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Abstract 

 

Formålet med denne afhandling er at undersøge, hvordan forskellige designelementer på hudpleje-

produkters emballage har indflydelse på forbrugernes købsbeslutning. Gennem de seneste år har 

flere undersøgelser dokumenteret, at mere end 70% af købsbeslutningerne bliver foretaget i butik-

ken, hvilket viser, at reklamerne i massemedierne ikke har lige så stor indflydelse på forbrugernes 

endelige købsbeslutning som tidligere. På baggrund af den stigende tendens at forbrugernes køb 

ikke er planlagte er emballagedesign et afgørende kommunikationsmedie, når forbrugerne skal be-

slutte sig.  

 

Afhandlingens er opstået ud fra Reckitt Benckisers ønske om en idé til at øge salgsandelen på hud-

plejeproduktet Clearasil. Derfor undersøger vi i denne afhandling, hvilken indflydelse udvalgte de-

signelementer har på forbrugernes visuelle opfattelse af produktet.  

 

På grundlag af teorien og en kvalitativ undersøgelse foretaget i Matas var det tydeligt, at forholdet 

mellem illustrationer og tekst; røde elementer og blå elementer; mættede farver og umættede farver; 

runde former og tuber; samt store og små brandnavne, udgør fem væsentlige faktorer, der har ind-

flydelse på forbrugernes visuelle opmærksomhed på og opfattelse af et hudplejeprodukt.  

 

På basis af disse informationer udarbejdede vi et forsøg, som blev udført i et laboratorium på CBS 

med et avanceret, stationært eye-tracking udstyr, som gjorde det muligt måle, hvordan forbrugernes 

visuelle opmærksomhed fordeler sig på et produkts emballage. Vi rekrutterede 51 frivillige, kvinde-

lige forsøgspersoner. Eye-trackeren gjorde det muligt at finde ud af, hvor hurtigt og hvor længe 

deltagerne fokuserede på et bestemt område på produktet, ligesom det også var muligt at se, hvor 

mange gange deltagerne kiggede på området. Resultaterne fra eye-trackeren sammenholdt med det 

teoretiske grundlag gav os en større indsigt i, hvilke emballageelementer, der fangede mest op-

mærksomhed. Dermed kunne vi sammenholde deltagernes visuelle reaktioner med deres svar på, 

hvordan de enkelte produkter tiltalte dem. Dette blev gjort via en likert-skala, der indeholdt tre 

spørgsmål, som handlede om hvor godt de kunne lide produktet, hvor villige de ville være til at kø-

be produktet, og hvordan de ville vurdere prisen på det enkelte produkt. Efter eye-tracking delen 

blev deltagerne bedt om at udfylde et skema på papir om hvor godt de kunne huske produkterne. På 
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denne måde blev det muligt for os at undersøge forsøgspersonernes ubevidste visuelle reaktioner på 

de udvalgte områder på produkterne, og om disse stemte overens med deres bevidste reaktioner.  

 

Resultaterne fra eksperimentet viste, at forbrugerne vægter tekst højere end illustrationer, når det 

drejer sig om hudplejeprodukter. De vurderer endvidere prisen til at være højere på hudplejeproduk-

ter udelukkende med tekst på, og deres visuelle opmærksomhed rettes hurtigst og flest gange efter 

tekst i forhold til illustrationer. Der var endvidere en overvejende tendens til at blå elementer blev 

vurderet mere positivt end røde elementer, men i forhold til deres visuelle opmærksomhed viste det 

sig, at røde produkter tiltrak sig mest opmærksomhed. Selvom forskellen var meget lille, tiltrak 

mættede farver sig mere visuel opmærksomhed end umættede farver, selvom deltagerne bevidst 

foretrak de produkter med umættede farver. Ligeledes vurderede deltagerne de produkter med 

umættede farver højere i pris pga. et mere eksklusivt udseende i forhold til mættede farver. Under-

søgelsen viste, at runde produkter i høj grad er det foretrukne valg inden for hudplejeprodukter i 

forhold til tuber. Ligeledes huskede deltagerne runde former bedre end tuber. Det sidste undersøgel-

sen viste var, at store brandnavne skaber mere visuel opmærksomhed end små brandnavne. Dog 

viste det sig, at produkter med små brandnavne skabte højere prisvurderinger, da de har et mere 

eksklusivt udtryk, samtidig med at de gjorde, at forbrugerne bedre kunne huske produkterne. Base-

ret på disse resultater kan det konkluderes, at elementer på emballagedesignet på hudplejeprodukter 

kan påvirke forbrugernes købsbeslutningsproces, når de står inde i butikken. Disse resultater vil 

være relevante for Clearasil at fokusere på ved en ændring af deres nuværende emballage. 
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1. Introduction 

During recent years, a growing tendency of unplanned purchasing decisions among shoppers has 

emerged. From 2012 to 2014, the number of purchase decisions made in-store increased from 76% 

to 82% which indicates that shoppers are more open-minded than earlier. The fact that consumers 

finalize their decisions in the store emphasizes the importance of researching consumers’ shopping 

behavior at the influence of in-store marketing programs (POPAI, 2014). Further, this is supported 

by the decrease of pre-store media (e.g. print or television advertising) that marketers long have 

placed much emphasis on. Given the fact that only 22% of shoppers make use of pre-store media 

(POPAI, 2014), focus needs to be on in-store marketing. This development suggests that consumers 

cannot be seen solely as rational decision makers as previously believed (Fill, 2011) because they 

get affected by impressions in the store which give rise to investigating the field of how consumers 

are affected nonconsciously by in-store marketing. 

 

Package design plays a critical role in purchase decisions, and given the fact that more than 70% of 

these decisions are made at the point of sale, the most attractive packaging wins (Rettie & Brewer, 

2000). Originally, the purpose of packaging was to mediate the packaged product at the point of 

purchase when no one else could. Brand packages appeared as “a silent salesman on the shelf” in 

the 1950s when self-service retailers were introduced. Today, brand packages are used to make a 

product stand out in an ever-increasingly crowded and cluttered brand race. This realization has 

channeled interest in packaging design which now serves multi-functions and has a focal role in 

consumers’ brand decisions because packaging influences consumer decisions on the spot, while 

also interacting explicitly at the point of purchase (Silayoi & Speece, 2007; Kauppinen-Räisänen, 

Owusu & Bamfo 2012). 

1.1.  Motivation and Objectives 

On a daily basis, consumers are exposed to hundreds of advertisements on television, in newspa-

pers, in magazines, on internet sites, as well as to tons of other in store visual marketing stimuli 

which makes consumer choice and purchase decisions an interesting area to dig further into. In gen-

eral, it is interesting to understanding how people make decisions as it is a fascinating field also 

from a business perspective. 

Another interesting fact is that, through neuroscience, it is now possible to nonconsciously affect 

and persuade consumers into making a specific purchase decision. Companies track closely what 
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consumers see, in order to help render their visual marketing efforts more effective. As a result, 

there has been a rapid growth in commercial applicants of eye-tracking technology in the United 

States and Europe. The low costs of new generations of eye-tracking systems, their short calibration 

time, and unobtrusive measurement have greatly contributed to the recent growth of eye movement 

applications in marketing practice (Wedel & Pieters, 2015). Eye movements are under normal con-

ditions strongly and directly connected to high-order cognitive processes, and attention plays a 

much more central role in communication processing and effectiveness than previously believed. It 

is stated that “The eyes don’t lie. If you want to know what people are paying attention to, follow 

what they are looking at.” (Wedel & Pieters, 2015). These new, in depth, cognitive methods using 

eye-tracking experiments have made it possible to understand how marketing stimuli nonconscious-

ly can affect and change consumers’ traditional purchase decisions. 

 

 

 

 

Il-

lustration 1: The growth of research applying neuroscience to marketing over time (Plassmann, 

Ramsøy, & Milosavljevic, 2012). 

Research to date has studied much about visual attention to print ads, whereas less is known about 

visual attention to other static visual marketing stimuli, such as product and brand packages, shelf 

design and layout, product placement and point-of-purchase material (Wedel & Pieters, 2015) 

which is why this area is of interest to investigate further. There has been an increase in companies’ 

interest in product packaging as a tool of sales promotion and according to Rundh (2005), different 

stimuli on a package can attract consumers’ attention, enhance its image, and influence consumer 

perception. Product packaging adds value to the product (Underwood, Klein & Burke, 2001; Silayoi 

& Speece, 2004), and works as a tool for differentiation, i.e. it helps consumers to choose a product 
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from a wide range of similar products, and stimulates consumers’ buying behavior (Kuvykaite, 

Dovaliene, & Navickiene, 2009). 

 

The aim of this thesis is to shed some more light on consumer choice and the importance of in-store 

marketing, especially with focus on consumers’ nonconscious processes of decision making and 

packaging elements that trigger goal activation and influence consumer evaluation and preference 

formation.  

                                                                                                         

The topic is interesting, but also highly relevant and of value for marketing companies as it opens 

up new, creative and competitive business opportunities. Additionally, it stresses the importance of 

renewal and innovation within a company and it has the potential to help optimizing companies’ 

marketing campaigns, particularly regarding in-store advertising and packaging design. This is im-

portant for all marketing companies as new product and brand strategies always should be built 

around the consumer. It is important to understand these marketing aspects and at the same time 

understand consumer perception and choice in order to correctly design an attractive and likable 

product package to achieve the desired position in the minds of consumers. This is vital in order to 

be their desired brand choice and to succeed in an ever changing and competitive society. 

1.2.  Case Introduction and Research Question   

The view on products and brands has developed through recent years with the introduction of neu-

roscience. This means that researchers have become aware of how the human brain works in con-

nection with how products are represented, recognized, and interpreted by consumers. Much of the 

impact packaging has on consumer choice and behavior occurs nonconsciously which makes it dif-

ficult for marketers to predict consumers’ purchasing behavior because consumers often do not act 

the way they say they are going to act (Genco, Pohlmann, & Steidl, 2013). 

Little work has been done to discover the role of packaging in forming consumer perceptions of a 

product because traditionally, studies have focused on positioning through short-lived messages 

transmitted by the mass media, without taking into consideration the permanent character of the 

tangible codes that packaging transmits. The introduction emphasizes the need for research in this 

area. With focus on consumers’ nonconscious buying behavior, decision making, and visual atten-

tion, this paper will examine the possibilities that product packaging provides within the positioning 

strategy of facial skin care products. The specific packaging elements that will be investigated are 
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informational text versus pictorial elements, the colors red and blue, saturated and unsaturated col-

ors, the shape of a product, and the size of the brand name. Thereby, the purpose of the study is to 

clarify the relation between visual elements on the packaging design on facial skin care products 

and consumers’ in-store purchase decision process. 

This study has come about due to the growing managerial recognition that product packaging has 

the ability to create differentiation and identity. In this study, a relatively homogenous facial skin 

care product, the brand Clearasil, is used as case. Based on these observations, a research gap is 

identified and therefore the following research question is developed: 

 

How can in-store advertising in form of packaging design on facial skin care products, with focus 

on informational text versus pictorial elements, color (red versus blue), saturated versus unsaturat-

ed colors, shape, and size of a brand name, affect consumers’ purchase decision based on visual 

attention, likability, wanting, price perception and memory?               

1.3. Methodological Perspectives                                                       

In order to conduct the theoretical and empirical research, the underlying methodological perspec-

tive defines the research approach. An ontological perspective (ontological assumptions and com-

mitments will feed into the ways in which research questions are formulated and research is carried 

out) of objectivism is used. Objectivism is a position that asserts that social phenomena and their 

meanings have an existence that is independent of and external to social actors. From an epistemo-

logical view, objectivism corresponds with the perspective of positivism which affirms the im-

portance of imitating the natural sciences. Science must be conducted in a way that is value free and 

the researcher believes in an observable reality (Bryman & Bell, 2003). This means that acceptable 

knowledge is made up of fact rather than impressions (Saunders, Lewis & Thornhill, 2013).  

 

Positivism is an empirical view, and consistent with this positivistic perspective, this study applies a 

deductive research approach. Deductive theory represents the most common view of the nature of 

the relationship between theory and research, where the researcher develops the hypotheses based 

on the theoretical considerations and designs of a research strategy to test the hypotheses (Saunders 

et al., 2013). The type of research strategy used in this study is an eye-tracking experiment and two 

surveys, one shown simultaneously inside the eye-tracking experiment (likert scales) and one after 

the eye-tracking experiment (post-test), filled out by hand. The survey strategy is usually associated 



14 / 153 

with the deductive research approach and the experiment strategy is a classical form of research, 

where the relationship between variables is tested. Thereby, this study can be termed explanatory 

because its goal is to identify the causal relationship between the independent and dependent varia-

bles (Saunders et al., 2013). In particular, the aim of this study is to investigate causal links, i.e. the 

connection between the different areas of interest (AOI) on the products and the participants’ atten-

tion as well as their following responses (liking, wanting, price, and memory) to the products, de-

rived through the likert scales in the eye-tracking experiment and the post-test. The results from the 

eye-tracker are analyzed statistically by the use of IBM’s SPSS Statistics program. In order to dis-

cover this overall question of how one variable relates to another variable, statistical analysis helps 

by testing the likelihood of the relationship though statistical significance which helps to rule out 

the possibility that the results could be due to random variation in the sample. Significance is found 

through the use of the probability (p-value) of the test statistic. If the probability of the test statistic 

is very low (p = 0.05 or lower) the relationship between the variables is significant. On the other 

hand, if the probability of the test statistic is higher than 0.05, the relationship is not significant 

(Saunders et al., 2013). Based on the results, the predictions in the hypotheses are confirmed or re-

jected through significance or insignificance by the use of an ANOVA means test. Experiment 

methodology is evaluated and described in order to gain all the aspects a researcher needs to be 

aware of before starting the discussion of the hypotheses. These factors are validity, reliability and 

generalizability. 

1.4. Delimitations 

In order to be able to interpret this research correctly and in order to make a relevant contribution, it 

is important to delimit the research topic and related literature. 

 

The main focus of the literature review will be to explore the different aspects of consumers’ deci-

sion-making process in the in-store environment, and therefore aspects related to pre-store will be 

ignored. Also, the nonconscious and conscious aspects of the decision-making process will be in-

vestigated, and thereby the main focus will be on the cognitive and psychological aspects of the 

process. This is the reason why only three hierarchical processing traditional decision-making mod-

els, namely AIDA, the Purchase Funnel and the Consumer Decision Journey, will be used and other 

traditional decision-making models will be ignored. With regard to the psychological part of the 

literature, the dual system theory by Kahneman (2011) will provide information about how the hu-
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man mind is divided into two processing sections, namely the automatic, nonconscious system 1 

and the deliberate, conscious system 2. In addition, the value-based model of choice, a consumer 

decision-making framework which based on prior work in consumer psychology, explains the un-

derlying processes of nonconscious human decision making. Descriptions and explanations of the 

anatomy of the brain and clinical studies will not be covered. 

 

The insights gained from the laboratory eye-tracking experiment will be the main focus of this the-

sis, together with the qualitative survey made in an in-store environment (Matas) combined with the 

above mentioned academic findings. The fact that the experiment is conducted in a laboratory 

means that the results are gained in a highly artificial environment, and thereby they are only trans-

ferable to other studies or brands to a limited extent. Furthermore, due to the issue regarding the 

laboratory being an artificial environment, this study delimits from investigating the Clearasil prod-

ucts in their natural setting, given the limitations of the available eye-tracking equipment. Addition-

ally, the fact that Clearasil’s placement (due to fixed planograms in Matas) and space (due to a low 

marketing budget on the brand) on the shelves in the store is limited, complicates further investiga-

tion of how consumers’ look at shelves, and therefore this study does not cover this aspect. Instead, 

it was chosen that the study should focus on areas which were possible for Clearasil to change, such 

as the packaging design which therefore is the main focus in this study. Neuromarketing tools and 

measures besides eye tracking will not be discussed as well as no ethical deliberations will be made. 
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1.5.  Thesis Structure 

After the introduction follows the literature review which covers research studies on defining the 

role of consumers’ buying decisions, traditional as well as recent findings from neuroscience: con-

sciousness and nonconsciousness, the role of attention, liking, wanting, price, and memory. The 

chapter finishes with a theoretical section on packaging design. The next chapter gives an overview 

of the skin care industry as well as a description of the brand Clearasil and its historical background 

as well as Clearasil’s recent consumer and market challenges. Following, the research methods will 

be examined which form the basis of the hypotheses. After the hypotheses, a thorough review of the 

conducted eye-tracking experiment follows. The following section contains the results of the eye-

tracking experiment on facial skin care products. Next, the findings of this study are discussed with 

reference to their implications and their limitations in the experimental setting. It also reveals a 

qualitative answer to the research question. The final section concludes on the findings and provide 

recommendations to for skin care marketers and product packaging designers (Clearasil in particu-

lar) as well as suggestions for future research. 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

Illustration 2: Thesis structure 
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2. Literature Review 

This chapter focuses on a theoretical foundation of the research presented in this thesis. It is dis-

cussed how consumers make decisions and which factors may influence them in the process, both 

consciously and nonconsciously, and the effects of elements on the packaging design in-store. 

The chapter begins with an examination of traditional neoclassical consumer behavior theories with 

focus on consumers’ linear and sequential decision making processes. Following this section, recent 

findings within the field of neuroscience are presented which stresses the importance of considering 

the nonconscious aspects when developing marketing materials. The chapter continues with ex-

plaining the different aspects of attention, liking, wanting, price perception and memory. This leads 

to the last section that addresses the importance of product packaging design with focus on facial 

skin care products, based on the traditional consumer behavior and the development of cognitive 

neuromarketing. 

2.1. Traditional Consumer Behavior Theory 

Consumers’ traditional decision making process is typically understood by applying a rational per-

spective. This traditional view on consumers’ purchase behavior is often described as a process 

where consumers integrate as much information as possible about a certain product in order to make 

a satisfactory decision (Solomon, 2012).  Traditional consumer behavior theory is a research area 

that has been developed and expanded for decades which is shown hence the many different models 

that explain how consumer decision making works (Hanekom & Barker, 2009). This section will 

focus on hierarchical processing models as well as cognitive models of consumer choice. Specifi-

cally discussed will be AIDA, the Purchase Funnel as an example of the hierarchy of effects, and 

the more recent Consumer Decision Journey. 

2.1.1. Delimitation 

There are other important models concerning consumers cognitive purchase behavior than dis-

cussed in this chapter, but due to the scope of this thesis not all can be explained. 

The innovation adoption model (Rogers 1962) and the information processing model, developed by 

William McGuire (1978), known as two of the traditional response hierarchy models in the tradi-

tional sequential paradigm, explain the consumer response process as proceeding from the cognitive 

stage which consists of attention, awareness, knowledge, presentation and comprehension. They 
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explain the phases during which the consumer becomes aware of the advertising message, product 

or service advertised, gathers information, and becomes conversant with and understands the adver-

tising message (Hanekom & Barker, 2009). The two models are similar to the AIDA model and the 

Purchase Funnel and will therefore not be elaborated further. 

                              

The Theory of Planned Behaviour (TPB) (Azjen, 1985) is an extension of the Theory of Reasoned 

Action (TRA) (Azjen and Fishbein, 1970), and is a widely used and supported model to predict 

consumer behavior (Lodorfos, Mulvana, & Temperley, 2006). They were a result from an attitude 

research from the Expectancy Value Models, and are conventional decision models of fast and re-

peated purchases which assumed that consumers knew what they came for, and that they would 

recognize products and brands when they saw them which underlines the obvious decisions 

(Bagdziunaite, Nassri, Clement, & Ramsøy, 2014). Due to the fact that it relates to fast and repeated 

behavior these models are being delimited from as skin care products in this thesis have been cate-

gorized as a high involvement process. 

