracker mounted on. Before starting the experiment, the eye tracker 

was calibrated for each subject, therefore assuring an accurate recording of their 

gaze. The home pages of five banking websites were chosen as visual stimuli for 

the experiment; four tasks were given subsequently to the subjects for each of the 
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five websites: (1) to identify the bank's exchange rate, (2) to identify the shopping 

card information section, (3) to identify the mobile banking application section and 

(4) 1 minute free viewing of the landing webpage. During each of the tasks, the eye 

tracker recorded the subjects’ eyes, as well as the duration forcompleting each task. 

Following the completion of tasks 1, 2 and 3, the subjects assessed the difficulty 

for completing the task; after the 4th task, each subject completed a second, more 

detailed questionnaire.  

The data obtained using the eye tracker and by applying the questionnaire 

were encoded and processed using the IBM SPSS statistical analysis program, 

version 22. The present paper presents the results regarding the measured and 

perceived difficulty of completing task 1 (identifying the exchange rate offered by 

each of the five banks on their website) after exclusion of outliers (data for which 

their standardized value was outside the [-2, 2] interval). 

4. Empirical findings  

Objective 1 - Determining the order in which subjects visualize the 

elements on each of the five banking websites, while searching for the 

exchange rate 

In the process of identifying the exchange rate offered by the five 

considered banks on their websites, each subject focused his/her attention on 

different elements and information from the web page. By using the data provided 

by the Areas of Interest (AOI) map generated by the eye tracker (viewing 

sequence, duration etc.), a scan pathmap of the first 10 elements that attracted the 

visual attention of the users was developed. The following figure presents an 

example of scan path map of the first 10 elements viewed on Piraeus Bank website.  
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Figure 1. Scan path map of the first 10 viewed elements on Piraeus Bank 

website 

 By analyzing each of the five scan path maps, a series of conclusions 

regarding the visualization order and attention attractor elements can be drawn:  

 At a general level we cannot identify a visualization order, the gaze 

following a chaotic path, guided by the main sections and the way they 

are highlighted by colors, buttons or images;  in terms of direction, the 

gaze tends to follow an initial vertical route, followed by a shift of 

attention towards the attractive sections; 

 From the point of view of the area suitable for presenting the 

information, the upper and the right sides of the webpage seem to attract 

most of the attention; the use of images or sections clearly defined by 

colors, symbols or borders, can increase the attractiveness of the 

information presented in the other areas of the page; 

 At the general level, the images, especially those with people, attract 

attention, being viewed in the case of each bank; the main pictures of the 

landing page and their titles are first viewed for each of the banks; 

 We can see that when text-type information is presented alongside or as 

part of an image, it is more often and more quickly visualized; this way 

of presenting information increases the chances that the sections at the 

bottom of the page will be viewed. 

Given the results presented above, hypothesis H1 is partly confirmed, 

several repeated visual behaviors being obtained, but not a certain pattern of 

visualization. 

Objective 2 – Determining the differences (ANOVA) of the perceived 

difficulty for identifying the exchange rate between the banks’ websites 

 

Following the completion of each task, the subjects expressed the level of 

perceived difficulty in carrying out the task for each bank.   

The unifactorial dependent ANOVA (Analysis of Variance) technique 

determines the way in which the dependent variable varies according to the 

categories of the considered factor. From the methodological point of view, the 

following hypotheses should be considered for the statistical accuracy of this 

analysis technique: (1) The dependent variable follows a normal distribution for 

each category of the considered factor; (2) The variance of the dependent variable 

within each category of the considered factor is a homogeneous one.  

In the present case, the dependent variable (Y) is the perceived (expressed) 

difficulty of completing task 1 (identifying the exchange rate), while the 

considered factors (X) are the web pages of the five banks operating in Romania 

(Banca Transilvania, BRD, CEC Bank, OTP Bank and Piraeus Bank).The scales 

used to measure the two variables are interval for perceived difficulty (1-very 
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difficult; 5 - very easy), respectively nominal with five categories for the Web 

pages.  

In order to test the validity of the first ANOVA hypothesis regarding normal 

distribution, two statistic tests were applied: Kolmogorov-Smirnov and Shapiro-

Wilk. The null hypothesis in both tests is that the distribution of the dependent 

variable (perceived difficulty) within each factor category (Web pages) is a normal 

distribution, implicitly the existence of a statistical significance of these two tests 

(Sig. <0.05) would imply a rejection of the null hypothesis and confirmation of a 

different distribution from a normal one of the dependent variable. The values of 

the two tests are presented in the following table.  

 

Table 1.  Kolmogorov-Smirnov and Shapiro-Wilk tests for the perceived 

difficulty of completing the task  

 Bank 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic Df Sig. Statistic df Sig. 

