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EyeSeeCam HeadCam

The gaze-driven head-mounted camera alignes con-
tinuously with the user‘s orientation of gaze. The eye 
tracker measures the pupil position and drives the ser-
vo actuators accordingly. An off-the-shelf notebook is 
able to record gaze data and video at up to 600Hz and 
videos from both eyes, the wide angle scene camera, 
and the gaze-driven camera at up to 752x480 pixel.

The gaze-driven camera improves the wide angle 
picture of the scene camera with a sharp image of the 
gazed detail. The gaze camera itself benifits from na-
tural gaze stabilization reflexes like the VOR or smooth 
pursuit movents.

Data Sheet 

sampling rate up to 600Hz
video frame size up to 752x480 pixel (digital)
3D horizontal, vertical, torsional eye movements
binocular (both eyes)
accuracy 0.5°, resolution down to 0.01° RMS
low cost, low weight 170g (eye tracker only)
video capturing together with online eye tracking
gaze position on any flat surface (i.e. flat screen)
latency down to 4 ms
unobstructed sight with transparent hot mirrors
mobile, wearable, and battery driven system
remote control via WLAN, no cabling required
inertial measurement unit (IMU) with 6 DOF
requirements: standard laptop with 6-pin firewire
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Understanding consumer behaviour and  
decision-making processes in the food domain.

CONSUMER BEHAVIOR
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Prof. Michael Siegrist

research Areas
 – Lay people‘s acceptance of new food technologies;
 – Modelling consumer behaviour in the food domain;
 – Risk and health communication.

regions
Switzerland.

partners
BAG and BVET.

contact
ETH Zurich
Consumer Behavior
CHN J 76.3
Universitätstrasse 16
8092 Zurich

www.cb.ethz.ch →

contribution to the Wfsc
The group of Consumer Behaviour contributes to a 
better understanding of individual and organizational 
decision making in the food domain. Research ranges 
from individual to social level decision-making pro-
cesses, focussing on consumer decision-making in 
the domain of food products. A better understanding 
of consumers attitudes and risk perception towards 
emerging food technologies is crucial to understand 
the needs of a society.

Gaze-driven head-mountened camera that aligns continously with the user‘s orientation of gaze.