 

This thesis will only focus on the AIDA model, the Purchase Funnel and the Consumer Decision 

Journey and the rest of the above mentioned will not be further discussed as they do not specifically 

help in understanding how product packaging influences consumer decisions in-

store.                                                                                                  

2.1.2. The Consumer Decision Making Process 

Shopping has come to play a greater psychological role in people’s lives, where people buy to regu-

late their emotions, they want to gain social status, and to search for a better, more ideal self 

through the symbolic meanings associated with the material goods (Dittmar, 2005). 

 

According to Chris Fill (2011), consumers believe they are rational decision makers and the classic 

rational decision making theory suggests consumers to act like a so-called “economic man” who 

makes rational decisions based on complete information. Because rationality is limited, consumers 

rely on heuristics to guide decision making. Heuristics are cognitive processes that ignore part of 

the incoming information due to limited mental capacity (Solomon, 2012). This is supported by 

several studies demonstrating that when humans have limited time to make their decisions, the im-

plicit and automatic nature of decision making takes over in which emotionally driven physiological 
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changes guide choices (Badgziunaite et al., 2014). Consumers’ limited awareness of decision alter-

natives, consequences of actions, memory and limited awareness of own preferences can lead to 

consumers buying products they think they want. 

 

Traditionally, consumer response models depict the internal response processes through which con-

sumers proceed when exposed to advertising messages. Most existing consumer response models 

explain consumer response processes in a simplistic linear and sequential manner (Hanekom & 

Barker, 2009). 

 

There are different paths for consumers to reach a satisfying buying decision. One model is the tra-

ditional consumer purchase model called AIDA. It is a sequential model that posits that consumers 

upon receiving a message go through the stages of attention, interest, desire and action (Ouwersloot 

& Duncan, 2008). The model was originally developed to help sales people go through the different 

stages in a personal selling process, as it was once thought that marketing communications would 

succeed or fail depending on how well it communicated the desired information and attitudes, but 

later it was adopted as a basic framework for marketing communication (Fill, 2011). This model 

describes a process of thinking, where each step is logical, e.g., once the sales person holds the con-

sumer’s attention, the consumer becomes interested in the product and then, when a strong interest 

is created it triggers an action i.e. a desire to own or use the product (Hanekom & Barker, 2009). 

Later, it has been realized that attention and interest are more likely to arise from the recognition of 

the consumers’ needs rather than the consumers being passive until they receive the message (Var-

ey, 2002). This shows that the AIDA model is an outdated, uncomplicated and basic model trying to 

describe the complex process of the consumer buying process in a mechanistic manner. 

To further elaborate on AIDA is one of the hierarchy of effects models which, by Lavidge and Stei-

ner (1961), is conceptualized as the Purchase Funnel. It is a paradigm for setting and measuring 

advertising objectives, and its basic premise is that advertising effects occur over a period of time, 

and it represents the process from unawareness to purchase in seven steps (Hanekom & Barker, 

2009).  

The tunnel analogy suggests that consumers systematically, one step at a time, purchase a product 

by narrowing down their choices as they weigh options, make decisions, and then buy products 

(Court, Elzinga, Mulder, & Vetnik, 2009). In the lower steps are potential purchasers who are com-
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pletely unaware of the existence of the product, but once awareness is created e.g. through seeing an 

advertising message, consumers will gather more knowledge leading them closer toward a potential 

purchase. Consumers start at the wide end of the tunnel and have a number of potential brands in 

mind, but methodically they reduce that number and move through the funnel. Once consumers 

have a preference with a desire to buy and the conviction that the purchase would be wise, they 

reach the final step which translates this attitude into actual purchase (Court et al., 2009). The post-

sale phase becomes a trial period determining consumer loyalty to brands and the likelihood of buy-

ing the products again. The funnel metaphor can be useful as it provides a way to understand the 

strength of a brand compared to its competitors at different stages, highlighting the bottlenecks that 

stall adoption, and making it possible to focus on different aspects of the marketing challenge 

(Court et al., 2009). 

The main criticism of these two models is in terms of the linearity and chronological depiction of 

the consumer response process. It is argued by Hanekom and Barker (2009) that different advertis-

ing messages may alter the consumer response sequence, and that some of the phases therefore may 

overlap, be omitted, or that the audience even may remain passive. 

This rational outlook implies that in order to understand consumers’ needs and purchase decisions, 

marketers have to study each step on how they obtain information, form beliefs and what criteria 

they use to make product choices (Solomon, 20012). As technology progresses, the environment 

changes and consumers become more perceptive and informed which therefore no longer makes 

this perspective accurate enough and thereby no longer valid. 

                                                                                                         

The Consumer Decision Journey 

Today, the traditional funnel concept fails to capture all the key buying factors due to the explosion 

of product choices and digital channels, together with the emergence of an increasingly discerning, 

well-informed consumer and therefore a more sophisticated approach is required (Court et al., 

2009). 

According to Court and colleagues (2009), the decision-making process is a more circular journey, 

with four primary phases: Initial consideration, Active evaluation, or the process of researching 

potential purchases; Closure, when consumers buy brands; and Postpurchase, when consumers ex-

perience them. The process is now depicted as an ongoing loop where brands can be dropped and 

added to the consideration set at multiple occasions (Court et al., 2009). 
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Illustration 3:  Evolution of Traditional Consumer Decision Making models  

 

According to Hoyer and MacInnis (2010), the process of consumption begins with the consumer 

identifying their needs or the desire and then make a purchase. This being said it all starts by recog-

nizing that consumers only buy products if they satisfy one of their needs or wants. Needs are dy-

namic and marketers cannot create these needs, but they can influence the consumers by noncon-

sciously activating a goal by an incidental brand exposure which make them actively pursue this 

goal until it is satisfied (Solomon, 2012). 

                                                              

In contrast to the above written beliefs, psychological research showed that visual attention also 

serves as a fundamental coordinating mechanism responsible for information processing and goal-

orientation over time and is therefore much more than a mere pass-through stage for higher-order 

processing (Wedel & Pieters, 2008). This view will be elaborated further in the following section. 
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2.2.  Insights from Psychology and Cognitive Neuroscience 

 

This section provides insights from psychological and cognitive neuroscience in order to understand 

the underlying, mental processes of human decision making. 

 

Since the traditional decision making process as described above, the research on human decision 

making has expanded. The decision making process has developed from the purely behaviorist ap-

proach, focusing on decision outcomes, to a more cognitive approach that focuses on the decision 

processes that occur prior to the response. This newer approach is known as process tracing which 

employs various methods, such as verbal protocols and eye-movement monitoring to identify psy-

chological events that occur prior to the final behavioral response (Glaholt & Reingold, 2011). Ear-

ly process tracing research employed verbal protocols which make the decision maker describe 

what they are thinking or doing (i.e. “think aloud”) while making their decision. This method have 

been shown to reduce decision accuracy because it works as a secondary task, the decision maker 

conducts, in parallel with the ongoing decision (Glaholt & Reingold, 2011). 

 

Based on the increasing amount of studies focusing on the cognitive decision issue, the traditional, 

economic accounts of human rationality, where consumers are believed to make rational decisions 

on conscious evaluations, are challenged (Tversky & Kahneman, 1981). More recent process trac-

ing methods suggest eye movement recordings to measure the cognitive decision making process, 

due to its ability to capture a broader range of information sampling acts. These are executed with 

or without conscious awareness (Glaholt & Reingold, 2011). These findings challenge the tradition-

al view that consumers are fully cognizant of their decisions (Chartrand, Huber, Shiv, & Tanner, 

2008) which is underlined by the results of eye movement studies, where eye movements generally 

are considered to provide a valid measure of the spatial distribution of attention (Glaholt & 

Reingold, 2011). 

 

The fact that the mind can detect and process subliminal information, and thereby guide choice be-

havior without awareness, also suggested by priming studies (Badgziunaite et al., 2014), brings new 

insights into the study of consumer choice. Based on the growing tendency of consumers’ un-

planned buying behavior in store (POPAI, 2014), these new insights might help detecting some of 

the psychological and cognitive processes behind human decision making. 
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This new cognitive insight of how consumers are affected nonconsciously is crucial for marketing 

practitioners to know in order to develop a deeper understanding of how consumers’ nonconscious-

ness affects their decision making process. For example, the knowledge of where consumers make 

their purchase decisions, and how they look at the products and interact in the store, can help mar-

keters aiming their products at the right target group and develop the most optimal advertisement or 

product design to attract consumers’ attention on the nonconscious level in consumers’ minds. 

In order to better assess the nonconscious bases of consumer choice, many researchers refer to this 

multidisciplinary effort of combining economics, psychology and neuroscience, as consumer neuro-

science or neuromarketing (Badgziunaite et al., 2014). 

 

Neuroscience studies the nervous system that seeks to understand the biological basis of consumer 

behavior. Academic research and commercial interest in neurophysiological tools such as eye-

tracking, electroencephalography (EEG), and functional magnetic resonance are used to conduct 

company-specific market research (Plassmann, Ramsøy & Milosavljevic, 2012). Furthermore, eye-

tracking data provides additional insight into the shopper journey in order to understand shopping 

behavior, in particular reactions to, and interactions with, in-store marketing advertising, identify 

patterns of behavior, as well as observe and measure shopping behavior (POPAI, 2014). The goal of 

consumer neuroscience is to adapt methods and theories from neuroscience combined with behav-

ioral theories, models, and tested experimental designs from consumer psychology and related dis-

ciplines such as behavioral decision sciences. This is done in order to develop a neuropsychologi-

cally sound theory to understand consumer behavior (Plassmann et al., 2012). 

 

In this study, the following aspects are explained to provide a deeper understanding of the above 

mentioned findings: the dual approach system, value-based model of choice, attention, memory, 

wanting, liking, and price sensitivity. Before, a brief elaboration of delimitation is provided. 

2.2.1. Delimitation 

It is beyond the scope of this thesis to fully address all aspects relevant to decision making in con-

nection with neuroscience which is based on psychological, biological and psychophysical insights. 

Therefore, the following aspects will be largely ignored. The anatomy of the brain and clinical re-

search studies, as well as different neuromarketing tools and measures, besides eye-tracking, will be 
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mentioned briefly, but not used or elaborated further. Psychological insights focus on Kahneman’s 

(2011) dual system approach system which explains the differences between the conscious and 

nonconscious part of the human brain. Even though, it is impossible to ignore the aspect of emo-

tions and feelings completely, since human emotions biologically come from the brain and is regu-

lated by the layers of the neocortex, and have an essential effect on implicit emotional learning and 

memory, perception, attention, and motivational state  (Baars & Gage, 2010). The choice of limiting 

further elaboration on emotions is based on the fact that this study does not engage in the measure-

ment of pupil dilation in the eye-tracking device, and other emotional reactions, e.g. heart rate 

changes which are reactions impossible for us as researchers to see or measure with the available 

equipment. 

 

2.2.2. The Conscious and Nonconscious Effects on Human Decision Making 

In order to understand human decision making, the conscious and nonconscious processes of the 

human brain are important to examine because they almost always go together (Baars & Gage, 

2010). 

 

The dual approach system 

Theory by Kahneman (2011) shows that the human mind can be divided into two sections: system 1 

and system 2. System 1 relates to the nonconscious part of the mind and is characterized by auto-

matic processes (e.g. reading or bicycling) that are effortless, associative, implicit, fast, and often 

emotionally charged. The nonconscious part lies below the conscious part and determines the char-

acteristics and actions of each individual. Often, the nonconsciousness affects the choices individu-

als make, even though they are not aware of it (Simonson, 2005). Overall, nonconsciousness can be 

defined as all the psychological processes of which humans are not aware of at a given moment in 

time (Dijksterhuis & Aarts, 2010). 

 

System 2 relates to the conscious part of the mind and bear the characteristics of being slow, delib-

erately monitored, effortful, controlled, flexible, neutral, and potentially rule-governed (Kahneman, 

2011). Consciousness can be described as processes in the brain that are accompanied by awareness 

of certain aspects or relevant contexts (Dijksterhuis & Aarts, 2010). Consciousness is something 

that makes sense to a person which is based on individual knowledge and experience. In order to 



25 / 153 

investigate consciousness, researchers have investigated whether people are able to verbalize pro-

cesses or contents, e.g. sitting or driving in a car. To qualify as a conscious process, it is enough that 

people are aware of only some aspects of the process (Dijksterhuis & Aarts, 2010), such as only 

being aware of the fact that they are sitting. Consciousness was traditionally associated with voli-

tional behavior (i.e. when humans actively make a decision) because consciousness and volitional 

behavior were assumed to be the consequence of a conscious intention to attain a specific goal or 

act in a certain behavior (Dijksterhuis & Aarts, 2010). According to this notion, people experience 

themselves to be the agent of their own behaviors and decisions, as these experiences of self-agency 

are the result of consciously forming, pursuing, and attaining one’s goals (Dijksterhuis & Aarts, 

2010). 

 

However, recent research challenges this view, stating that humans nonconsciously choose which 

behavior to engage in long before they are consciously aware of it (Dijksterhuis & Aarts, 2010). 

Also, in terms of how consumers make their choices in a purchase decision, consciously considered 

inputs have proven to play a minor role most of the time, whereas nonconscious thoughts often tend 

to improve the quality of decisions (Simonson, 2005). 

 

Human behavior is motivated by and directed at goals. Goals serve as a good guide for what con-

sumers pay attention to (Dijksterhuis & Aarts, 2010). Goals can be defined as mental representa-

tions of behavioral outcomes that are desirable or rewarding to engage in or to attain. Goals are of-

ten the starting point of almost all human behavior, and it is common that behavior directed at goals 

is evoked outside of consumers’ awareness, i.e. nonconsciously. Activation of such goal-directed 

behavior in memory of the consumers can occur in multiple ways, but specifically environmental 

cues can be linked to goals in memory (Dijksterhuis & Aarts, 2010). If a certain goal is often pur-

sued in a certain situation, then eventually the two become linked in memory and results in a stimu-

lus-response conditioning, as Chartrand et al., 2008, explains. An existing example on this is the 

Swedish company IKEA, where furniture and food are linked together in the memory of many con-

sumers. This correspond with what Dijksterhuis and Aarts (2010) states, namely that when the rep-

resentation of a behavior becomes nonconsciously associated with positive affect it becomes a goal 

that motivates people to maintain and achieve it. 
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Additionally, consumers’ goals may also be automatically activated by priming (Dijksterhuis & 

Aarts, 2010) (as mentioned earlier in this section) which is a mechanism that occurs in the noncon-

scious mind of the consumers. In short, as Chartrand et al. (2008) mention, it is a nonconscious 

goal-pursuit, where consumers are not fully cognizant of the goals underlying their decisions. It has 

external factors that can influence their behavior without passing through the conscious mind. The 

mental process within which it works is called associative association and can be described by how 

exposure to one idea in the mind automatically activates other, associated ideas. For example, see-

ing a pizza ad on TV may prime eating, and after the next break, the individual might be eating a 

bowl of cereal (Genco et al., 2013). 

 

It is important for marketers to be aware of these above mentioned cognitive processes, in particu-

lar, the nonconscious part of consumers’ human brain. The nonconscious cognitive processes can 

affect consumers’ original goals, and change their behavior, when they enter a store or look at a 

shelf with various products. Due to the fact that goals change, it is of great relevance for marketers 

be conscious of how they advertise in an in-store environment, where the final decision about a pur-

chase is made. 

The following section investigates the value based model of choice which elaborates further on the 

underlying processes of consumer decision making. 

 

Value-Based Model of Choice 

The value-based model of choice is a simple consumer decision making framework based on prior 

work in neuroscience and consumer psychology which describes the underlying cognitive processes 

involved in brand decisions which influences consumers’ purchase decisions. This model focuses 

on the fundamental brain mechanisms that form the basis of human’s conscious and nonconscious 

reasoning processes (Plassmann et al., 2012). The knowledge provided by this model, elaborates on 

the human decision making process in a way that is contrasting to the traditional consumer decision 

making models described earlier in the thesis. It is an important marketing tool in order for market-

ers to create brand preference because the model can be used to discuss consumers’ buying behav-

ior. The framework divides the stages that are required for brand preference formation over time 

into four basic components: representation and attention, predicted value, experienced value, and 

remembered value and learning (Plassmann et al., 2012). 
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Illustration 4: Value-based Model of Choice by Plassman et al., 2012 

 

1) Representation and attention 

It is important how consumers represent, attend to, and perceive incoming information. These cog-

nitive processes have profound influence on consumer behavior because daily, consumers are ex-

posed an enormous amount of information and processing capacity is limited (Plassmann et al., 

2012). Consumers normally go shopping with a goal in mind. The first process in brand decision 

involves forming the representation of the choice alternatives and integrating information on inter-

nal and external states in order to drive attention. For example, choosing a facial skin care product, 

the internal state could be related to how dry the consumer’s skin is and the external state could be 

affected by a specific product, the consumer already is familiar with because she knows that her 

friend uses it. Humans are predominantly visual creatures and most information nowadays is visual. 

Our visual system allows for rapid brand and product identification. A study made by Mi-

losavljevic, Koch & Rangel (2011) shows that consumers can identify two different food brands 

and make up their mind on which one to choose in as little as 313 milliseconds. A similar product 

pursuit seems by definition to be an intentional process because consumers have a drive for a de-

sired end state. Thus, it does not have to be conscious as recent studies have demonstrated that non-
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conscious processes also shape how consumers represent their decision making situations (Char-

trand et al., 2008). 

Attention is the mechanism responsible for selecting the information that gains preferential status 

above other available information. A review of attention in neuroscience indicates that there are 

four conceptual components that are fundamental to attention, namely: bottom-up, top-down, com-

petitive visual selection, and working memory (Plassmann et al., 2012), but they will be discussed 

in the next section. 

 

2) Predicted value 

Predicted value represents consumers’ belief about the experienced value of a brand at some time in 

the future (Plassmann et al., 2012). In other words, it involves consumers’ evaluation of how much 

enjoyment they will derive from shopping. An example of this could be a facial skin care product 

and how consumers believe the product can bring of value to their identity. 

 

3) Experienced value 

Experienced value is based on the actual pleasure derived from consuming a brand. It consists of 

the valence and of the intensity of the consumption experience (Plassmann et al., 2012). According 

to early notions of utility or value, experienced value is also the “true value”, and therefore this step 

should matter the most for value-based decision making. This means that if consumers’ predicted 

value of a product does not meet the expectations of the experienced value, the consumers might 

feel a loss, and therefore, purchase a new competing brand to make up for that loss (Plassmann et 

al., 2012). 

 

4ab) Remembered value & Learning 

An important predictor of consumers’ choice is the memory of previous exposures to the brands. 

For example, if the consumers remember a certain facial skin care product as greasy and similar 

product as having a distinct whiff of something sweet, these experiences may influence their ulti-

mate buying decision. Brands work their magic by associating themselves with experiences which 

in turn influence subsequent retrieval and recognition. These can be personal experiences, shown in 

commercials or told by friends through word of mouth. Remembered value consists of both explicit 

and implicit memory of prior consumption experiences and it refers to how different brand associa-
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tions are encoded, consolidated, and retrieved in consumers’ memory (Plassmann et al., 2012). The 

aspects of memory will be elaborated further after the attention section. 

 

2.2.3. The Role of Attention 

As mentioned in the previous section, attention is the mechanism responsible for selecting the in-

formation that gains preferential status above other available information (Plassmann et al., 2012). 

Attention is conceptualized as the degree to which consumers focus on stimuli within their range of 

exposure. Obtaining consumers’ attention is important to marketers because of the large number of 

stimuli within a retail setting (Underwood et al., 2001). Alongside a brief description of the general 

role of attention, this section will elaborate on three of the four conceptual components that are fun-

damental to attention, namely bottom-up attention, top-down attention and competitive visual selec-

tion. The last component, memory, will be described hereafter. 