P
er

ce
iv

ed
 

d
if

fi
cu

lt
y
 A 0.191 22 0.037 0.906 22 0.039 

B 0.296 22 0.000 0.838 22 0.002 
C 0.263 22 0.000 0.883 22 0.014 
D 0.256 22 0.001 0.883 22 0.014 
E 0.315 22 0.000 0.742 22 0.000 

 

Due to the small number of categories (5) and the sample considered (22 

respondents), there is a lower probability of obtaining a normal distribution of the 

dependent variable within the factor categories. From the above table it can be 

observed that the variable Perceived difficulty does not follow a normal 

distribution for any of the five banking web pages considered (Sig. <0.05), 

implicitly the first hypothesis for applying the ANOVA technique (a normal 

distribution of the dependent variable for each category) is not met. 

Next, we test the second hypothesis specific to the ANOVA technique, 

namely the equal variance of the variable Perceived difficulty in fulfilling the task 

within the five banking web pages considered.  

 

Table 2. Levene statistical test - the homogeneity of the variance of the 

perceived difficulty for competition of the task within each studied bank 

 Levene 

Statistic 
df1 df2 Sig. 

P
er

ce
iv

ed
 

d
if

fi
cu

lt
y
 Based on Mean 0.883 4 105 0.477 

Based on Median 0.741 4 105 0.566 
Based on Median, with adjusted df 0.741 4 95.046 0.566 
Based on trimmed mean 0.885 4 105 0.475 
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The Levene test is not statistically validated (0.477> 0.05), therefore the 

null hypothesis is maintained, the variable Perceived difficulty in completing the 

task having the same variance within the five Banking Web Pages. Noting that 

only the second hypothesis required to apply the ANOVA technique is fulfilled, 

the results of the ANOVA technique application are presented below. 

 

Table 3.  ANOVA analysis for the perceived difficulty of completing the task 

according to each studied bank 

 Sum of Squares df Mean Square F Sig. 

Between 

Groups 
21.509 4 5.377 

3.717 0.007 Within 

Groups 
151.909 105 1.447 

Total 173.418 109  
 

The F indicator, respectively the ratio between the systematic and non-

systematic variance of the dependent variable (perceived difficulty of fulfilling the 

task), has a value F = 3.717> 1, indicating that the dependent variable differs 

according to the categories of the considered factor. The contrast tests that will be 

performed will indicate whether the perceived difficulty differs depending on the 

Web pages of the five banks taken two by two. 

Of the 10 contrasts developed (5 banks taken two by two), only contrast 

no. 4 (Banca Transilvania and Piraeus Bank), no. 9 (CEC Bank and Piraeus Bank) 

and no. 10 (OTP Bank and Piraeus Bank) are statistically significant. This indicates 

that the perceived difficulty for identifying the exchange rate offered by the banks 

is the lowest in the case of Piraeus Bank, followed by Banca Transilvania and then 

CEC Bank and OTP Bank with the same level of difficulty. 

In this context, hypothesis H2 is confirmed, the perceived difficulty as a 

result of carrying out the task differs significantly depending on the website of the 

considered banks. 

 

Objective 3- Determining the differences (ANOVA) of the measured 

difficulty (duration) in completing the task between the banks’ websites 

 

For each of the 22 subjects, the eye tracker recorded the time needed for 

the exchange rate to be identified on the five banks’ websites. Therefore, the 

duration was the measured difficulty for completing the task. In this case, the 

dependent variable (Y) is the measured difficulty (duration) of completing the task, 

while the considered factors (X) are the web pages of the five banks. The scales 

used to measure the two variables are ratio for measured difficulty, respectively 

nominal with five categories for the web pages.  

To test the first hypothesis of the ANOVA technique regarding the normal 

distribution of the dependent variable (Duration) within each factor category (Web 
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pages), two statistical tests were used: Kolmogorov-Smirnov and Shapiro-Wilk. 

The values of the two tests are shown in the table below. 

 

Table 4.  Kolmogorov-Smirnov and Shapiro-Wilk tests for the measured 

difficulty (duration) of completing the task 

 

Bank 
Kolmogorov-Smirnova Shapiro-Wilk 

Statistic df Sig. Statistic df Sig. 

T
as

k
 d

u
ra

ti
o

n
 

A 0.239 20 0.004 0.832 20 0.003 
B 0.177 17 0.162 0.915 17 0.121 
C 0.172 20 0.123 0.961 20 0.565 
D 0.181 20 0.084 0.917 20 0.085 
E 0.146 22 0.200* 0.954 22 0.383 

* This is a lower bound of the true significance. 
 

Apart from category A - Banca Transilvania’s web page (Sig.= 0.004 

<0.05), the dependent variable Measured difficulty (Duration) follows a normal 

distribution within the factor categories. 