 

Attention is connected to the conscious and nonconscious input on the brain. Attention can be de-

fined as the extent to which incoming information is processed. This means that attention is the se-

lective processing of one aspect while ignoring other irrelevant aspects. Every other human is ex-

posed to an estimated 11 million bits of information that reach them through their senses. Yet, hu-

mans are only capable of processing around 50 bits of that information which lets most of the input 

go by unnoticed (Plassmann et al., 2012). In this addition, research has shown that about one mil-

lion fibers leave each human eye, meaning that consumers have to deal with about one megabyte of 

raw data each second (Koch & Tsuchiya, 2006). This suggests that it is impossible to process all 

information on higher levels due to the limited capacity of the human brain, and that attention facili-

tates which stimuli and actions get access to the capacity-limited processes (Dijksterhuis & Aarts, 

2010). This is also known as the attentional bottleneck (Milosavljevic & Cerf, 2008). 

 

Besides being limited, Hoyer and  Maclnnis (2010) add two other characteristics to attention - 

namely attention being selective and divided. Selectivity means that each individual decides what 

they want to focus on. For example, when consumers are in a store, they are exposed to an over-

whelming number of stimuli in terms of products, brands, ads, and prices. As it is impossible for the 

consumer to examine all the marketing stimuli simultaneously, the consumer must decide which to 

focus on. The aspect of divided attention means that humans are capable of parcel the attentional 
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resources into units, e.g. driving a car and talk at the same time. Thereby, humans are able to allo-

cate attention flexibility to meet demands of things in the environment, but it can also be distracting 

when one stimulus pulls one attention from another. If consumers are distracted from a product or 

ad, the amount of attention they devote to it will be reduced (Hoyer & Maclnnis, 2010). 

 

Attention: Top-Down, Bottom-Up and Visual Selection 

Different kinds of attention are found in psychology and neuroscience, and in this section bottom-

up attention, top-down attention, and visual selection is described. 

 

Bottom-up attention automatically selects the most important information from all available infor-

mation. The selection is mainly based on low-level features of the visual input such as colors, lumi-

nance, orientation, size, shape, or movement (Plassmann et. al., 2012). The bottom-up factors have 

a strong effect on the initial eye movements when consumers are exposed to marketing stimuli be-

cause the first four eye movements are made within the initial 2.5 sec of exposure. Some higher 

level factors are also capable of gaining automatic, preferential access to attention. These include 

faces, text, novelty and one’s own name (Plassmann et al., 2012). In short, bottom-up attention is 

“when senses decide” and a nonconscious input from the brain that influences consumers’ deci-

sions. 

 

Top-down attention depends on internal and external states, goals, and expectations (Plassmann et 

al., 2012). Top-down attention is volitional, controlled, slow, and driven by the individual’s deci-

sions and goals in a conscious manner, e.g. actively searching for a can of coke which will enhance 

processing of red areas in visual input by increasing the neuronal sensitivity for that particular color 

(Genco et al., 2013). This underlines that top-down attention is a mobilizing, task-dependent mech-

anism that enhances processing of a selected item (Milosavljevic & Cerf, 2008). Also, top-down 

factors such as consumers’ search goals (“Find the new Heinz bottle,” or “Find the cheapest lotion”) 

and memory for basic features (“What is the color of the new Heinz bottle?”) influence visual pro-

cessing by selectively enhancing visual features (Wedel & Pieters, 2015). 

 

Visual selection occurs when the most important information from all the areas that are identified as 

potentially important, is selected. This means that attention is given to a particular location in space. 

It is believed that as the number of choice options increases, the decision maker becomes more se-
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lective in what information he or she encodes that is which location in the scene he or she processes 

(Plassmann et al., 2012). 

 

To sum up on these three components of attention, bottom-up attention influences the nonconscious 

part of a human brain which enables visual elements such as color, shape, or pictorial elements on a 

product’s packaging design to gain attention first. Top-down attention reflects the opposite, mean-

ing that it is influenced by the conscious part of the brain, affected by consumers’ goal and purchase 

decisions in a controlled manner. Visual selection means that consumers pay attention to a particu-

lar location or item in e.g. a cluttered in-store environment, by only selecting and focusing on the 

relevant information and leave all other stimuli out. These findings are relevant for marketers to be 

aware of because studies have revealed that attention is associated with sales. This finding is based 

on an eye-tracking experiment which demonstrated that in one of two ads that people looked at for a 

longer period of time, attained higher sales (Wedel & Pieters 2015). Based on this, visual attention 

towards marketing stimuli (in this study, product packaging design on facial skin care products) is a 

highly relevant aspect of attention to investigate further. The next section focus on the last compo-

nent of attention, namely memory. 

 

2.2.4.  Memory 

Memory is a process of acquiring information and storing it over time so that it will be available 

when consumers need it, for example when having to make a purchase decision. An important pre-

dictor of a brand choice is the memory of previous exposure to the brands (Plassmann et al., 2012). 

A study on memory employs an information-processing approach which believe that the mind is 

like a computer where it stores information (Solomon, 2012). Experiences or brand information 

from earlier may surface, when it is being evoked by the right cues. Consumers find it easier to re-

member a brand name or brand attribute if it is linked to a physical characteristic of a product cate-

gory. The way consumers encode information when they receive it, determines how they will store 

it in their memory systems. The memory systems are sensory memory, short-term memory, and 

long-term memory, and they all play a role in retaining and processing information from the outside 

world (Solomon, 2012). Sensory memory is the system that allows humans to remember sensory 

input long enough to process it in their brains, and it lasts less than a second. Short-term working 

memory allows humans to retain a piece of information in the conscious mind, usually for no more 



32 / 153 

than a minute, while the consumer is deliberate about it. The long-term memory stores memories 

from humans’ more distant past, including things they have learned and experienced (Genco et al., 

2013). Furthermore, long-term memory can also go under the term remembered value, viewed in 

the value-based model of choice presented earlier. Remembered value consists of both explicit and 

implicit memory of prior consumption experiences and it refers to how different brand associations 

are encoded, consolidated, and retrieved in consumers’ memory (Plassmann et al., 2012). Explicit 

memory is where memories are retrieved voluntarily and thereby they are consciously accessible, 

and implicit memory is where memories are nonconscious and inaccessible, and consumers are not 

consciously aware of them (Genco et al., 2013). 

 

Brands exist in every consumer’s memory, and they influence their decisions and actions. There-

fore, long-term memory is crucial for brands and branding (Genco et al., 2013). Within explicit 

memory, episodic memory is where consumers store personal experiences with brands, e.g. with 

events they have been involved in at a specific time and place. Also, semantic memory is within the 

explicit memory and this is where consumers store accessible information about a brand, e.g. its 

name, product attributes, and other concept-based knowledge. Within implicit memory there are 

three aspects: priming is when one idea comes more easily to mind after exposure to another idea, 

conditioning which is a process of associating two things in memory by repeatedly presenting them 

together, and procedural memory which is learned skills (e.g. riding a bike or driving a car) (Genco 

et al., 2013). 

 

Taking together, the different models of memory retrieval have seen memories as being “replayed”. 

By this, it contributes to the popular notion that memories are stored as hard copies in the brain and 

that remembering is the process of retrieving factual and true information about the experiences 

consumers have had (Plassmann et al., 2012). These factors affect consumers nonconsciously when 

being exposed to a brand, and therefore they are relevant for marketers to be aware of when creating 

brands. 
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2.2.5. Wanting and Liking 

Traditionally, the interaction of liking and wanting in consumer choice models was taken for grant-

ed, meaning that consumers understand the causalities of the act and the outcome. This suggests 

that people know what they want (i.e. consciously desire) and thereby they are expecting to like it 

(Arnould, Price & Zinkhan, 2005). However, the literature on cognitive neuroscience gave rise to 

the notions of wanting and liking on another level which can be explained as two different brain 

mechanisms that seem to meditate for the same reward. Wanting a reward is distinct from liking a 

reward, but the two mechanisms usually converge (Berridge, 2009a), meaning that consumers usu-

ally want what they like and vice versa. These two components of reward can be analyzed both at 

the conscious and nonconscious level (Berridge, 2009a). 

 

Wanting 

The term wanting is related to the phenomenon of incentive salience which can be explained by 

viewing it as a particular form of desire. This type of desire operates by deterministic rules and has 

its own brain mechanisms (Berridge, 2009a). Therefore, incentive salience can be described as be-

ing a motivational wanting attribute given by the brain. It typically occurs as relatively brief peaks 

upon encountering a reward or physical reminder of the reward (a cue), and it does not require a 

clear cognition of what is wanted, and does not need to be consciously experienced as a feeling or 

wanting (Berridge, 2009a). The theory by Berridge (2009a) further reveals the existence of ordinary 

wanting which are cognitive desires that involve explicit thoughts of the target or reward. This 

means that consumers know what they want, or at least think they do. They expect to like the want-

ed target and they have an idea of how they intend to get it. These desires are guided by explicit 

memories of how nice the target was in the past, or an imagination of what the target would be to 

experience, if never experienced before in the past. Ordinary wanting corresponds with the con-

scious wanting processes, whereas incentive salience wanting corresponds with the nonconscious 

wanting process. 

 

The conscious and nonconscious aspects of the wanting process can take part together, but the non-

conscious wanting process is the one which affects behavior since it enhances desires to action: 

“Incentive salience reflects a synergy between brain states of mesolimbic activation and particular 

events happening in the world. Both must be present to trigger the want” (Berridge, 2009a, p. 382). 

This can be exemplified by studying people with drug addictions, where studies have shown that 
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even though people consciously are not willing to take drugs, nonconscious wanting is what leads 

them to consumption of this. It is evident that nonconscious wanting is congruent with liking, but 

sometimes nonconscious wanting fails to cause the desired pleasure reaction, as illustrated in the 

above drug addict example (Berridge, 2009b). 

 

Willingness to pay is used as a proxy for wanting which is the effort consumers are willing to put 

forth to obtain something and this almost always occurs on the nonconscious level in consumers’ 

minds. Willingness to pay is related to the pain and reward components of decision making (Plass-

mann et al., 2012) because price is connected with pain and activation in the brain (Baars & Gage, 

2010). Wanting can overpower consumers’ pain felt by giving up money if WTP is high because 

consumers thereby obtains an even stronger feeling of reward (Plassmann et al., 2012). In other 

words, if the consumer wants a product, the price does not matter because the feeling of reward, the 

consumer gets after the purchase is higher than the pain of losing money. In addition to this, it is 

important to notice that wanting is different from liking which refers to a more conscious act with 

delayed gratification (Plassmann et al., 2012). Due to these differences, it is not unusual that want-

ing and liking are not only positively correlated. Liking will be described in the next section. 

 

Liking 

Liking is different from wanting because it refers to the core process of hedonic pleasure, or a con-

scious experience of the reward (Berridge, 2009a). It can be defined as pleasure being the primary 

goal as hedonism strives to maximize pleasure (compared to pain). Hedonic subjective liking is 

related to the cognitive brain mechanism that translates the implicit emotions into subjective con-

scious experience of pleasure (Berridge & Kringelbach, 2008). Compared to incentive wanting, 

hedonic liking is much more complex and difficult to measure because enhancement of pleasure 

liking is restricted and fragile, and brain pleasure systems are relatively recalcitrant to activation. 

For example, liking is much more restricted than wanting as a brain circuit because it requires unan-

imous activation of multiple hotspots simultaneously, whereas wanting can be enhanced by one 

single hotspot (Berridge, 2009a). 

 

Liking can be referred to as experienced value in the value-based model of choice (Plassmann et al., 

2012), and within the traditional branding field, it is defined as a feeling (Keller, 2008). Psychologi-

cally, liking can be explained by the mere exposure effect which is the repeated, unreinforced expo-
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sure to a stimulus to enhance its affective standing. This repeated exposure to a particular stimulus 

leads to familiarity with that stimulus, and creates positive preferences towards it which then leads 

to liking (Hekkert et al., 2013). Mere exposure studies normally involve presenting varying num-

bers of exposures of neutral stimuli, such as nonsense words, polygons or trigrams because prior 

exposure to these unfamiliar stimuli is very unlikely and thereby, exposure frequency can be pre-

cisely controlled (Hekkert et al., 2013). Processing fluency has been proposed as the underlying 

mechanism for the mere exposure effect which can be explained by the level of ease with which a 

given stimulus is processed (Ferraro, Bettman, & Chartrand, 2008). In the branding literature, the 

mere exposure effect can be related to the repeated exposure of a brand name or other brand related 

information, and it is reflected as a factor that increases brand liking (Aaker, 1991). Even though 

exposure to brands, registration of frequency information, and assessment of user characteristics is 

argued to occur consciously, Bargh (2002) and Dijksterhuis, Smith, Van Baaren, and Wigboldus 

(2005) argue that much of consumer behavior is a result of exposure to subtle cues in the environ-

ment that activate cognitive and affective processes without awareness or intent (Ferraro et al., 

2009). This means that the mere exposure effect also affects people nonconsciously - “In fact, the 

mere exposure effect appear to be stronger when people are not aware of having been exposed to 

the stimuli” (Bornstein, 1989). Additionally, research by Janiszewski (1993) and Nordhielm (2002) 

showed that marketing stimuli processed without conscious awareness or at a shallow level of pro-

cessing can result in favorable attitudes and affective responses toward such stimuli (Ferraro et al., 

2009). Behavioral reactions, such as facial expressions (Berridge, 2009a), can be used as an indica-

tor of a person’s nonconscious pleasure or displeasure towards a stimuli. 

2.2.6.  Price Sensitivity 

An unavoidable marketing variable that consumers use as indicator of quality is price. More than 90 

studies in the past 30 years have examined the relationship between perceived product quality and 

price with mixed results. Several studies found that the overall association between these two varia-

bles was positive but of low magnitude (Brucks, Zeithaml, & Naylor, 2000). Other findings report-

ed negative results, nonlinear, highly variable across individuals, or variable across products being 

judged (Brucks et al., 2000). 

 

Price sensitivity has been studied in relation to several different consumption factors such as satis-

faction (Anderson, 1996), brand loyalty (Krishnamurthi and Raj, 1991) and purchase frequency 
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(Kalyanaram and Little, 1994), and they confirms that the experience of a product after purchasing 

will affect price sensitivity (Lodorfos, Mulvana, & Temperley, 2006). Studies show that once the 

consumers have experienced a product, they become more knowledgeable as to its quality and val-

ue. Another factor is that when a consumer better understands the value of the product, they are 

more sensitive to changes in value i.e. if the price were to increase which in the end may affect the 

intention to purchase. In addition to this, customer commitment i.e. brand loyalty increases a cus-

tomer’s price tolerance (Lodorfos, Mulvana, & Temperley, 2006). 

 

It has been suggested by scholars that these differences in the findings is due to methodological 

differences, such as experimental design, price of the product, size of the price range, and cue avail-

ability (Brucks et al., 2000). Due to these varying findings, Brucks and colleagues (2000) propose 

that consumers may use price to infer some aspects of quality, for example using price as an im-

portant quality cue for dimensions like prestige and ease of use. This study uses price as an indica-

tor of quality, i.e. prestige, based on the product packaging design characteristics, such as color, 

shape, brand name, textual information and pictorial elements. 

 

2.2.7.  Eye-tracking: Insights from Eye Movement Studies 

In eye-tracking, eye movements are recorded to indicate individuals’ attention patterns (Mi-

losavljevic & Cerf, 2008). Marketing eye-tracking studies have demonstrated the value of measur-

ing attention, and not just evaluation, to better understand how people visually process commercial 

scenes and to measure the effectiveness of visual marketing stimuli (Chandon, Hutchinson, Brad-

low, & Young, 2009). 

 

Eye movements are tightly coupled with visual attention which makes them eminent indicators of 

the visual attention process which is now easy to assess with modern eye-tracking equipment. The 

growth of eye-tracking is in large part driven by technological innovations in the development of 

eye-tracking devices and sharp declines in the costs of these devices. Until recently, the commercial 

use of eye-tracking was cumbersome, time consuming and expensive. This situation has changed 

during the past years due to new generations of infrared eye-trackers which enable eye movement 

recording of consumers under natural exposure conditions, with large amounts of stimuli and at 

high precision and low cost (Wedel & Pieters, 2015). Current video-based eye-tracking technology 
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allows for head-free eye movement monitoring while participants view a computer screen (Glaholt 

& Reingold, 2011) which will be used in this study’s eye-tracking experiment. 

 

Our eyes automatically follow what interest us and therefore it is relevant to measure eye move-

ments which can be defined as behavioral measures of the unobservable visual attention process of 

prime interest. Previous marketing research has used eye-tracking device as a way of measuring eye 

movements, such as gaze duration, fixation duration, fixation frequency and first fixation (Wedel & 

Pieters, 2015). The aspects of eye fixation will be described further in this section and used as 

measurement in the eye-tracking experiment. 

 

In summary, eye-tracking is a feasible approach to examining users’ implicit relevance judgments. 

With the sizable body of prior work, there is still a need for more research conducted on more real-

istic search task scenarios and documents (e.g., on the live Web), and paying attention to sequential 

stages of search and to a wider range of eye-tracking measures.  

Delimitation 

Portable eye-tracking equipment that is mounted or goggles or eye glass frames allows recording of 

eye movements while people make decisions in natural everyday decision environments e.g. in-

store shopping (Glaholt & Reingold, 2011). In addition, the study by Simonson (2005) mentions 

that the nonconscious System 1, compared to the conscious System 2, typically influences in con-

sumer choice environments, e.g. in stores. It might be difficult to distinguish nonconscious inputs 

from conscious inputs in an in-store setting, due to the high level of noise, and the numerous kinds 

of products that appeal to the consumer. Furthermore, execution of this would require permits from 

stores (in this case Matas) and due to limitation of equipment capacity at CBS, this aspect will be 

ignored in this study. 

 

Straight and rapid gaze paths indicate efficient and targeted visual navigation of the stimulus, while 

longer and more circuitous routes often signify confusion or lack of direction in the viewing task 

(Genco et al., 2013). The pattern of information search can be described through these gaze transi-

tions, where increased complexity of a choice task often leads to reduced depth of search and in-

creased variability of search (Glaholt & Reingold, 2011). The Gaze Cascade Model, introduced in 

2003 by Shimojo, mentions that most of the time, humans’ gaze is directed towards a chosen stimu-
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li before the actual response is made and therefore it is believed to play an active role in the human 

decision making process, but other research has failed to demonstrate the predicted effects (Glaholt 

& Reingold, 2011). Together with the design of this study i.e. low complexity of the choice task, 

and the aim of an increased depth of information search on the products displayed in the eye-

tracking experiment, the study make no use of gaze pattern measurements. 

 

Cognitive psychology research reveals that pupil dilation is associated with mental effort and atten-

tion (Gwizdka & Zhang, 2015), and thus it may be related to cognitive processing of facial skin care 

products placed in an in-store environment. Indeed, it was demonstrated that changes in pupil size 

are related to the levels of relevance. The pupils dilated more when exposed to relevant stimuli, e.g. 

for text and images (Gwizdka & Zhang, 2015). Pupil dilation can also be used as a measurement of 

arousal which is the basis of emotions, motivation, informational processing and behavioural reac-

tions (Groeppel-Klein, 2005). Due to the scope of this thesis, pupil dilation is not used as a meas-

urement in this study, as it would be too comprehensive to measure and because time to first fixa-

tion, fixation duration, fixation count, and revisits are used to measure emotions such as liking and 

wanting. 

Eye fixations 

In order to closely process, a specific object or location in a visual marketing stimulus, consumers 

have to move their eyes. This makes it interesting to study eye movements as indicators of infor-

mation acquisition behavior (Wedel & Pieters, 2015). The smooth and conscious movements of our 

eyes consists of two different components: fixations and saccades (Buswell, 1935). Fixations are 

moments during which the eye remains relatively still for about 200-500 milliseconds. Fixation rep-

resents greater interest in one particular area (Genco et al., 2013) because it serves to project a small 

area of the visual field onto the fovea which is an area of the eye with superior visual acuity (Chan-

don et al., 2009). During a fixation, a contiguous area of the scene is projected onto the fovea for 

detailed visual processing, and only about 8 percent of the visual field is projected on the fovea and 

thereby available for detailed processing (Wedel & Pieters, 2015). The fixations are separated by 

rapid jumps, called saccades which is the fastest movement in the human body, and humans make 

around 170,000 of them a day (Wedel & Pieters, 2015). Saccades average 3o - 5o in distance (meas-

ured in degrees of visual angle), last 20 to 40 milliseconds, and during which no information for 

scene perception can be acquired (Chandon et al., 2009). The pattern of fixations and saccades 
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across a stimulus such as an advertisement or a product packaging design is called a scanpath and 

eye-trackers record these patterns that consumers make across a visual stimulus (Wedel & Pieters, 

2015).  

 

Additionally, eye fixation may be an indication that the area is complex and difficult to interpret 

(Genco et al., 2013). Therefore, eye fixations are necessary for object identification and their loca-

tion is a good indication of visual attention (Chandon et al., 2009). The eye-movement study by 

Henderson and Hollingworth (1999) also showed that “the essence of information” on a given scene 

can be extracted pre-attentively and from a peripheral vision during the initial fixation. This means 

that consumers are able to identify the semantic category of a scene (e.g. a supermarket shelf), its 

spatial layout (e.g. four shelves) and the level of clutter during the first eye fixation. A more de-

tailed outcome for a given object (e.g. brand name) requires a fixation centered on that particular 

object (Chandon et al., 2009). Though research and theory on the interpretation of viewing time 

remain relatively thin, an alternative indicator of measuring consumer preferences, such as liking 

and wanting with focus on elements of the decision-making process, can be through the eye-

tracking measurements fixation duration, fixation counts and revisits. This can be done, accordingly 

to Gunia & Murnighan (2015) because measuring how long people spend examining potential pur-

chase items has shown that people visually fixate on items that they ultimately choose more than 

they fixate on items that that they ultimately reject. Although viewing may not lead to a purchase, it 

is assumed that viewing time correlates positively with both interest and purchases, and also due to 

the fact that a purchase often start with the process of viewing a product to gather information in 

order to decide whether to make a purchase or not (Gunia & Murnighan, 2015) 

 

Furthermore, eye-tracking studies have shown that eye fixations, but not peripheral vision, increase 

memory for the fixated object (Chandon et al., 2009). Additionally, visual attention to advertising 

has been shown to have systematic downstream effects on brand memory which indicates that eye-

tracking methods in practice are valid. Further, eye-tracking’s validity is supported by experiments 

that demonstrate a relation between attention to brands on shelves and in-store decision-making 

(Wedel & Pieters, 2015). 
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Eye-tracking as a marketing research method 

Gaining and retaining consumers’ attention on a specific product or brand in an advertising setting 

is difficult due to the high levels of clutter. Traditionally, memory measures have been used as a 

proxy for attention, but since much of the process happens nonconsciously and memory is biased by 

conscious factors, e.g. liking and ease of recall, this methods is no longer valid. Visual attention is a 

central coordinating mechanism for the maintenance of information processing and goal states over 

time (Wedel & Pieters, 2008). This is supported by the above mentioned findings on eye move-

ments which are measured by eye-tracking. They prove that attention is more central to the pro-

cessing and effectiveness of visual stimuli than previously believed, and because the current tech-

nology enables measurement of unprecedented scale and precision, eye-tracking plays a prominent 

role in visual marketing practice (Wedel & Pieters, 2015). In other words, eye-tracking and the lo-

cation of eye fixations offer a behavioral measure an otherwise unobservable process. 

 

According to Glaholt and Reingold (2011), eye-tracking can be used as a process tracing method. It 

differentiate from the structural, behaviorist approach on decision outcomes like choices and judg-

ments that eye-tracking offers through the eye fixation measures described above. In the process 

tracing method, eye-tracking offers a means to study the cognitive processes that occur before the 

actual response at different stages in the decision process and in the decision strategy. By this, eye-

tracking helps discovering consumers’ internal processes, especially with regards to visual attention 

(Glaholt & Reingold, 2011). These findings can be used by marketers to better understand what 

influences consumers’ actions and decision making. 

 

In the view of the dominance of visual stimuli in marketing, the application of eye-tracking methods 

in practice and the importance of visual processing in consumer behavior, the marketing literature 

reveals a lack of continued focus on eye-tracking (Wedel & Pieters, 2015). For this reason, this 

study aims to illustrate the use of eye-tracking in visual marketing practice by providing an experi-

ment on product packaging design to help improve the skin care product Clearasil’s brand. 

The in-store environment 

According to POPAI´s 2012 Shopper Engagement Study now more than ever shoppers are making 

an overwhelming number of their purchasing decisions in-store which is why the in-store environ-

ment plays an important role in determining and affecting consumers’ final purchase decision. 
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Shoppers’ path to purchase is considerably different today than it was for the shopper of yesterday, 

and no shopper is the same, but they do share similar beliefs and perception of the store (POPAI, 

2014). 

 

In-store factors are described as factors which cannot influence consumers without in-store visual 

attention (Chandon et al., 2009), and often the decision-making process of shoppers does not occur 

until they actually see a product in-store. Therefore, the way a product is displayed in a store and is 

supported by in-store marketing materials can often be instrumental in leveraging sales (POPAI, 

2012). 

Delimitation 

As stated above, this thesis will only go into detail about elements on the packaging design and 

therefore the following areas which are sensory marketing and in-store marketing stimuli. These are 

irrelevant to the conducted eye-tracking experiment as they cannot be measured or taking into con-

sideration. 

 

Sensory marketing 

It appeals to the consumers’ senses if characteristics are adding to a product and it is thereby possi-

ble to affect consumers’ different senses in-store experience making it possible to increase or de-

crease the likelihood of a purchase being made. The senses that can be affected are sight, touch, 

taste, smell, and sound (Genco et al., 2013). Sight is the only sense being examined due to the scope 

of the thesis and therefore the other four basic senses are not taking into consideration, though they 

all have an impact on the consumers’ purchase decision in-store. 

 

Touch is especially important when people are shopping for items that are touch-related such as 

clothes and handbags. Here priming has an effect in that sense that e.g. the weight of the product 

has an impact on a later judgment such as connecting the heavy product with quality. Taste is of 

course important when it comes to food and beverages, and an in-store tasting has proven to reduce 

risk and activate goals because the consumers may have been primed by the display and thereby 

have created a positive expectation which impacts the tasting experience. Smell can also be used for 

many purposes. Retailers use piped-in fragrances to trigger associations and activate goals related to 

a purchase, e.g. by having a smell of freshly baked bread in a supermarket to make the consumer 
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want delicious bread. The last basic sense is sound and that can be used in the same way as with 

scents. It is good for activating positive associations that prime a purchase, e.g. playing French mu-

sic in a wine store can get people to unconsciously purchase a French wine. (Genco et al., 2013). 

 

Other in-store marketing stimulus (Displays, banners, wobblers) 

Displays, banners, and wobblers and their position in-store can be of great importance when it 

comes to consumers purchase decisions. A study conducted by POPAI in 2012 shows that more 

than 1 in 6 purchases were made when a display with that brand was present in the store. 13% of all 

eye-fixations recorded were drawn to in-store displays which is quite high in the field of eye-

tracking and neuroscience. The location of the display also has an impact on consumers’ eye-

fixation and attention. The same study showed that out of the 13%, 44% looked at endcaps which 

are displays at the end of an aisle, 34% looked at regular floor stands, 12% looked at inline displays 

which are displays placed inside the current block, and 10% looked at power wing displays 

(POPAI, 2012). 

 

2.3.  Packaging Design in the Theoretical Framework 

 

This section provides a detailed background research on specific, relevant elements in packaging 

design. Packaging design has proven to affect consumers’ purchasing behavior and decision making 

process because it communicates to consumers at the time they are actually deciding in the store, 

i.e. the point-of-purchase (Silayoi & Speece, 2007). There is a growing tendency towards un-

planned buying behavior (POPAI, 2014) which further stresses the importance of what is communi-

cated at the point-of-purchase since the consumers’ decision or intention to purchase is determined 

at that point. 

 

In general, packaging refers to the container that is in direct contact with the product itself which 

holds, protects, preserves and identifies the product (Ampuero & Vila, 2006). There are three types 

of packaging: primary packaging, where the product is in direct contact with the packaging (e.g. 

perfume bottles); secondary packaging contains one or more primary packages and serves to pro-

tect, identify and communicate the qualities of the product (e.g. the cardboard box that contains the 

perfume bottle); tertiary packaging which contains primary and secondary packaging, and its func-
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tion is to distribute, unify and protect products throughout the commercial chain (e.g. the cardboard 

box containing several perfume bottles) (Ampuero & Vila, 2006). 

 

Furthermore, packaging can be described as being multidimensional (Underwood et al., 2001). Si-

layoi & Speece (2004; 2007) divide package into two categories of elements: visual elements such 

as graphics, colour, shape, and size and informational elements which is information provided and 

technology (Kuvykaite, Dovaliene, & Navickiene, 2009). According to Silayoi & Speece (2004) 

visual elements are related with affective aspect of consumer‘s decision making process, while in-

formational elements are related with cognitive one. This means that packaging appearance can be 

composed of both verbal and visual cues, and study findings support the claim that one mean to 

capture consumers at the point of purchase is the strategic use of these extrinsic cues on packaging 

(Grossman & Wisenblit, 1999). Extrinsic cues can be described as attributes that are related to the 

product but it does not form part of the physical product itself (Ampuero & Vila, 2006). An exam-

ple of such extrinsic element can be color, price or brand which for consumers can become relevant 

in the decision process, but for the product itself, this element is an irrelevant attribute (Grimes & 

Doole, 1998). It is often when consumers lack the motivation or ability to evaluate a product, they 

may use these extrinsic values to decide which product they want to buy and evaluate how the dif-

ferent brands create meanings and differentiate from each other (Grimes & Doole, 1998). This 

means that packaging is presented as a part of the buying process, but often it is not directly related 

to the ingredients that are essential for the product to function (Ampuero & Vila, 2006). This is an 

essential claim as up to 90 percent of consumers make a purchase decision based on a visual exami-

nation of the front of a package (Clement, 2007). 

 

Based on theoretical studies of Silayoi & Speece (2004), Bloch (1995); Grossman & Wisenblit 

(1999) and Butkeviciene et al. (2008) a research model (Illustration 5) was developed. This model 

shows visual and verbal package elements as well as external impacts on consumer’s purchase deci-

sions. As seen in the model, the visual elements include graphic, colour, form, size, material where-

as product information, producer, country-of-origin and brand are analysed as the verbal elements 

on a products’ packaging (Kuvykaite, Dovaliene and Navickiene, 2009). 
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Illustration 5: Research model 

2.3.1. Delimitation 

There are many different schemes for classification of elements of package in scientific literature. 

According to Smith and Taylor (2004), there are six variables that must be taken into consideration 

by producers and designers when creating efficient package and they are form, size, color, graphics, 

material and flavor (Kuvykaite et al., 2009). Similarly, Kotler (2003) distinguishes six elements that 

according to him must be evaluated when employing packaging decisions: size, form, material, col-

or, text and brand (Kuvykaite et al., 2009). This experiment focuses on informational text versus 

pictorial elements, color hue (red and blue), color saturation, shape, and size of brand name and 

therefore different aspects of size, flavor and package materials will not be taking into considera-

tion. 

 

The placement of these packaging elements is also of importance as psychology research indicates 

that brain laterality results in an asymmetry in the perception of elements in package designs (Rettie 

& Brewer, 2000). Studies on recall of packaging elements show that verbal stimuli is better when 

the informational text is on the right-hand side of the package, but it is better for non-verbal stimuli 

when it is on the left-hand side (Silayoi & Speece, 2007), though, in the eye-tracking experiment, is 

has not been possible to take the placement of all of the used visual and verbal elements on the 

products into consideration. If marketers want to maximize consumers’ recall, they should keep in 
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mind that positioned pictorial elements, such as product photography, has the best influence on the 

left-hand side of the package (Silayoi & Speece, 2007). 

 

Different packaging sizes potentially appeal to consumers with somewhat different involvement 

because it is different what consumers look for when shopping. In general, the attention-drawing 

ability of a product can be enhanced by increasing its size (Wedel & Pieters, 2015), but due to its 

difficulty to measure in the eye-tracking experiment no hypothesis have been made towards this. 

Large sized products are often directed to consumers from larger households, who are more likely 

to be specifically looking for good deals where they feel they get value for money, and larger prod-

ucts often give consumers that perception (Silayoi & Speece, 2007). In addition to this, it can also 

imply that when the quality of a product is hard to determine, the effect of packaging size is strong-

er (Silayoi & Speece, 2007). 

 

Culture is an important determinant of the interpretations that consumers give and the associations 

they have with certain factors of a product’s appearance. For example, color associations vary from 

culture to culture (Creusen & Schoormans, 2005). Furthermore, meaning is context dependent. The 

impression that colors give may change completely by combining certain colors. Also, the meaning 

of forms and colors may change in time, as meanings are continuously transformed by movements 

in art, fashion, etcetera (Creusen & Schoormans, 2005). How consumers’ choices and purchase de-

cisions are dependent on their culture, but given the fact that our experiment only concerned Dan-

ish, female students, cultural aspects will not be paid attention to in this thesis. 

 

2.3.2. The Role of Textual and Pictorial Elements 

According to Rettie and Brewer (2000) there are two groups of elements: verbal, e.g. brand slogans 

and informational text, and visual elements, e.g. visual appeal or pictures. This section will focus on 

one element from each of the two different groups, namely pictures and informational text. The 

section provides a theoretical framework for understanding the communicative effects of a pictorial 

element versus an informational text on the packaging design, specifically the effects of attention, 

liking, wanting, price and memory. 
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A pictorial element in this thesis is categorized as a visual object that shows the content of the prod-

uct in form of a picture whereas informational text is categorized as a sentence of three words or 

more. 

 

Delimitation 

Rettie and Brewer (2000) stressed the importance of proper positioning of the above mentioned 

elements on the packaging design, but this section will, with focus only on pictures and informa-

tional text on the product, not go into detail about the other elements in the two groups as well as 

their placement on the package. 

 

There are communicative effects of adding a claim on a product versus having no claim at all, but 

this will not be examined further as a claim makes it difficult to distinguish between whether it is an 

informational text or if it is seen as an object or slogan. Also pictures that include people or faces 

will not be used as those pictures create a whole other type of attention and is not to be measured 

compared to informational text. 

 

Textual elements versus pictorial elements 

One of packaging’s functions is to communicate product information, but not much research is done 

about the specific type and amount of product information such as visual and verbal information 

that is appropriate for the package stimulus in order to maximize its communication effectiveness at 

point of purchase (Underwood et al., 2001). Understanding the impact of package design elements 

is crucial to enhance point of purchase communication. 

 

Visual imagery on the package is an essential attribute because in order to be noticed at the point of 

sale, pictures on the package can be a strategic method of differentiation which will enhance access 

to consumer consciousness. This is because pictures are extremely vivid stimuli compared to words 

(Silayoi & Speece, 2007), and they are also quicker and easier for consumers to process in a low 

involvement situation. Visual packaging information in form of a picture may attract consumer at-

tention and set expectations for the content of a product.  An earlier study made by Bolen in 1984, 

showed that visual information in advertisements generally attracted more attention and was noticed 

before verbal advertising content (Underwood et al., 2001). Visual packaging elements therefore 

may serve to attract consumers’ attention and set expectations for the content of the verbal infor-
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mation which is why it is suggested that attention on facial skin care products is stronger towards 

verbal information i.e. a picture than towards informational text. 

 

The decision making for high involvement products is less influenced by images as Grossman & 

Wisenblit (1999) states that the decision making and the evaluation of packaging design attributes 

for low involvement products is less important, and therefore graphics become more valuable and 

noticeable (Silayoi et al., 2007). In general, when consumers shop for low involvement products, 

e.g. food or household supplies (Silayoi & Speece, 2007), it is often done without carefully examin-

ing brand and product information. This suggest that low involvement decision making are done in 

a relatively automatic manner, and it is therefore often, simple factors that influence the decision in 

the absence of more important criteria. This tells that consumers form attitudes towards a product 

based on very little information (Grossman & Wisenblit, 1999). This lack of commitment suggests 

that information on the package would carry relatively less value in such cases. On the other hand, 

consumers that are highly involved evaluate message information more carefully, and actually rely 

on the message to form their attitudes and purchase intentions (Silayoi & Speece, 2007). As skin 

care is a high involvement product shopping for this item would be done in a relatively intentional 

process, with focus on textual information and thereby pictorial elements should not play a vital 

role. 

 

Another study reveals that the content of consumers’ brand schemas which specify for instance rel-

evant information during brand choice, is considered to be textual rather than pictorial (Wedel & 

Pieters, 2015). As informational text on products is considered more relevant for consumers during 

brand choice and the fact that subjective liking is related to emotions of pleasure (Berridge & Krin-

gelbach, 2008), it is hypothesized that consumers’ liking and wanting is higher towards informa-

tional text than pictorial elements on skin care products. 

 

Informational text on the package can create confusion in the consumers’ minds by  either convey-

ing too much, misleading or inaccurate information. This can be due to the fact that marketers want 

to maximize their information carried on products and therefore often use very small fonts or very 

dense writing styles. This confusion can affect consumers’ perception of quality, and can undermine 

consumer rights to safety and information (Silayoi & Speece, 2007). With this in mind, a vivid 

product picture can serve as a very diagnostic piece of information in some product purchase deci-
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sions as the picture becomes information input that consumers can use to compare and differentiate 

among products (Underwood et al., 2001). In categories where the product knowledge is low, a 

product picture may prove to be highly diagnostic in such a way that it most likely helps consumers 

to quickly understand what the product is and what it is good for. For example, a picture may vali-

date the quality of a product or brand and therefore consumers wishing to save money often look for 

products with a picture on the package. Therefore, it is assumed that higher price perceptions are 

connected to facial skin care products with informational text than to facial skin care products with 

a picture on the product packaging. 

 

The above discussion suggests that packaging’s visual cues attract attention, evoke an aesthetic re-

sponse, and may communicate product quality. Hence, the impact of the visual cues may be con-

verted from physiological attention into brand preferences and product choice (Bloch et al., 2003; 

Kotler and Rath, 1984) which suggests that the visual elements of packaging is a critical determi-

nant of consumers’ product responses at the point of purchase and thereby also impacts product and 

brand memory (Creusen & Schoormans, 2005). A study on the effects of advertising retrieval cues 

on brand evaluations showed that when an advertising retrieval cues such as a picture was present it 

led to greater recall of brands and created ad reactions and more favorable brand evaluations that 

when no cues were present besides brand name and category (Keller, 1987). And also with no cues, 

it would be difficult for subjects to access the specific ads, or ad reactions corresponding to particu-

lar brands. As Silayoi and Speece (2007) states, a well-produced product image is likely to evoke 

memorable and positive association with the product (Silayoi & Speece, 2007) and therefore it is 

assumed that pictorial elements on facial skin care products create higher recognition and memory 

than informational text. 

 

It is apparent that text and pictures convey different levels of dominance which in turn can influence 

associations, inferences, and perception. In this study the effect of attention, liking, wanting, price 

and memory of facial skin care products with respectively a textual element or a pictorial element 

will be tested. It is hypothesized that a picture on a product attracts more attention, informational 

text is positively related to liking, wanting, and price and that pictures are positively related to an 

increase in memory. 
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2.3.3.  The Role of Color on Product Packaging  

The following section explains the effects of color with focus on hue, more specific the colors red 

and blue, and color saturation. It describes the associative learning framework which explains the 

relationship between color and emotions, and dig deeper into how color as an aesthetic stimuli 

stimulates and shapes consumer preferences. Especially, these issues will be considered with regard 

to facial skin care product packaging design, and how consumers perceive and get affected by color, 

both in terms of attention, liking, wanting, price rating and memory. 