The second hypothesis specific to the ANOVA technique – the 

homogeneity of the variance of the dependent variable within the factor groups is 

tested using the Levene statistical test. The test results are presented in the table 

below: 

 

Table 5. Levene statistical test - homogeneity of duration variance within each 

studied bank 

 Levene 

Statistic 
df

1 
df2 Sig. 

T
as

k
 

d
u
ra

ti
o
n
 Based on Mean 9.466 4 94 0.000 

Based on Median 3.722 4 94 0.007 
Based on Median, with adjusted df 3.722 4 42.477 0.011 
Based on trimmed mean 8.313 4 94 0.000 

 

Regardless of how it is calculated, the Levene test is statistically 

significant (significance level <0.05), rejecting the null hypothesis and thus 

indicating the existence of a heterogeneity of the variance of the dependent 

variable within the factor groups. Comparing the values of the dependent variable 

variance according to the categories of the factor, it was found that the variance of 

the dependent variable (Duration) for category A (Web page of the Banca 

Transilvania) is much higher than in the other four categories. Given this fact, but 

also because the measured difficulty (duration) is not normally distributed in 

category A, we decided to eliminate this category from the analysis. Following the 

elimination, the two hypotheses necessary for applying the ANOVA technique 

were fulfilled: 
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Table 6.Kolmogorov-Smirnov and Shapiro-Wilk tests for the measured 

difficulty (duration) of completing the task after eliminating Banca 

Transilvania 

T
as

k
 d

u
ra

ti
o

n
 Bank 

Kolmogorov-Smirnova Shapiro-Wilk 
Statistic Df Sig. Statistic df Sig. 

B 0.177 17 0.162 0.915 17 0.121 
C 0.172 20 0.123 0.961 20 0.565 
D 0.181 20 0.084 0.917 20 0.085 
E 0.146 22 0.200* 0.954 22 0.383 

* This is a lower bound of the true significance. 
 

and  

 

Table 7. Levene statistical test - homogeneity of duration variance within each 

studied bank after eliminating Banca Transilvania 

 Levene 

Statistic 
df

1 
df2 Sig. 

T
as

k
 

d
u
ra

ti
o
n
 Based on Mean 3.864 3 75 0.013 

Based on Median 2.348 3 75 0.079 
Based on Median, with adjusted df 2.348 3 56.981 0.082 
Based on trimmed mean 3.757 3 75 0.014 

 

The results of the one-factor dependent ANOVA technique are presented below: 

 

 

Table 8. ANOVA analysis for the measured difficulty (duration) of completing 

the task according to each studied bank 

 
Sum of 

Squares 
df Mean Square F Sig. 

Between Groups 0.027 3 0.009 

7.168 0.000 Within Groups 0.093 75 0.001 

Total 0.119 78  
 

For the duration of the first task, the value of indicator F = 7.168 and the 

level of statistical significance of this value is 0.00, not exceeding the limit value of 

0.05. It can therefore be concluded that the dependent variable differs according to 

the categories of the factor considered, meaning that the structure of the main 

pages of the websites of the four banks influences the duration of the first task (F = 

7.168> 1). The contrast tests that were performed indicate whether the duration of 

the first task differs depending on the Web pages of the four banks taken two by 

two. Of the 8 contrasts developed, only 4 of them present statistically 
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representative differences of the measured difficulty for completing the task. 

Therefore, we can say that the duration of the task is significantly lower for BRD 

compared to CEC Bank or OTP Bank, the duration for CEC Bank is statistically 

lower that for OTP Bank, and the duration of the task is lower for Piraeus Bank 

compared to OTP Bank.  

In order to have an overview on the difficulty of completing the task, 

namely identifying the exchange rate presented on each of the five banking 

websites, but also in order to identify the form and position of the information that 

increases the usability of the webpage, we will analyze in the following the 

indicators previously obtained. Thus, we will track the duration of the task for each 

bank, considering the cases in which this variable presents statistically 

representative differences. 

 

Table 9. Indicators of the task for each studied  bank 

 Banca 

Transilvania 
BRD 

CEC 

Bank 
OTP Bank 

Piraeus 

Bank 

Measured 

difficulty 

(duration)   

0.205 0.139 0.124 0.137 0.077 

Statistically 

representative 

difference of 

duration 

compared to: 

- 

CEC 

Bank; 

OTP 

Bank 

BRD; 

OTP 

Bank 

CEC Bank; 

Piraeus 

Bank 

OTP 

Bank 

Information 

type  
Small 

symbol 

Small 

symbol 

Large 

symbol 

Graph and 

value 

Table 

with 

values 

Information 

position   Central 

Top- 

main 

menu 

Central- 

right 
Bottom-right 

Bottom-

left 

 

By analyzing the indicators presented above we can see that the task was 

completed in the shortest time in the case of Piraeus Bank. According to ANOVA, 

the average duration in the case of Piraeus Bank differs statistically from the 

duration of the task for OTP Bank. Thus, we can conclude that the presentation of 

the exchange rate in tabular form, as is the case with Piraeus Bank, is the most 

easily identifiable for users, compared to the graphical form used in the case of 

OTP Bank. 