 

Delimitation 

There are three basic principles of color which is hue, saturation, and value. This study investigates 

the importance of hue (red and blue) and saturation (the amount of pigment in a color). Value is the 

amount of lightness or darkness relative to a scale that ranges from black (low) to white (high), but 

due to its proven negative relationship with arousal (Labrecque & Milne, 2012), the investigation of 

value will be left out in this study. 

 

With regard to hue, the colors red and blue are investigated due to their positions in each end of the 

wavelength scale on color, and thereby their very different influence on, how consumers perceive 

these colors (Crowley, 1993). Due to this, the colors in between red and blue on the wavelength 

scale, such as orange, yellow, and green are ignored in the eye-tracking experiment and only paid 

minimum attention to in the following, as they are presented as being part of the warm and cold 

category, respectively. 

 

Insights from color studies 

Little academic research has investigated the role of color in marketing and in which ways color can 

shape consumer perceptions such as brand personality, familiarity, likeability and purchase intent: 

“Through color, a brand can establish an effective visual identity, form strong relationships with a 

target market, and position itself among competitors in the marketplace” (Labrecque & Milne, 

2012, p. 711). A classic example is illustrated by the case of Coca-Cola versus Pepsi, where the 

Pepsi brand switched color from red to blue in order to distinguish itself from its main competitor 

(Labrecque & Milne, 2012). Further, it has been observed in marketing literature on color that con-

sumers make great use of color as a cue to identify brands, infer weight, indicate temperature and 

give gender to a product (Grimes & Doole, 1998). In order to understand and measure the com-
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plexities of consumers’ color perceptions, technological advances have allowed other disciplines 

such as neuroscience, psychophysics, visual cognition and biology to gain new insights by using 

new methods such as neuroimaging (e.g. fMRI) or eye-tracking (Labrecque & Milne 2013). 

 

Conversely, psychology literature provides much research on the power of color associations. Here, 

color is one of the truly great tools and it generates good feelings, positive emotions and a favorable 

disposition towards a brand (Grimes & Doole, 1998). The selection of color is also an inevitable 

package design issue because consumers notice and get affected by the aesthetic impression evoked 

by it (Kauppinen-Räisänen & Luomala, 2010). This means that color as an aesthetic stimulus stimu-

lates and shapes consumer preferences, simultaneously by evoking hedonic feelings i.e. liking. Em-

bodied meaning refers to this aesthetic stimulus; it is not learned, but driven by stimulation evoked 

from attributes embodied in the aesthetic stimulus, and it  is independent of context and the seman-

tic content it may evoke. It can be assimilated with biological responses to color which are not 

learned either. Opposite embodied meaning, referential meaning is activated by learned color asso-

ciations (Labrecque & Milne, 2013). In this context, the associative learning framework can be 

used to explain human physiological response to color and its principles have shown to affect con-

sumers’ color preferences for products. The associative learning framework is the way consumers’ 

think, and associate one object with another in a specific way based on earlier experiences (Gross-

man & Wisenblit, 1999). Consumers’ color preferences are often formulated via the associative 

learning process, but it might be difficult for marketers to determine these color associations be-

cause consumers may have trouble articulating their associations. Furthermore, research have 

shown that it is impossible to attribute only one specific meaning to one specific color,  because 

consumers’ get their color associations based on prior experiences and develop individual color 

preference for particular objects (e.g. products) or settings in which they interact (Grossman & 

Wisenblit, 1999). 

 

The task of understanding consumers’ responses to color is complicated, and several studies have 

tried to clarify the meaning of each color. Results have shown that it is nearly impossible to give 

each color a specific meaning because the meaning of the color always depends on the context in 

which it is shown (Grossman & Wisenblit, 1999). Traditional research on color preference has been 

criticized because it has been conducted using color cards or geometric objects that are not common 

to people’s everyday lives, and subjects are asked to indicate color preference independent of the 
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object. An example of this is a color test (like one created by Luscher and Scott, 1969) with direc-

tions such as “Look the eight colors over and decide which color you like best. Do not try to associ-

ate the color with something else, such as dress materials, furnishings, automobiles, etc. Just choose 

the color for which you feel the most sympathy out of the eight colors in front of you.” This sug-

gested that Luscher and Scott (1969) believed there was a connection between color preference and 

objects (Grossman & Wisenblit, 1999). Therefore, it is nearly impossible for marketers to use con-

sumers’ color preferences based on their favorite color because color is not perceived independently 

from objects in the human brain, and consumers have different color preferences for different prod-

uct categories (Grossman & Wisenblit, 1999). 

 

Colors attract attention 

Marketing research reveals that color is the first visual cue consumers notice when looking at a 

package design. Colors have the ability to maintain consumers’ attention, especially when consum-

ers seek variety in their brand choices. Consumers’ attention increases with the degree of color de-

viation and especially bright, novel and warm colors are preferred (Kauppinen-Räisänen & Luoma-

la, 2010). These findings are also supported by Wedel and Pieters (2008) who found that bottom-up 

factors, such as the brightness and color of the package, are twice as important in determining the 

speed of brand search than the top-down factor of being the target of the search task or not (Chan-

don et al., 2009). 

 

Hannele Kauppinen-Räisänen and Harri T. Luomala (2010) further suggest that the relationship 

between consumers’ attention towards a product and the color of the package can be explained with 

involuntary and voluntary attention presented by Kahneman (1973). Involuntary attention refers to 

novel and surprising cues (Kauppinen-Räisänen & Luomala, 2010). This could be exemplified as 

color deviation or a new color in a certain product line that normally are not changed. The goal of 

such change is to attract consumers’ attention with a cue that is not expected by the consumers. 

Voluntary attention is the opposite where package colors attract attention because they are relevant 

for consumers’ task. Here, consumers use colors to search for and to identify brands (Kauppinen-

Räisänen & Luomala, 2010). 

 

 

Color Hue: Red and Blue 
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Much of the color research in marketing concentrates on a color’s hue which is the wavelength of a 

color and determines its label such as blue, red or green (Labrecque & Milne, 2012). 

In general, researchers have suggested that cool colors, such as blue and green, are considered calm-

ing, as they are associated with intelligence, sociability and narcissism (Grossman & Wisenblit, 

1999). More specifically, blue is linked to competence, as it further is associated with communica-

tion, trust, efficiency, duty, logic, and security (Labrecque & Milne, 2012). This is supported by that 

investigated the effects of color in retail store design. Blue environments, and thereby cool envi-

ronments, were often associated positively with peace, calm and happiness (Grimes & Doole, 

1998). 

 

Warm colors, on the other hand, such as red and orange, are considered arousing and red, in particu-

lar, is suggested to be the color of extroversion and danger (Grossman & Wisenblit, 1999). Moreo-

ver, red can be linked to excitement, and it is generally associated with the characteristics of activi-

ty, strength and stimulation. Furthermore, consider the color red as a symbol of being up-to-date 

(Labrecque & Milne, 2012). Furthermore, they concluded that the color red often was associated 

with unpleasant, negative and tense feelings despite the fact that is it a warm color which consumers 

often are physically drawn to (Grimes & Doole, 1998). Kuniecki and colleagues (2015) mentioned 

that signaling is one of the most important functions of color, and that red, in particular, is the most 

widespread signaling color, as it is easily visible and stands out against most backgrounds. Given 

the fact that red attracts attention, it is commonly used in warning or danger signs (Kuniecki, Pilar-

czyk, & Wichary, 2015). Although, red is not always associated with hostility and danger. Biologi-

cally, red has evolved to be a sign of attractiveness which indicates that red has a double meaning, 

either threat or opportunity depending on the context (Kuniecki et al., 2015). As Fortier-Gauthier et 

al. (2013) notes, the attentional bias to red is not only connected to emotional circumstances, but the 

primary context of red seems to be an emotionally arousing one, as it is not calm and neutral (Ku-

niecki et al., 2015) which the contrasting color blue bear the characteristics of. Moreover, Fortier-

Gauthier et al. (2013) demonstrated in an ERP study (measurement of brain response) that simple 

red targets that were to be detected among gray distractors evoked larger N2pc (a brain component 

linked to selective attention) than green targets which points out the special status the color red has 

in visual search (Kuniecki et al,. 2015). 

 



53 / 153 

Based on the findings regarding attention and the meaning of the colors red and blue, respectively, 

it is assumed that red elements on facial skin care product packaging attract more visual attention 

than blue elements. 

 

Another way of explaining the difference between the two colors red and blue, is the length of each 

color’s wavelength. Research has consistently shown that longer wavelength hues (e.g. red) induce 

states of arousal and excitement (Labrecque & Milne, 2012). This indicates that blue which wave-

length is significantly shorter, causes the opposite effect (Labrecque & Milne, 2013). To underline 

the effects, red and blue have on humans, an example is the use of color red in casinos to stimulate 

gambling, and the use of blue colors on the wall at the dentist to calm the nerves of the patients 

(Grossman & Wisenblit, 1999). Even though certain colors might seem to be linked to a specific 

association or feeling in consumers’ minds, it is not possible to link only one symbolic meaning to 

one color because consumers’ associations of colors depends on the context in which the color is 

represented. Ellior and Maier (2012) proposed a color-in-context theory where colors carry meaning 

in a certain context and this has direct and automatic influence on consumers’ cognitive processes, 

including attention (Kuniecki et al., 2015). These findings on how the colors red and blue, respec-

tively, affects humans psychologically in terms of arousal and calmness leads to suggest that blue 

colors increase pleasure, i.e. liking, and wanting compared to red colors in a facial skin care product 

packaging design context. 

 

A study by Ampuero and Vila (2006) examined several packaging elements, including the differ-

ence between warm (red) colors and cold (blue) colors, and how these colors influenced consumers’ 

price perceptions of a product. It was found that high priced products were associated with cold 

colors, e.g. blue, and low priced products with warm colors, such as red. Based on these findings, 

the thesis assumes that blue elements on facial skin care products create higher price ratings than 

red elements. 

 

Overall, it has been found that when comparing the two colors red and blue, blue consistently ap-

peal most to consumers, and red is the least preferred color in an evaluative sense (Crowley, 1993). 

Despite these findings that color is an influential design element, empirical studies on colors are 

rare and only little research has examined the relationship between package color and consumers’ 

product experiences (Kauppinen-Räisänen & Luomala, 2010). This relationship is important to con-
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sider for marketers because knowledge of consumers’ color preferences can help the marketers rec-

ognize which colors in their lines sell best and they may be able to trim the product offerings and 

reduce manufacturing costs in order to make the most profitable and best-selling product (Grossman 

& Wisenblit, 1999). This is the overall reason that one aim of this study is to discover whether one 

specific color (blue) appeals more to consumers than another specific color (red) in the context of 

packaging design of facial skin care products. 

 

Color saturation 

Many studies investigated the impact a color’s hue had on consumers’ responses and perceptions, 

but neglects to investigate color saturation (Labrecque & Milne, 2013) which therefore will be ex-

amined in the following. 

 

Saturation refers to the amount of pigment in a color, meaning that a color with low saturation ap-

pears gray and washed out, whereas one with high saturation appears very vivid. (Labrecque & 

Milne, 2012). In other words, a fully saturated color contains no black or white to dilute the color, 

where an unsaturated color does. Only recently, researchers have examined the effects of saturation, 

whereas early work in color psychology and marketing merely examined hue effects. Many studies 

further suggest that saturation plays an even more important role than hue when predicting consum-

er emotions and perceptions. Additionally, these studies find that saturation can be linked to arous-

al, indicating that saturation has a positive effect on arousal (Labrecque & Milne, 2012). Results 

from the color study by Labrecque and Milne (2012) have illustrated that saturation influences 

brand personality, and can be used in conjunction with hue to determine appropriate brand personal-

ity decisions. By using saturation, managers can create a new or redesign their brand, making a hue 

color richer or duller. 

 

Even though the literature on saturation is limited, Ampuero and Vila (2006) found that high priced, 

elegant products require aesthetics that are cold (e.g. blue), and dark colored on their packaging. In 

contrast, reasonably priced, accessible products that are directed at price sensitive consumers re-

quire light (e.g. white) colored packaging. This suggests that there is a significant difference with 

regard to how the degree of saturation affects consumer perceptions of a product package. In order 

to investigate whether it is saturated or unsaturated colors that appeal mostly to consumers when 

buying facial skin care products, the study assumes that unsaturated colors leads to higher price 
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ratings compared to saturated colors on products packaging. This assumption is opposite to what 

Ampuero and Vila (2006) found, but given that fact that they did not measure the degree of color 

saturation on a similar product, their findings are only used as an indicator of the fact that the de-

gree of saturation matter when consumers’ have to rate a price on a product. 

 

2.3.4.  The Role of Shape on Product Packaging  

Not much research is done about the specific product shapes and the effect they have on consumer 

decision making, but though understanding the overall impact that the shape of a packaging design 

can create is important to enhance point of purchase communication. This section provides a theo-

retical framework for understanding the communicative effects of the shape of a product, more spe-

cifically the effects of attention, liking, wanting, price perception and memory when focusing on 

round and angular facial skin care products. 

 

Delimitations: 

Shapes are two-dimensional areas with a recognizable boundary. They can be open or closed, angu-

lar or round, big or small as well as organic or inorganic. The experiment focuses on round skin 

care products and angular shaped facial skin care products, more precisely tube shaped which is 

under the category of angular products. When focusing on tube shapes, the effects of other shapes 

such as squared etc. on consumers’ decision behavior will not be discussed. 

 

Shape                                                    

The Model of Consumer Responses to Product Form (Bloch, 1995) states that the shape of a prod-

uct can influence the consumers’ cognitive and affective responses. It can alter consumers’ beliefs 

about the product and brand and may evoke feelings of enjoyment regardless of practical considera-

tions. 

 

Nussbaum (1993) showed that the shape or exterior appearance of a product is important as a means 

of communicating information to consumers. This is supported by Berkowitz (1987), who stated 

that a product’s shape creates an initial impression and it generates inferences regarding the prod-

ucts’ other attributes (Bloch, 1995). The product shape is also significant in a larger sense because it 
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affects the quality of our lives. The perception and usage of beautifully designed products may pro-

vide sensory pleasure and stimuli and vice versa (Bloch, 1995). 

 

The shape or design of a product may contribute to its success in several ways because when con-

sumer are given the choice between two products, equal in price and function, the consumers buy 

the one they consider to be more attractive (Bloch, 1995).  The difficulty lies within the task of find-

ing out what consumers consider attractive and what they prefer. Earlier studies show that a pre-

ferred shape (e.g. rounded or angular) differ depending on the way in which product appearance 

plays a role for subjects, and furthermore, the influence of shape on a certain kind of product value 

(aesthetic, symbolic, ergonomic, or functional) also differ between subjects (Creusen & Schoor-

mans, 2005). One person may like a rounded shape, while another may prefer a rectangular shape. 

This means that the data providing the guidelines on how the perception of a specific kind of prod-

uct value can be created by means of shape is limited (Creusen & Schoormans, 2005). 

 

To begin with, consumers’ attention can be attracted by a package’s shape (Schoormans and Rob-

ben, 1997), and especially novel shapes are those that appear to deviate from other shapes (Kaup-

pinen-Räisänen, Owusu, & Bamfo, 2012), but due to experimental limitations attention on product 

shapes is not measured. 

                                                                                                         

Taking the above into consideration, various shape features has an effect on consumers’ evaluation 

(Becker, Rompay, Schifferstein, & Galetzka, 2011) as they can contain different levels of domi-

nance. Research on package shape showed that various shapes evoke different meanings and in a 

study by Silayoi and Speece (2007) straight shape has a positive utility compared to curvy. Based 

on this study they suggests that, overall, the respondents may be more attracted to a package that 

seems familiar and reliable, rather than exciting (Silayoi & Speece, 2007). Another example is, ac-

cording to Arnheim (1974) that angular shapes present a confrontation between stimulus and sur-

roundings, and are therefore readily perceived as expressive of confrontation or conflict. Similarly, 

Berlyne (1976) showed that angular shapes tend to induce associations with traits that express ener-

gy, toughness, and strength (Becker et al., 2011). In contrast, rounded shapes tend to induce asso-

ciations with traits such as approachability, friendliness, and harmony. Furthermore, humans asso-

ciate threat with sharp, primitive elements and warmth with round, primitive elements (Becker et 

al., 2011). Due to these findings, it is assumed that round shaped products increase liking and want-
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ing compared to angular shaped products, and that angular shaped products have a positive impact 

on memory due to the fact that they express energy or confrontation which has an impact on con-

sumers ability to be aware and remember. 

Existing studies suggest that shape has an impact on consumers because of its function as a multi-

cue in relation to package volume and volume is often related to price perception (Kauppinen-

Räisänen et al., 2012). More than a century of research in spatial perceptions document that size 

perceptions are a function of the shape and the actual size of objects. The effect of the shape of an 

object on estimates of its size has been studied extensively in cognitive and developmental psychol-

ogy. Thus, shape is found to influence consumers’ perceptions of product volume and therefore 

consumers’ price evaluation. Regular shapes such as squares, rectangles, pyramids, and circles are 

of particular relevance to marketers of frequently purchased consumer products interested in pack-

aging and pricing issues (Krider, Raghubir, & Krishna, 2001). In order for a products’ shape to sig-

nal prestige, exclusiveness, or novelty to increase price perception an atypical shape appearance is 

advisable as it is unique and stands out. For such products, preference declines when it becomes 

more widely available and thus more typical because uniqueness is valued. For example Raghubir 

and Krishna (1999) found that elongating the shape, within acceptable bounds, should result in con-

sumers thinking of the package as a better value for money and result in larger sales generally 

(Creusen & Schoormans, 2005). As round products are believed to signal warmth and harmony 

which correlates well with the product category of facial skin care products it is hypothesized that 

round shaped products leads to higher price rating compared to angular shaped products. 

 

The above research is insight into the conscious use of information by consumers. The influence of 

attention drawing, product categorization and impression of quality by using shape can also take 

place nonconsciously and can give a more accurate insight into consumers’ product choice (Creusen 

& Schoormans, 2005). 

 

It is apparent that angular and round shapes convey different levels of dominance which in turn can 

influence associations, inferences, and perception. In this study the effect of liking, wanting, price 

and memory of the shape of facial skin care products will be tested. It is hypothesized that round 

shapes are positively related to liking, wanting, and price and that angular shapes are positively re-

lated to memory. 
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2.3.5. Brand Name Characteristic: Size 

Due to the fact that it has been nearly impossible to find any literature on, how the size of the brand 

name influences consumers’ perception of a product, this section provides insights on size in gen-

eral as well as branding in general. At the end of the section, a brief suggestion to how these two 

components can interact with each other is provided. Given the very limited existing literature on 

this particular aspect of product packaging design, this study seeks to widen this area in the market-

ing literature. 

 

Delimitation 

This study does not cover the notion of a congruent versus an incongruent brand name due to lim-

ited capacity. A congruent brand name tells something or creates meaning about the particular 

product in context, i.e. if the brand name is unknown to a consumer, the name of the brand tells 

what kind of product that are being sold, and it can be read from the brand name which kind of fea-

tures or benefits the product has, e.g. Burgerking. An incongruent brand name portrays the opposite, 

namely that the brand name does not say what the products in context are, directly. An example is 

Levi Strauss, where the primary product is jeans, but the brand name does not say anything concrete 

about jeans (Meyers-Levy, Louie & Curren, 1994). Experiments have proven that incongruent 

brand names stimulate and achieve attention which is why this aspect would be relevant to study, 

but given the scope of the thesis, and the way the experiment is chosen to be made, this aspect is 

ignored. 

 

Size 

In general, the attention-drawing ability of a product can be enhanced by increasing its size (Wedel 

and Pieters, 2015). Though, it is important to be aware of the fact that different packaging sizes po-

tentially appeal to consumers differently depending on their levels of involvement. Large sized 

products are often directed at consumers who are looking for discount which is based on the feeling 

“value for money” consumers get when buying larger sized products. Additionally, literature im-

plies that when the quality of a product is hard to determine, the effect of packaging size is stronger 

(Silayoi & Speece, 2007). 
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Branding 

A brand can be defined as a name, term, sign, symbol, or design, or combination of them which is 

intended to identify the goods and services of one seller or group of sellers and to differentiate them 

from those of competitors (Keller, 1993). The importance of creating both awareness and image for 

a brand has been extensively documented in the marketing literature (Grimes & Doole, 1998). 

Brand awareness and brand image emerged in literature under the overall term brand knowledge. 

Understanding the content and structure of brand knowledge is important because they influence 

what comes to mind when a consumer thinks about a brand (Keller, 1993). Brand knowledge is 

conceptualized as consisting of a brand node in memory to which a variety of associations are 

linked, and the consumers’ brand associations depend on e.g. the level of abstraction in the brand, 

and affect the favorability, strength, and uniqueness the consumer holds for the brand (Keller, 

1993). 

 

One of the most important aspects of advertising is to increase brand awareness which is often de-

termined by the memorability of the brand name. Brand awareness has major influence on consum-

ers’ decision making process and it is defined by how likely it is that a brand name will come to 

mind and how easily it will do so. Brand awareness consists of brand recognition and brand recall 

performance. Brand recognition requires that consumers correctly discriminate the brand as having 

been seen or heard previously, whereas brand recall requires that consumers correctly generate the 

brand from memory (Keller, 1993). Brand awareness plays an important role in consumers’ deci-

sion making process when being in a store, where they potentially are exposed to brands, and espe-

cially brand recognition may be crucial to the extent that product decisions are made in the store. A 

brand image can be defined as the perceptions the consumer has about a brand. It refers to the asso-

ciations linked to the brand that consumers hold in memory. A necessary condition for the creation 

of a brand image is that the characteristics of the brand are established in the memory of the con-

sumers. The characteristics of the brand should affect how easily different kinds of information can 

become attached to the brand in memory (Keller, 1993). In this connection, a relevant brand name 

characteristic that influences consumers’ recognition and memory of a brand name is simplicity. In 

order to be simple, the brand name has to be easy to say, easy to spell, easy to read, and easy to un-

derstand. Simplicity in a brand name is directly related to the basic psychological principle that a 

simple bit of information is more easily learned and recalled (Robertson, 1992) which again con-

nects simplicity to the memorability of a brand name. 
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Marketing literature also suggests distinctiveness as a desirable characteristic in a brand name. The 

cognitive related processes to distinctiveness are attention, due to the fact that the brand name then 

is novel, unusual, and unique. Furthermore, distinctiveness is a motivational component triggered 

by curiosity (Robertson, 1992). Therefore, it is important for a product’s packaging design and 

brand name to have some unexpected elements in order to capture consumers’ attention. 

 

The characteristics that are important to a brand name, such as being simple, easy to read, novel, 

and unique are verbal factors of a brand name. Put together with the literature on size, the ideal 

brand name should be large in order to gain as much attention as possible, and at the same time be 

as short, simple and distinct as possible. Therefore, since none or very limited literature regarding 

the size of the brand name have been found, this study investigates the psychical size (not the num-

ber of letters) of the brand name on the product. The aim is to discover whether the size of the brand 

name affects consumers’ perceptions of the product in terms of linking, wanting, price ratings and 

memory. 

 

2.4.  The Research Gap 

The above sections describe the human consumer decision making process - both consciously and 

nonconsciously - neuromarketing and product packaging design, but there has not yet been an eye-

tracking study examining if there is a connection between products’ packaging design and visual 

attention, liking, wanting, price and memory. 
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3. The Case 

 

This section will investigate the above-mentioned issue within the Danish skin care industry. 

 

The products within the skin care industry can be perceived as high-involvement products which 

often have some kind of emotional appeal or functional significance for the consumer. In high-

involvement situations, consumers are more motivated to make a careful purchase decision, prefer a 

particular brand or spend more time evaluating alternatives (Grossman & Wisenblit, 1999). This 

conflict with several findings on unplanned purchasing which revealed higher levels of self-

reported, unplanned purchasing among young, educated consumers with high income. Beatty and 

Ferrell’s study (1998) supported this by saying that consumers who enjoy shopping and browsing 

are more likely to make buying decisions in store (Chandon et al., 2009). Chandon et al. (2009) also 

found evidence for this in their eye-tracking experiment. It revealed that the number of facings, 

each consumer obtain on a product, has a strong impact on evaluation that is entirely mediated by 

its effect on visual attention which means that these, young, highly educated consumers show high-

er levels of attention and will be more influenced by in-store marketing than other consumers. 

 

Based on this knowledge, the combination of high-involvement purchase decisions, the increasing 

level of unplanned buying behavior in-store among young consumers, and how visual attention in-

fluences the consumers, is an interesting area to study. 
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3.1.  The Danish Skin Care market 

The past ten years (2005-2015), the Danish Skin Care market has grown steadily. 

 

 

 

 

 

 

 

 

 

 

Illustration 6/7: Market Size Skin Care - Denmark 2005-2010/2010-2015 (Source: Passport by  

Euromonitor International) 

 

85% of those in their teens and early 20’s have acne and it affects them both psychically and psy-

chologically. Acne peaks for girls when they are 17 years old, and slightly later for boys.  50% of 

girls experience a worsening of acne around the time of their period and acne mostly affects the 

face but 30% of sufferers also get spots on their chest and back. About 7% of people have acne 

which persists into their 30s and 40s (Appendix 15). Therefore, skin care products on the Danish 

market are very important, and they represent a high potential area for marketers, due to a wide 

range of consumer requests. There are hundreds of skin care brands available today and the skin 

care sections in-store are filled with brands offering different products for special problem areas. 

The marketers all promise that you will get beautiful skin if you use their anti-aging creams, moist-

urizers, cleansers, serums, acne treatments etc., but it is difficult for consumers to figure out exactly 

what they need and want and whether the product lives up to the expected experience. 

 

Matas is the largest health and beauty retailer on the Danish market, offering a broad range of 

health, beauty, household and personal care products. The company operates through a solid net-

work of 294 physical stores in Denmark, as well as a Matas Webshop, currently selling more than 
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14,000 beauty products1. Given the size of the store, many skin care brands are represented in 

Matas. Some of the brands are L’Oréal, Manhattan, Nivea, Beauté Pacifique, Neutrogena, La 

Roche-Posay and Biotherm which thereby are competitors in-store to the brand used in this thesis, 

Clearasil. Clearasil’s product range is based on three principle steps which are wash, scrub and ton-

er. They offer two basic ranges which are their Ultra (Original) & DailyClear (Vitamins and Super 

Fruits) (Appendix 15). The competitive brands offer similar attributes within the product category 

but at the same time, their product ranges expand to other categories, e.g. cosmetics. This gives the 

competitive products an advantage concerning consumer loyalty, knowledge and preference, given 

the fact that these brands are shown more often than Clearasil’s brand. 

 

3.2.  The Brand Clearasil 

There is very limited information about the brand Clearasil in Denmark. Most of the material about 

Clearasil is from Sweden and U.S., respectively. In more of the slides, regarding Sweden, Denmark 

is mentioned in parallel with Sweden (Appendix 15). Therefore, this material is used as an indicator 

of the Danish market also. 

 

U.S. marketer Ivan Combe developed Clearasil in the early 1950s. He realized the need for an acne 

cream that worked after talking to teenagers and pharmacists. The Clearasil brand grew steadily 

through the 60’s and 70’s, launching across Europe, Canada and Japan, and by 1982, Clearasil was 

market leader in U.S., Japan and Germany. In 1985, Procter & Gamble acquired Clearasil and under 

them, the brand sustained its leadership position as the number 1 brand in acne treatment in the 

U.S., and expanded the brand in over 70 countries (www.rb.com; The Clearasil Case). During the 

early 90s, Procter & Gamble strategized to grow the brand with a broadened scope of product offer-

ings for its teen target. Clearasil introduced a new range of acne prevention products that acted 

against blocked pores, bacteria development, and excess oil production. This range included a face 

wash, dual action pads, medicated moisturizer, and a handy pen applicator that delivered powerful 

medication directly onto a pimple without affecting over-drying the surrounding area. However, 

during the mid-to-late 90’s, Clearasil sales declined due to a market entry of a new competitor in the 

Young Skin Care category, the mega brand Neutrogena (www.rb.com; The Clearasil Case) 

 

                                                             
1 http://www.slideshare.net/HooshTechnology/matas-success-story 

http://www.slideshare.net/HooshTechnology/matas-success-story
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In 2000, Boots Healthcare International (BHI) acquired Clearasil. In 2002, they launched their 

range of spot-fighting skincare products targeting older females and in 2003; they launched a prod-

uct range for men (Appendix 15). Finally, in 2006, BHI was purchased by Reckitt Benckiser, and 

now, Clearasil is a part of the RB portfolio (www.rb.com; The Clearasil Case) 

 

Clearasil used to be one of the leading brands in the skin care category and in the treatment of acne. 

Today, Clearasil is still an established expert in acne treatment, but Clearasil sales and market share 

continue to decline globally across all top markets (2008 net revenue = £100m, 2013 net revenue = 

£70m) (Appendix 15). 

 

 

Illustration 8: Decline Clearasil 2012-2013   

 

RB can see the same category development in other markets as seen in Sweden above. 

 

Reckitt Benckiser has faced considerable challenges in increasing Clearasil’s market share and 

growing the Clearasil brand (www.rb.com; The Clearasil Case), and also on the Danish market, the 

Clearasil brand is performing very poorly. One underlying reason is the financial challenges, Clear-

asil faces, due to the decline in sales which leads to decline in their market budget. The low budget 

makes it impossible for the marketers behind Clearasil to create new advertisements, and therefore 
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the brand is surpassed by the competing brands on the skin care market (Appendix 1). Additionally, 

the “May Cause Confidence” campaign (2007-2008), made to promote and modernize the Clearasil 

brand by appealing to both younger and older users (female and males, aged 11-24), did not drive 

significant in-market sales lifts because of its limited budget level (www.rb.com; The Clearasil 

Case). 

 

Another factor that is affected by the low budget available for Clearasil, is its placement on the 

shelves in the store Matas, where Clearasil is sold. This problem is difficult to solve because of the 

planograms in Matas, i.e. how the products is placed on the shelves which differs in each store and 

is controlled by Matas. Furthermore, it is difficult for RB to argue for more space at the shelves for 

Clearasil products given the financial limitations on the brand. Also, the Clearasil brand is subject 

to Matas’ one-in-one-out policy, meaning that when Clearasil launches a new product, it has to re-

place one of their existing products. This makes it difficult for Clearasil to bring new products to the 

shelves without risking losing loyal customers to their existing products (Appendix 1). 

 

 

 

 

 

 

 

 

 

 

 

 

 

Illustration 9: Own picture: Shelf in Matas, Frederikberg Center 
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In line with the above, one of the challenges for the Clearasil brand is, paradoxically, their expertise 

within the field of acne. Their 45 years of acne expertise2 has proven to be a problem for the brand 

in Denmark because acne products from Clearasil are perceived as being very hard on the skin and 

according to expert knowledge, it is one of the most hard-core products within the industry. By the 

time Reckitt Benckiser took over Clearasil, its base line products were repositioned under the ban-

ner Daily Cleanse which leveraged the use of the term “daily” across the products to diffuse the 

impression that Clearasil products were too harsh for daily use (www.rb.com; The Clearasil Case). 

This suggests that Reckitt Benckiser is aware of the challenges and disadvantages of their reputa-

tion, and on the Danish market, this reputation have proven to be a severe problem for Clearasil’s 

brand. A part of the solution for the Clearasil brand in Denmark, is to move away from branding 

Clearasil as an acne product exclusively. Instead, it should be branded more as a skin care product 

in general with acne treatment as a sub category, as e.g. L’Oréal (Appendix 1) and Neutrogena 

which produce both acne and general skin care products for females aged 14-40 years old 

(www.rb.com; The Clearasil Case). 

 

A problem attached to Reckitt Benckiser trying to redesign Clearasil’s brand to both being able to 

tackle skin care problems on a daily basis (acne treatment) and maintain clear skin (everyday pre-

vention), is consumers’ existing knowledge about the brand. In 2008, Clearasil again scored highest 

on total brand awareness and Clearasil is perceived to be a brand for teens with particular equity in 

pimple and treatment (www.rb.com; The Clearasil Case). This impression can be difficult to change 

because many of the consumers grew up with this particular image of the brand. Historically, teen-

agers (11-17 years old) have always been Clearasil’s target consumer, but Clearasil’s emphasis has 

changed over the years by reaching outside the teen demographic and take aim at the young adults 

(18+ years old) (www.rb.com; The Clearasil Case). These young adults are consumers who have 

created an image about the brand, and it is therefore a challenge for Reckitt Benckiser to change 

their view on the Clearasil brand. Conversely, it might be easier to create a new image when target-

ing teenagers due to their presumed ignorance about the brand. 

 

 

 

                                                             
2 http://www.clearasil.us/expert-advice/ 

http://www.clearasil.us/expert-advice/
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To sum up, Clearasil has two target groups, namely teenagers and young adults. Teenagers have no 

or very limited knowledge about the brand, whereas young adults have more knowledge and exist-

ing perceptions about the brand developed through their life. Clearasil’s product range has devel-

oped to consist of both acne treatment (instant treatment) and general skin care (prevention) prod-

ucts in order to meet the extended target group. The fact that majority of consumers tend to move 

towards lower anxiety as they get older, and their primary needs become prevention more than 

treatment as anxiety (and spot incidence) drops are one of the reasons behind the extension of the 

target group (www.rb.com; The Clearasil Case). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Illustration 10: Key consumer needs by age (www.rb.com; The Clearasil Case) 
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3.2.  Clearasil’s packaging design development 

When Reckitt Benckiser took over Clearasil in 2007, they updated the products look and feel.  The 

base line graphics were changed from light blue to a darker and more prominent blue. Again, in 

2008, the company tried repositioning the base line of Clearasil again by changeling formulas, log-

os, graphics and packaging for existing products. This was the third time in three years that Cleara-

sil’s base line and packaging graphics were altered, but despite these initiatives to give the brand a 

more updated look, more of the products were discounted as of second quarter of 2008 due to poor 

sales performance (www.rb.com; The Clearasil Case). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Illustration 11: Clearasil base line packaging graphics evolution (www.rb.com; The Clearasil 

Case) 

 

To be a leading brand today, Clearasil should be able to deliver a product that works, but at the 

same time be in the possession of a brand that is at the same stage as the consumers; if they have 

acne, they want to use the best products to cure it. The challenge for Clearasil is to lift the brand 

from a solid documented heritage and be the favorite brand on the shelf in-store.  
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4. Experimental Research 

This chapter will describe the experimental research. First, by the in-depth interview with brand 

manager for Clearasil, and then by a qualitative research conducted with 10 female participants in-

store, leading up to the eye-tracking experiment. This is done, in order to ensure transparency and 

allow for replicability. 

 

In-depth Interview with Brand Manager for Clearasil 

In order to collect information about the Clearasil brand, an unstructured in-depth interview with 

Siri Sun Frederiksen, brand manager of the Clearasil brand at Reckitt Benckiser was conducted 

(Appendix 1). An unstructured interview is non-standardized, as the researcher does not have a pre-

determined list of questions to be covered. This makes the interview informal and gives the oppor-

tunity to go in depth with the area of interest (Saunders el al., 2003). Before conducting the inter-

view, we had a clear idea about the aspects that we wanted to explore. It was an informant and non-

directive interview as the interviewee provided us with facts and perceptions that guided the con-

duct of the interview, but the interviewee also had the possibility of talking freely about personal 

beliefs and other aspects in relation to the topic area. During the interview, the data was recorded by 

note-taking to ensure the nature of the discussion but following the interview the main points ex-

tracted were written in more details. Additional questions were added during the interview in order 

to go in-depth with the given answers and to elaborate further on the research question. 

 

The purpose of the interview was to discover which problems and challenges Reckitt Benckiser is 

facing in connection with the brand Clearasil. The information was used as basis for the research 

question and the thesis in general. 

 

Qualitative Research 

Qualitative research is a situated activity that locates the observer in the world. It consists of a set of 

interpretive, material practices that make the world visible. This means that qualitative researchers 

study things in their natural settings, attempting to make sense of, or interpret, phenomena in terms 

of the meanings people bring to them (Flick, 2007). 

 

Our second approach to discover the target group’s purchase intents was through a qualitative re-

search. The intent was to approach the world “out there” i.e. not specialized in research settings 
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such as laboratories. The participants’ experiences – whether it is biographical life histories or eve-

ryday or professional practices – is used for analyzing everyday knowledge, account and stories 

(Flick, 2007). The interview has been chosen as research method because subjective viewpoints and 

personal experiences and meanings are an important aspect of this study. 

 

The qualitative research was conducted in a physical store, Matas, in Frederiksberg Center. The ten 

participants were female, aged between 23-27, and from Copenhagen. They were asked several 

questions regarding the packaging design on the products on three specific shelves in the store (Ap-

pendix 2) in order to find out how different aspects of packaging design, e.g. color, color saturation, 

pictures, informational text, shape, brand name and price affected their purchase decisions. These 

answers formed the basis of the hypotheses. 

 

Aspects of AOI 

In order to define three of the aspects that this study investigates - namely red and blue color, the 

degree of color saturation, and size of brand names, 15 females, aged between 18-35, were volun-

tarily participating as subjects to categorize these elements. The participants were addressed one at 

a time in the halls of CBS and conducted the assignment on the spot. 

 

The subjects were handed 10 pictures of facial skin care products with different nuances of red ele-

ments and 10 pictures of facial skin care products including nuances of blue elements. Hereafter, 

the subjects were asked to define the degree of redness of the 10 products with red elements by put-

ting them in a ‘red’ pile or in a ‘not red/orange/pink’ pile. The same procedure was used with regard 

to the blue nuances. 

 

Following this task, each participant was handed 20 new pictures of facial skin care products, this 

time including pictures of products with either a saturated color or an unsaturated color. Again, they 

were asked to define to which degree the color was saturated versus not saturated and place them in 

two different piles. 

 

The last task was to define and differentiate small brands from large brands on facial skin care 

products. The same procedure as before was used by giving each participant 20 pictures of facial 
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skin care products and then asking them to place the picture in a ‘Large brand name pile’ and a 

‘Small brand name’ pile, respectively. 

 

The chosen pictures of the facial skin care products that were categorized red or blue, saturated or 

unsaturated, and small or large brands (Appendix 3) were used in the eye-tracking experiment. Ap-

pendix 4 shows the additional packaging elements, shape and informational text versus pictorial 

element. 

 

20 random products were chosen as fillers in the eye-tracking experiment and an additional 20 

products were used as fillers in the post-test on memory (Appendix 5). 

 

Eye-tracking 

In this study, the participants’ eye-movements were measured while they looked at different prod-

ucts of a common packaged goods category, skin care. We assess fixations on, and saccades be-

tween meaningful areas i.e. pictures versus informational text, red versus blue elements, the degree 

of color saturation, and size of the brand name on the products’ packaging. This allows us to ob-

serve variability in the pattern of fixations between participants, and to investigate whether this var-

iability is systematically related to the choices consumers make (Pieters & Warlop, 1999). Each 

picture was shown for 6 seconds. 

 

One of the downsides of eye-tracking is that the findings are rather superficial, and it is important to 

remember to test advertising in a natural viewing context. 