The second shortest duration is found in the case of BRD, which is 

statistically significantly different from the duration of the task in the case of OTP 

Bank and CEC Bank. From the point of view of the information presentation form, 

we can conclude that the presentation of the exchange rate in the form of a symbol 
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at the top of the web page is preferable to the graphical option positioned in the 

bottom-right (OTP Bank) or to the symbolic variant positioned in the center of the 

page (CEC Bank). Comparing CEC Bank and OTP Bank, we can say that the 

graphical presentation of the exchange rate is preferable to the symbol placed in 

the central area informing about the exchange rate.  

Based on the ideas presented above, we can conclude that, when we refer 

to the presentation of the exchange rate on the web page of a bank, the following 

forms and positions of the information are considered effective in order for the 

identification of this information to be easy: (1) table form, (2) symbol in the main 

top menu bar, (3) graphic form, (4) large size symbol in the center of the page and 

(5) small size symbol in the central part of the page. 

Based on the information prior obtained, hypothesis H3 is confirmed, as 

the measured difficulty (duration) of fulfilling the task differs significantly 

depending on the website of the considered banks. 

 

Objective 4 - Identifying the relationship between the perceived and 

measured difficulty for completing the task  

 

Both variables studied before present the difficulty of completing the task, 

namely identifying the exchange rate offered by each of the five considered banks 

on their webpages. The correlation coefficients (Pearson and Spearman) between 

the perceived and measured difficulty for each bank indicate the level of 

comprehension of the subject over the difficulty of the task. The following table 

presents the correlation coefficients obtained for the two variables:  

Table 10. Correlations between perceived and measured difficulty of 

completing the task 

 Banca 

Transilvania 

BRD CEC 

Bank 

OTP 

Bank 

Piraeus 

Bank 

Pearson correlation  -0.498* -0.454 -0.409 -0.501* -0.501* 

Spearman correlation  -0.552* -0.474* -0.188 -0.586** -0.586** 

*. Correlation is significant at the 0.05 level (2-tailed). 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

 Given that all the calculated correlation coefficients indicate a medium or 

strong negative relation between the perceived and measured difficulty, we can 

conclude that when the measured difficulty (duration) decreases, the perceived 

difficulty will decrease as well. In other words, the perceived level of difficulty is 

in accordance with its measured level, in general subjects correctly assessing the 

ease of performing the task. 
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In the context where all the correlation coefficients indicate a negative 

relation between the perceived and measured difficulty of identifying the exchange 

rate on the website of the five considered banks, hypothesis H4 is confirmed.  

 

5. Conclusions and discussions  

 

As past studies indicate the value of the eye tracking technique in studying 

consumer behavior in general and website usability in particular, the present paper 

offers a series of valuable results for understanding the way consumers interact 

with banking webpages and also suggestions for improving users’ online banking 

experience. Based on the analysis of consumers’ eye movement while performing a 

task on the webpage of five different banks, results show that the main route of 

consumers’ gaze follows a vertical direction, starting from the upper side of the 

webpage and going down, until shifting to information that stands out due to its 

color or format. Besides the upper area of the webpage that is always viewed first, 

the attention attracted by the right side of the screen appears to be significant as 

well. As images, especially those presenting persons, attract most of the attention 

compared to other ways of presenting the information, the use of images and text 

overlaid on images are considered to be the proper approach in increasing the 

attention rate on the left and lower areas of a banking webpage; also, the use of 

colors, clearly differentiated sections or symbols can contribute to this objective.  

When it comes to the difficulty of performing a task on the website of a 

bank, within this study two different measurements of difficulty were used: 

perceived difficulty of completing the task was obtained through a questionnaire 

where subjects expressed how they perceived the task difficulty, while measured 

difficulty was calculated based on the duration needed for the task to be 

successfully completed. The analysis of variance (ANOVA) of both difficulty 

measurements showed that the perceived and the measured difficulty of completing 

the task significantly differ depending on the website of the five considered banks. 

This result indicates that characteristics like the format, colors, fonts, structure and 

position of the information presented on a banking website influence the ease of 

performing a task, therefore the users’ experience quality as well.  

Last, but not least, when it comes to the cognition of task completion 

difficulty, the correlation coefficients calculated between the perceived and 

measured difficulty of performing a task on the website of the five considered 

banks indicate a medium or strong negative relation between the two dimensions. 

By proving that when the measured difficulty (duration) decreases, the perceived 

difficulty will decrease as well, we could conclude that the subjects of the study 

correctly assessed the ease of performing the task, the results showed by the 

analysis of both difficulty dimensions being therefore valid.  
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