 

Likert scales: Liking, Wanting and Price 

The second way of investigating the hypothesis through the eye-tracking experiment design was 

through a survey containing three questions on a likert scale which was shown after each picture in 

the eye-tracking experiment (Appendix 6). A likert scale is composed of a series of four or more 

likert-type items that represent similar questions combined into a single composite score, where 

data is usually coded as follows 1 = Strongly disagree, 2 = Disagree, 3 = Neutral, 4 = Agree, 5 = 

Strongly agree. The data from a likert scale can be analyzed as interval data, i.e. the mean is the best 

measure of the central tendency. Likert items are used to measure respondents’ attitudes to a partic-

ular question or statement (Allen & Seaman, 2007). The likert scales were analyzed by using an 
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ANOVA means test in SPSS. The questions were as followed: “How well do you like the product” 

1 = Not at all → 10 = A lot.  “How willing would you be to buy this product?” 1 = Not willing → 

10 = Very willing. “How would you rate the price?” 1 = Low → 10 = High. 

 

Post-test: Memory 

After the eye-tracking experiment, the final measurement was conducted through a post-test in or-

der to measure the how well the participants remembered the products shown during the eye-

tracking. When measuring this, the test focused on the different product elements or product stimuli 

that were on the product packaging in order to find out which was the most memorable and thereby 

also the most effective. 

 

In order for it to be a reliable memory test, each participant had to conduct another eye-tracking 

experiment after having finished the eye-tracking experiment. The second eye-tracking was about 

the design of different designer chairs and how well they liked the design. The participants did not 

know anything about the purpose of this experiment and thereby they spent 15 minutes looking at 

chairs and rating them which made them forget about the previously shown skin care products. The 

eye-tracking data deduced from this experiment was not analyzed as it had no importance to the 

scope of this thesis, but only used as a distractor to the participants’ memory. After the chair exper-

iment, each participant was asked to sit down in a room next door and here they were handed a 

folder with a picture of all the skin care products they had seen in the first eye-tracking experiment, 

but with 20 fillers, meaning that there were 20 extra pictures in the folder that they had not seen 

before. The participants were then asked to rate the pictures on how sure they were that they had 

seen the products in the first eye-tracking experiment, 0 = 100% sure that they had not seen the 

product → 10 = 100% sure that they had seen the product in the first eye-tracking experiment. This 

allowed participants to say if they were not entirely sure that they have seen the product before, by 

writing e.g. “8” or “3” next to the product. 

 

In the last section of the post memory test, the participants were asked to write down if they had any 

preference towards the chosen products, if they had any allergies or if they had a design related ed-

ucation (Appendix 10). This was done in order to exclude any deviating results due to participants 

pre-knowledge.   
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4.1.  Hypotheses Definition 

The research gap identified in the literature will be addressed using the case of Clearasil through the 

following research question and corresponding hypotheses: 

How can in-store advertising in form of packaging design on facial skin care products, with focus on 

informational text versus pictorial elements, color (red versus blue), saturated versus unsaturated 

colors, shape, and size of a brand name, affect consumers’ purchase decision based on visual atten-

tion, likability, wanting, price perception and memory? 

 

Hypothesis 1: Informational text is more important than pictorial elements on the packaging design 

of facial skin care products 

H1a: Pictures are better to attract visual attention than text 

H1b: Informational text creates higher liking compared to pictorial elements 

H1c: Informational text creates higher wanting (WTP) compared to pictorial elements 

H1d: Informational text creates higher price rating than pictorial elements 

H1e: Pictorial elements increase memory compared to informational text 

 

Hypothesis 2: Blue elements are more appealing than red elements on the packaging design of facial 

skin care products 

H2a: Red elements are better to attract visual attention than blue elements 

H2b: Blue elements increase liking compared to red elements 

H2c: Blue elements increase wanting (WTP) compared to red elements 

H2d: Blue elements create higher price rating compared to red elements 

H2e: Red elements increase memory compared to blue elements 
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Hypothesis 3: Unsaturated colors are more appealing than saturated colors on the packaging design 

of facial skin care products 

H3a: Saturated colors are better to attract visual attention than unsaturated colors 

H3b: Unsaturated colors increase liking compared to saturated colors 

H3c: Unsaturated colors increase wanting (WTP) compared to saturated colors 

H3d: Unsaturated colors lead to higher price rating compared to saturated colors 

H3e: Saturated colors increase memory compared to unsaturated colors 

 

Hypothesis 4: Round shaped facial skin care products are more appealing than angular shaped facial 

skin care products 

H4a: Round shaped products increase liking compared to tube shaped products 

H4b Round shaped products increase wanting (WTP) compared to tube shaped products 

H4c Round shaped products lead to higher price rating compared to tube shaped products  

H4d: Tube shaped products increase memory compared to round shaped products 

 

Hypothesis 5: A small brand name is more appealing to consumers than a large brand name on the 

packaging design of facial skin care products 

H5a: A large brand name attracts more visual attention than a small brand name 

H5b: A small brand name increases liking compared to a large brand name 

H5c: A small brand name increases wanting (WTP) compared to a large brand name 

H5d: A small brand name creates higher price rating than a large brand name  

H5e: A large brand name increases memory compared to a small brand name 
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4.2.  Experiment Design 

The objective of the conducted experiment is to investigate the effects of consumers’ purchase deci-

sion of in-store advertising, more specific product packaging design on visual attention and cogni-

tive evaluation to congruent elements on the product packaging, as mentioned above. 

4.2.1.  Sample population 

51 female Danish subjects ranging in the age from 18-34 were recruited to participate. A nonproba-

bility volunteer convenience sampling method was employed for the sample selection (Saunders et 

al., 2003). The participants were only Danish in order to exclude relevant culture differences in the 

analysis of the experiment’s results. The chosen age group was in relation to one of Clearasil’s tar-

get audiences. Participants were mainly recruited through personal invitations at CBS, but also 

through Facebook (Appendix 7), word of mouth and fliers (Appendix 8) posted around CBS. Those 

who wanted to participate could contact us and book a time suitable for them. They were told that a 

session lasted approximately 45 minutes and that they were given a gift for their participation. They 

could choose from a variety of Veet and Clearasil products at a value of about DKK 100. 

4.2.2. Variables and Measures                                                                

The experiment is conducted with one large group which means that the independent variables as 

well as all other variables are held constant i.e. all subjects are confronted with the same pictures 

containing different stimuli on the chosen skin care products. 

 

Time to first fixation (TTFF) was used to measure visual attention of the chosen stimuli because 

TTFF makes it possible to measure the instant reaction not driven by the conscious deliberation. 

TTFF is in the experiment used to answer H1a, H2a, H3a, and H5a. Fixation duration (FD) can be 

used to identify the depth of cognitive processing or attentional engagement as well and it can, more 

or less, be used as an indicator to predict the consumers’ preferences. A study with shelter advertis-

ing by Maughan, Gutnikov and Stevens (2007) showed that longer fixation duration correlates with 

positive evaluation of the advertising (Maughan, Gutnikov, & Stevens, 2007). 

 

With eye-tracking researchers are able to investigate how respondents visually evaluate products, 

for how long they fixate on certain areas (FD), how often they look at that certain area (FC), and 
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how many times they revisit the area (Revisits). Based on that data it is possible to draw areas of 

interest (AOI) which are user-defined selections of one or many areas, revealing their attention re-

sults (Du & MacDonald, 2015). 

 

Term Measurement Explanation                    

Variables related to the product packaging design 

Purchase 

intent 

Pre-test survey. A qualitative survey was conducted in the physi-

cal store Matas in order to measure purchase intent 

for different kinds of elements on the product pack-

aging (color, color saturation, shape, picture versus 

text, and brand size). 14 questions about product 

packaging were asked 10 subjects (Appendix 2). 

Definition of 

packaging 

elements 

Pre-test survey. Test among female subjects in order to find out 

which products to use in the eye-tracking experi-

ment regarding the following packaging elements: 

red and blue, the degree of saturation, and size of 

the brand (Appendix 3) 

Liking, 

Wanting, 

Price 

3 likert scales in the eye-

tracking experiment. 10 

centimeters continuous visual 

analog rating scale. 

Shown after each picture in  the eye-tracking exper-

iment in order to measure the participants con-

scious liking, wanting and price rating decisions 

about the product. 

Memory Post-test survey. A survey conducted after the chair-experiment. 

Variables related to the visual mechanism  

Time To 

First Fixa-

tion (TTFF) 

Eye-tracking. The time span 

of the first fixation on the 

specific area of interest 

(AOI), measured in millisec-

onds. 

Used to measure visual attention. 

Fixation 

Duration 

(FD) 

Eye-tracking. Total time 

spent fixating on an AOI, 

measured in milliseconds. 

Used to measure participants’ nonconscious liking, 

wanting, price and memory. 

Fixation 

Counts (FC) 

Eye-tracking. Fixation 

counts per AOI. 

Used to measure participants’ nonconscious liking, 

wanting, price and memory. 

Revisits Eye-tracking. Revisits per 

AOI. 

Used to measure participants’ nonconscious liking, 

wanting and price and memory. 

 

Illustration 12: Explanation of variables and measures 
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4.2.3. Design and Stimuli / AOI 

In order to test the hypotheses, the laboratory experiment consists of an eye-tracking experiment 

including pictures of skin care products (without AOI – those are drawn after all the participants 

had done the experiment) followed by three likert scales after each picture. Then, an eye-tracking 

experiment on designer chairs is shown to be able to employ a post-test on memory at the end. 

 

                                                                             

Illustration 13: The sequence of the empirical research procedure 

 

Definition of AOI 

Areas of interest (AOI) are areas of a stimulus that are especially relevant within the field of visual 

attention and in order to answer the specific hypotheses concerning the effects of visual attention 

(TTFF and FD) on the packaging design of skin care products, the regions of the important visual 

areas are specified below. Here, the regions of interest on pictorial elements versus informational 

text, red and blue color, saturated and unsaturated colors, shape, and size of brand name are illus-

trated below. 

 

When measuring the overall liking, wanting, price perception, 

and memory of the products with these stimuli, the AOI used 

looked like the illustration on the right. It is not possible to 

measure the difference on visual attention on two different 

products when they are not on the same slide, hence a product 

containing both a picture and text is set up against a product 

only with informational text and overall liking, wanting, price 

perception and memory is measured. 
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AOI related to informational text and pictorial elements  

The product on the right contains both a pictorial element as well as an informa-

tional text next to it. Here, the AOI have been marked in black, making it possi-

ble to measure TTFF and FD within this area. The AOI in the eye-tracking ex-

periment have the same size area and both areas are on the same product in or-

der to measure the differences in visual attention. A pictorial element in this 

study is categorized as a visual object that shows the content of the product in 

form of a picture whereas informational text is categorized as a sentence con-

sisting of three words or more. 

 

 

AOI related to blue elements vs red elements 

The products on the right contain either a blue color or a red col-

or. The AOI have been marked in black making it possible to 

measure the differences in TTFF and FD within these areas. The 

AOI in the eye-tracking experiment have the same size area. The 

color blue and red are defined by showing random subjects dif-

ferent nuances of red and blue and based on their responses, the 

colors are defined and used in the study. 

 

 

AOI related to color saturated and unsaturated colors 

The products on the right contain either a saturated 

color or an unsaturated color, in this case different 

saturations of blue is used as an example. The AOI 

have been marked in black, making it possible to 

measure the differences in TTFF and FD within these 

areas. The AOI in the eye-tracking experiment have 

the same size area. The different degree of color saturation was defined by random subjects putting 

the saturated colors into two categories, respectively highly saturated and unsaturated. 
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AOI related to shape 

The AOI on product shape have not been used for visual 

attention (TTFF and FD) as it is impossible to measure. 

Instead, the AOI made on shape that relates to the three 

likert scales, and looks like the illustration on the right. 

Shape was categorized according to it angles, where no 

angles is defined as a round shape and more than one angle 

defined it as an angular shape. In this case, tubes counted as 

angular shaped products. 

 

 

AOI related to brand name size 

The products on the right contain either a 

small brand name or a large brand name, in 

this case the brand Dr. Dennis Gross and 

Beauté Pacifique is used as an example. The 

AOI have been marked in black, making it 

possible to measure the differences in TTFF and FD within these areas. The AOI in the eye-tracking 

experiment does not have the same size area as the difference in size on visual attention and liking 

is measured. Again, random subject have helped this study define and categorize a small and a large 

brand name, making it possible to distinguish the different sizes on the products according to the 

consumers. 
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4.2.4. Materials and Testing Procedure 

To obtain valid data, it is generally accepted that experimental tasks must closely resemble the way 

consumers make marketplace choices. 

 

The experiment was conducted using a table-mounted state-of-the-art device Tobii T60 XL and the 

analysis software Attention Tool 5.4 in order to analyze TTFF, FD, FC, and Revisits on the marked 

AOI on the products. The integrated eye-tracking camera enables subjects to freely move their 

heads during the process, though the participants should sit as still as possible (Wedel & Pieters, 

2008). Before starting the experiment, a pre-test was conducted with two participants recruited ran-

domly from CBS and feedback was incorporated into the experiment design to avoid unseen diffi-

culties and problems later in the experiment. 

 

The participants participated individually and when they entered the experimental room, they were 

told the basic instructions. They were informed that a camera would record their eyes while they 

were looking at different products from various product categories and hereafter they should rate 

them on three likert scales regarding how much they liked the product, how willing they would be 

to buy the product, and if they thought the price was low or high. If the participants wanted to know 

what the objectives of the study was all about a cover story was told which was to measure the ef-

fect of selling products online and how consumers were looking at a computer screen. This cover 

story did not manipulate them in any way or made them change their visual patterns when seeing 

the products on the screen. After this, the subjects were seated in front of the screen on which the 

stimulus slides would be projected. An eye calibration was done before every session and partici-

pants sat approximately 60 cm away from the eye tracker. On average, each test took 45 minutes (Ø 

eye tracking study (skin care products + fillers) = 25 minutes, Ø eye tracking study (chairs) = 15 

minutes, Ø post-test memory survey + extra fillers = 5 minutes) (Appendix 9). 
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The sequence and design of the first eye-tracking experiment concerning facial skin care products is 

presented in the illustration below: 

 

 

Illustration 14: Design and sequence of eye-tracking experiment on skin care products 
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The sequence and design of the second eye-tracking experiment concerning designer chairs is pre-

sented in the below illustration: 

 

 

 

 

 

 

 

 

 

Illustration 15: Design and sequence of eye-tracking experiment on designer chairs 

                                                                                    

 

The design of the conducted post-test on memory is seen below: 

 

 

Illustration 16: Design and sequence of post memory test 
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5. Results 

This section presents the results from the eye-tracking experiment. The statistical tests of the eye-

tracking experiment were performed by using IBM SPSS Statistics Version 21. 

Eye-tracking data on product packaging 

The results of the eye-tracking experiment show that there are observable differences when it comes 

to different elements on product packaging design. The results show as well that there are signifi-

cant differences between the AOI presented. 

5.1.  Hypothesis Testing 

In order to answer the research question, five hypotheses about product packaging design were test-

ed by using an eye-tracking device. The products tested in the eye-tracking experiment were AOI 

on facial skin care products were used to test the different elements on the product packaging de-

sign. 

Besides measuring visual attention trough TTFF and FD, the hypotheses expect that some elements 

on a skin care product packaging design increase liking, wanting and memory compared to other 

elements, as well as they expect certain elements on a product to create higher price ratings than 

other. These elements are described in detail in each hypothesis. The aim of this measurement is to 

establish whether there is a general relationship between TTFF, FD, FC, and Revisits, and liking, 

wanting, price, and memory which later will be useful for the discussion of the effect of the differ-

ent elements on a facial skin care product. 

TTFF is statistically insignificant with liking (p = 0,265), wanting (p = 0,111), price (p = 0,413), 

and memory (p = 0,413) (Appendix 11). 

FD is statistically insignificant with liking (p = 0,069), wanting (p = 0,139), and memory (p = 

0,225), whereas it is statistically significant with price (p = 0,000). 

FC is statistically insignificant with liking (p = 0,120), wanting (p = 0,229), and memory (p = 

0,137), whereas it is statistically significant with price (p = 0,000). 
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Revisits is statistically insignificant with liking (p = 0,064), wanting (p = 0,263), and memory (p = 

0,115), whereas it is statistically significant with price (p = 0,014).  

The following section goes into depth with each of the product packaging design elements, this the-

sis aims to investigate. 

By using an ANOVA means test, the results from the likert scales are used to measure participants’ 

conscious perception of liking, wanting, price, and memory with AOI as dependent variables and 

liking, wanting, price, and memory as independent variables.  

Also with use of an ANOVA means test, visual attention is measured through the eye-tracking de-

vice by using the AOI as dependent variables and TTFF as an independent variable. Liking, want-

ing, price, and memory are measured by analyzing FD, FC and Revisits as independent variables. 

The eye movements have proven to be an indicator of the nonconscious part of the human mind in 

decision making processes, and therefore TTFF, FD, FC, and Revisits are used. 

Thereby, these following results reveal whether there is an overall connection between the partici-

pants conscious answers extracted from the scales (liking, wanting, price, and memory) and the 

nonconscious results from their eye movements (TTFF, FD, FC and Revisits). 

Hypothesis 1 

Hypothesis 1 assumes that informational text is more important than pictorial elements on the pack-

aging design of facial skin care products. This hypothesis is based on the following 5 sub-

hypotheses which concern the different aspects i.e. visual attention, liking, wanting, price, and 

memory. These aspects form the basis of the overall hypothesis (H1) which is analyzed and elabo-

rated on in the discussion, and finally, either confirmed or rejected. 

H1a expects that pictorial elements are better to attract visual attention than informational text. H1a 

is rejected based on a one-way ANOVA means test between TTFF and AOI Picture and AOI Text. 

The results for both AOI Picture and AOI Text are statistically highly significant (p = 0,000). The 

test revealed that the TTFF mean for AOI Text (1780,50 ms) is lower than the TTFF for AOI Picture 

(2474,16 ms). This means that subjects pay attention to informational text before pictorial elements 

on the product. 
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H1b hypothesized that informational text creates higher liking compared to pictorial elements. H1b 

is rejected based on a one-way ANOVA means test between the liking scale and AOI Picture (p = 

0,751) and AOI Text (p = 0,193) due to their statistical insignificance. Despite insignificance, the 

test shows a slightly higher rating on the liking scale for the AOI Text (5,30) compared to the liking 

scale for the AOI Picture (4,96).   

H1c hypothesized that informational text creates higher wanting (WTP) compared to pictorial ele-

ments. H1c is rejected based on a one-way ANOVA means test between the wanting scale and AOI 

Picture (p = 0,804) and AOI Text (p = 0,065) due to their statistical insignificance. Despite its insig-

nificance, the test shows a slightly higher rating on the wanting scale for the AOI Text (4,59) com-

pared to the wanting scale for the AOI Picture (4,47). 

H1d hypothesized that informational text creates higher price rating than pictorial elements. H1d is 

confirmed based on a one-way ANOVA means test between the price rating scale and AOI Picture 

and AOI Text. The results for both AOI Picture and AOI Text are statistically highly significant (p = 

0,000). The test shows that AOI Text rates higher (6,14) than AOI Picture (4,32) on the price scale. 

H1e expects that pictorial elements increase memory compared to informational text. H1e is reject-

ed given its insignificance between memory and AOI Picture (p = 0,370) measured through a one-

way ANOVA means test. However, a connection between memory and AOI Text is found due to its 

significance (p = 0,032). Despite its insignificance, the results from the test show that the respond-

ents remember products with a picture slightly better (8,9) than products with text (8,8). 

The eye movement results extracted from FD, FC, and Revisits which indicate the participants’ 

nonconscious perception of liking, wanting, price and memory, measured on AOI Picture and AOI 

Text show that the mean of AOI Picture is lower than AOI Text. Furthermore, the relationship be-

tween FC and Revisits is statistically significant to both AOI Text and AOI Picture (p = 0,000), 

whereas FD is statistically insignificant with AOI Picture (p = 1,000), but statistically significant 

with AOI Text (p = 0,000) (Appendix 12). 

Hypothesis 2 

Hypothesis 2 assumes that blue elements are more appealing to consumers than red elements on the 

packaging design of facial skin care products. This hypothesis is based on the following 5 sub-

hypotheses which concern the different aspects i.e. visual attention, liking, wanting, price, and 
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memory. These aspects form the basis of the overall hypothesis (H2) which is analyzed and elabo-

rated on in the discussion, and finally, either confirmed or rejected. 

H2a suggests that red elements are better to attract visual attention than blue elements. H2a is con-

firmed based on a one-way ANOVA means test between TTFF and AOI Blue color (p = 0,000) and 

AOI Red color (p = 0,000) due to their statistical significance. The test revealed that the TTFF for 

AOI Red color (3440,96 ms) is lower than the TTFF for AOI Blue color (5370,42 ms). This means 

that subjects looked at products that had a red color before looking at products with a blue color. 

H2b hypothesized that blue elements increase liking compared to red elements. H2b is confirmed 

based on a one-way ANOVA means test between the liking scale and AOI Blue color (p = 0,000) 

and AOI Red color (0,000) due to their statistical significance. In addition, the test shows a higher 

rating on the liking scale for the AOI Blue color (5,8) compared to the liking scale for the AOI Red 

color (4,2). 

H2c hypothesized that blue elements increase wanting compared to red elements. H2c is confirmed 

based on a one-way ANOVA means test between the wanting scale and AOI Blue color (p = 0,000) 

and AOI Red color (0,000) due to their statistical significance. The test shows a slightly higher rat-

ing on the wanting scale for the AOI Blue color (5,1) compared to the wanting scale for the AOI Red 

color (4,2). 

H2d hypothesized that products with blue elements lead to higher price rating compared to products 

with red elements. H2d is rejected given its insignificance between price and AOI Red color (p = 

0,484) measured through a one-way ANOVA means test. However, a connection between price and 

AOI Blue color is found due to its significance (p = 0,000). Despite its insignificance, the test shows 

that AOI Blue color rates higher (6,2) than AOI Red color (5,3) on the price scale. 

H2e supposes that products with red elements increase memory compared to products with blue 

elements. H2e is rejected given its insignificance between memory and AOI Blue color (p = 0,485) 

and AOI Red color (p = 0,081) measured through a one-way ANOVA means test.  Despite its insig-

nificance, the results from the test show that the respondents remember products with a red element 

slightly better (9,2) than products with a blue element (9,0). 
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The eye movement results extracted from FD, FC, and Revisits which indicate the participants’ 

nonconscious perception of liking, wanting, price and memory, measured on AOI Red color and 

AOI Blue color show that the mean of AOI Red color is higher than AOI Blue color. Furthermore, 

the relationship between FC and Revisits are statistically significant to both AOI Red color and AOI 

Blue color (p = 0,000), whereas FD is statistically insignificant with both AOI Red color (p = 1,000) 

and AOI Blue color (p = 1,000) (Appendix 12). 

Hypothesis 3 

Hypothesis 3 assumes that unsaturated colors are more appealing to consumers than saturated colors 

on the packaging design of facial skin care products. This hypothesis is based on the following 5 

sub-hypotheses which concern the different aspects i.e. visual attention, liking, wanting, price, and 

memory. These aspects form the basis of the overall hypothesis (H3) which is analysed and elabo-

rated on in the discussion, and finally, either confirmed or rejected. 

H3a suggests that saturated colors are better to attract visual attention than unsaturated colors. H3a 

is rejected based on a one-way ANOVA means test between TTFF and AOI Saturated color and 

AOI Unsaturated color. The results for AOI Saturated color (p = 1,000) and AOI Unsaturated color 

(p = 0,871) are statistically insignificant. The test revealed that the TTFF for AOI Unsaturated color 

(198,57 ms) is lower than the TTFF for AOI Saturated color (228,08 ms). This means that subjects 

looked at products that had an unsaturated color before looking at products with a saturated color. 

H3b hypothesized that unsaturated colors increase liking compared to saturated colors. H3b is con-

firmed based on a one-way ANOVA means test between the liking scale and AOI Saturated color 

(p = 0,024) and AOI Unsaturated color (0,004) due to their statistical significance. In addition, the 

test shows a slightly higher rating on the liking scale for the AOI Unsaturated color (5,69) com-

pared to the liking scale for the AOI Saturated color (4,63). 

H3c hypothesized that unsaturated colors increase wanting compared to saturated colors. H3c is 

rejected given its insignificance between wanting and AOI Saturated color (p = 0,110) measured 

through a one-way ANOVA means test. However, a connection between wanting and AOI Unsatu-

rated color (p = 0,010) is found due to its statistical significance. Despite its insignificance, the test 

shows a slightly higher rating on the wanting scale for the AOI Unsaturated color (4,89) compared 

to the wanting scale for the AOI Saturated color (4,07). 
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H3d hypothesized that unsaturated colors lead to higher price rating compared to saturated colors. 

H3d is confirmed based on a one-way ANOVA means test between the price rating scale and AOI 

Saturated color (p = 0,000) and AOI Unsaturated color (p = 0,002) due to their statistical signifi-

cance. The test shows that AOI Unsaturated color rates higher (5,71) than AOI Saturated color 

(4,80) on the price scale. 

H3e supposes that saturated colors increase memory compared to unsaturated colors. H3e is con-

firmed based on a one-way ANOVA means test between memory and AOI Saturated color (p = 

0,024) and AOI Unsaturated color (p = 0,002) due to their statistical significance. The results from 

the test show that the respondents remember products with a saturated color slightly better (9,2) 

than products with an unsaturated color (8,8). 

The eye movement results extracted from FD, FC, and Revisits which indicate the participants’ 

nonconscious perception of liking, wanting, price and memory, measured on AOI Saturated color 

and AOI Unsaturated color show that the mean of AOI Saturated color is slightly higher than AOI 

Unsaturated color. Furthermore, the relationship between FD, FC and Revisits are statistically sig-

nificant to both AOI Saturated color and AOI Unsaturated color (p = 0,000) (Appendix 12). 

Hypothesis 4 

Hypothesis 4 assumes that round shaped skin care products are more appealing to consumers than 

tube shaped facial skin care products. This hypothesis is based on the following 4 sub-hypotheses 

which concern the different aspects i.e. liking, wanting, price, and memory. These aspects form the 

basis of the overall hypothesis (H4) which is analysed and elaborated on in the discussion, and fi-

nally, either confirmed or rejected. 

H4a hypothesized that round shaped products increase liking compared to tube shaped products. 

H4a is rejected based on a one-way ANOVA means test between the liking scale and AOI Tube 

shape (p = 0,246) which is insignificant. However, a connection between liking and AOI Round 

shape (p = 0,000) is found due to its statistical significance. Despite its insignificance, the test 

shows a higher rating on the liking scale for the AOI Round shape (5,9) compared to the liking scale 

for the AOI Tube shape (4,9). 
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H4b hypothesized that round shaped products increase wanting compared to tube shaped products. 

H4b is confirmed based on a one-way ANOVA means test between the wanting scale and AOI 

Tube shape (p = 0,043) and AOI Round shape (0,002) due to their statistical significance. The test 

shows a slightly higher rating on the wanting scale for the AOI Round shape (5,1) compared to the 

wanting scale for the AOI Tube shape (4,2). 

H4c hypothesized that round shaped products lead to higher price rating compared to tube shaped 

products. H4c is confirmed based on a one-way ANOVA means test between the price rating scale 

and AOI Tube shape (p = 0,000) and AOI Round shape (p = 0,002) due to their statistical signifi-

cance. The test shows that AOI Round shape rates higher (6,2) than AOI Tube shape (5,0) on the 

price scale. 

H4d suggested that tube shaped products increase memory compared to round shaped products. 

H4d is rejected based on a one-way ANOVA means test between the memory scale and AOI Tube 

shape (p = 0,103) and AOI Round shape (p = 0,079) which is highly statistically insignificant. De-

spite its insignificance, the test shows a higher rating on the memory scale for the AOI Round shape 

(9,5) compared to the memory scale for the AOI Tube shape (8,9). 

Nonconscious is not measured in regard to shape due to the AOI. This is elaborated on further in 

academic implications. 

Hypothesis 5 

Hypothesis 5 assumes that a small brand name is more appealing to consumers than a large brand 

name on the packaging design of facial skin care products. This hypothesis is based on the follow-

ing 5 sub-hypotheses which concern the different aspects i.e. visual attention, liking, wanting, price, 

and memory. These aspects form the basis of the overall hypothesis (H5) which is analysed and 

elaborated on in the discussion, and finally, either confirmed or rejected. 

H5a suggests that a large brand name attracts more attention than a small brand name. H5a is con-

firmed based on a one-way ANOVA means test between TTFF and AOI Large brand name (p = 

0,000) and AOI Small brand name (p = 0,000) due to their statistical significance. The test revealed 

that the TTFF for AOI Large brand name (1887,76 ms) is lower than the TTFF for AOI Small brand 

name (2780,76 ms). 
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H5b hypothesized that small brand names increase liking compared to large brand names. H5b is 

rejected given its insignificance between liking and AOI Large brand name (p = 0,938) and AOI 

Small brand name (p = 0,843) measured through a one-way ANOVA means test.  Despite its insig-

nificance, the test shows a slightly higher rating on the liking scale for the AOI Small brand name 

(5,07) compared to the liking scale for the AOI Large brand name (5,06). 

H5c hypothesized that small brand names increase wanting (WTP) compared to large brand names. 

H5c is rejected given its insignificance between wanting and AOI Large brand name (p = 0,306) 

and AOI Small brand name  (p = 0,841) measured through a one-way ANOVA means test.  Despite 

its insignificance, the test shows a slightly higher rating on the wanting scale for the AOI Large 

brand name (4,4) compared to the liking scale for the AOI Small brand name (4,6). 

H5d hypothesized that small brand names create higher price rating compared to large brand names. 

H5d is confirmed based on a one-way ANOVA means test between the price rating scale and AOI 

Large brand name (p = 0,000) and AOI Small brand name (p = 0,000) due to their statistical signif-

icance. The test shows that AOI Small brand name rates higher (5,7) than AOI Large brand name 

(4,8) on the price scale. 

H5e suggested that large brand names increase memory compared to small brand names. H5e is 

rejected based on a one-way ANOVA means test between the memory scale and AOI Large brand 

name (p = 0,793) and AOI Small brand name (p = 0,206) which is highly statistically insignificant. 

Despite insignificance, the test shows a slightly higher rating on the memory scale for the AOI 

Large brand name (9,2) compared to the memory scale for the AOI Small brand name (9,1). 

The eye movement results extracted from FD, FC, and Revisits which indicate the participants’ 

nonconscious perception of liking, wanting, price and memory, measured on AOI Small brand name 

and AOI Large brand name show that the mean of AOI Small brand name is lower than AOI Large 

brand name. Furthermore, the relationship between FC and Revisits is statistically significant to 

both AOI Small brand name and AOI Large brand name (p = 0,000), whereas FD is statistically 

insignificant with both AOI Small brand name (p = 1,000) and AOI Large brand name (p = 1,000) 

(Appendix 12). 
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6. Discussion 

The aim of the study was to figure out which and how different elements on a facial skin care prod-

ucts’ packaging design affect consumers’ decision making process in-store. More specifically, how 

advertising in form of packaging design influences consumers’ visual attention and cognitive evalu-

ation with regard to elements in a product packaging design such as pictorial elements versus in-

formational text, color hue (red and blue), color saturation, shape, and the size of a brand name. The 

insights revealed from this study are of direct relevance for a marketing strategy with a low budget. 

Based on the findings in the previous section, some of the results are contradictory towards expecta-

tions based on the literature review, and therefore an examination of these findings is presented in 

this section. 

6.1.  Experiment Quality evaluations 

In order to discuss the results of the hypotheses, this section will critically reflect upon the experi-

mental research conducted by explaining the issues of reliability, validity and generalizability. It is 

important to keep in mind that “scientific methodology needs to be seen for what it truly is: a way 

of preventing me from deceiving myself in regard to my creatively formed subjective hunches 

which have developed out of the relationship between me and my material” (Sanders et al., 2003, p. 

100). 

6.1.1. Reliability 

Reliability is the ability to produce the same results under the same conditions. To be valid the in-

strument must first be reliable. The easiest way to access reliability is to test the same group of peo-

ple twice, whereby a reliable experiment will produce similar results (Field, 2013). There are four 

major threats that can compromise reliability, namely subject error, subject bias, observer error, and 

observer bias (Sanders et al., 2003).  

Subject error and bias 

In order to minimize subject error, the respondents were able to choose which time slots were suita-

ble to them, meaning that they were not stressed into a situation that could affect their measurement 

results. However, it is important to keep in mind that the time of day and the day in the week also 

has an impact (Sanders et al., 2003). Respondents could choose any time of the week which may 
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result in differences in participants behavior, by being either on a “low” mood, e.g. with a whole 

working week in front of them or on a “high” mood, e.g. looking forward to the weekend. Probabil-

ity is therefore high that results will vary each time this study is reproduced due to subjective moods 

and information processing capabilities. Subject bias relates to demand and Hawthorne effects 

which will be discussed later in this section. 

Observer error and bias 

In order to lessen the threat to reliability, a high degree of structure to the experiment is important 

as small alterations can affect the measurements. This was ensured by following the same procedure 

every time and making sure to carefully follow the experiment guidelines as well as ensuring con-

stant laboratory settings each time. Observer bias concerns the different ways of interpreting the 

results, and as our analysis is mainly based on raw data generated by using Attention Tool and fur-

ther analyzed with help of SPSS, it largely eliminates observer bias.    

6.1.2. Validity 

Validity concerns whether the findings are really measuring what they are set out to measure, name-

ly if the relationship between two variables is a causal relationship (Saunders et al., 2013). There 

are different ways of ensuring or minimizing validity to an experiment i.e. by having a research 

design with the following aspects in mind. 

Control of the experiment environment 

The experiment was conducted in an artificial laboratory environment using a stationary eye-

tracking device. The advantage of a laboratory experiment is that the researcher is able to control 

the environment which improves internal validity. Internal validity can be defined to the extent that 

an experimental variable is responsible for any variance in the dependent variable. It raises the 

question if the experimental manipulation truly causes changes in the specific outcome of interest. 

In a laboratory setting the researcher is capable of controlling factors such as lightning, temperature, 

and sounds which would be difficult or impossible to control outside the laboratory environment 

(Zikmund, Babin, Carr, & Griffin, 2013). These factors were paid close attention to when conduct-

ing the experiment by following the eye-tracking device suppliers. Firstly, it was ensured that the 

lighting conditions were constant for each participant by turning off the lights to level the ambient 

lightning, and thereafter making sure that each participant was seated on a stable chair with no 
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wheels keeping approximately 60 centimeters distance from the eye-tracking device. This approach 

decreases ecological validity, in which research provides a very natural view of the research ques-

tion, where the measures of the variables should not be biased by the researcher being there (Field, 

2013). The laboratory setting is far from reality, whereas field experiments create higher levels of 

realism which is why this chosen eye-tracking experiment method might influence the participants’ 

preferences formation and goal activation differently, than if it was conducted in a natural, in-store, 

shopping environment. 

The pictures of the skin care products used in the experiment are not well represented through a 

small 2D image as well as they are taken out of their natural spot on a shelf in a supermarket. When 

measuring visual attention, liking, wanting, and price on products seen on a screen with no distract-

ing factors, this may question the validity of the results when used as an indicator of effects in-store. 

This is because other elements from a real life situation or different stimuli in the real in-store envi-

ronment could strongly have influenced the participants’ viewing patterns and preferences and these 

factors significantly reduce the validity of the results. The purpose of this experiment was to keep 

the products true to real life, so it was not just e.g. color in general that was tested, but all different 

elements and the validity of the findings could have been increased by using a portable eye-tracking 

experiment instead of a stationary eye-tracker. Unfortunately, this design could not be realized due 

to coordination difficulties. 

Demand effects 

During the experiment procedure, the participant might unintentionally figure out the purpose of the 

research. This is termed demand effects, and it occurs if the experimenter’s presence, actions or 

comments influence the participant’s behavior or sway the participant to slant her answers to coop-

erate with the experimenter. Furthermore, the experimenter can create a demand effect by smiling, 

nodding, gesticulating or frowning at the wrong time (Zikmund et al., 2013). If the participant in 

any of these ways is affected by this during the experiment, there is a possibility that the participant 

exhibits a behavior that might not represent her actual behavior in the market place. Participants 

acting in this manner reflect a demand effect rather than a true experimental treatment effect (Zik-

mund et al., 2013) which potentially can affect the validity of the results. Due to our  structure of 

the experiment where we carefully followed the agreed guidelines as what to tell the participants 

before starting the experiment we also increased the likelihood of participants acting true rather than 
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acting according to us by not being present, i.e. sitting out of sight and not talking during the exper-

iment. 

The Hawthorne effect 

The Hawthorne effect is a phenomenon that also covers an aspect of unintentional effects of demand 

in experimental environments which therefore is important to take into consideration as well. In 

general, the Hawthorne effect refers to the fact that people will behave differently from their normal 

behavior when they know they are experimental subjects (Zikmund et al., 2013). This underlines 

the importance of subjects being isolated from each other in an experiment because their conversa-

tion may produce joint decisions rather than a desired individual decision, and for this reason social 

interaction is generally restricted in laboratory experiments (Zikmund et al., 2013). In order to keep 

the participants separated from each other and thereby minimizing the possibility of them influenc-

ing each other, a maximum of two participants were in the laboratory at the same time, where one 

of them waited in the lobby, while the other one was in the laboratory room. When the first partici-

pant was finished in the laboratory room, she was followed to the lobby by the researcher, making 

sure that she did not interact or speak with the other participant, and the other participant was im-

mediately taken to the eye-tracking room. Only when two participants at the same time came to the 

laboratory room, this procedure was followed. When only one participant arrived at a given time, 

there was no need for this procedure. In general, all subjects were treated in the same manner and 

during the recruitment process in the halls of CBS, participants were invited to participate in an eye-

tracking experiment, but were not informed about the purpose of the experiment. Instead, they were 

provided with a cover story which told them that the purpose of the thesis was to investigate how 

consumers look at online sales web pages, and, in particular, their eye movement patterns on single 

products. 
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6.1.3. Generalizability 

Generalizability is also referred to as external validity and concerns to what extent the research re-

sults from the experiment are generalizable i.e. if the findings are equally applicable in other set-

tings such as other markets (Saunder et al., 2003). 

Sample population 

In this experiment, it was not possible to use the entire population as a sample as it is a manageable 

size and due to budget and time constraints. However, a well-planned sample of the population can 

be just as valid (Saunders et al., 2013). A nonprobability volunteer convenience sampling method 

was employed for this sample selection (Saunders et al., 2013) which indicate choosing participants 

in an easy and random way. This method reduces generalization of the experiment findings for oth-

er populations on the overall skin care market due to the small sample size used and due the bias 

and influences that are beyond our control as the subjects are not chosen more specifically. The 

reliability of the study is thereby not as high as it could be as the only way to address data quality is 

to compare the likert scale results with available information about the population (Saunders et al., 

2013). In this case, their brand preference, allergies, and education. 

With the above information in consideration, the experiment shows a confident result due to the 

purpose of the study because 51 female participants is enough to measure the conscious and non-

conscious effects of packaging design which influences consumers’ purchase behavior. Though, 

results should be restricted to the sample population age range and gender, in this case Danish fe-

males ranging in the ages from 18-34 years, while significant differences may be found in men, 

younger or older females’ brand preferences in facial skin care due to age related skin conditions. 

Sensitivity 

The sensitivity of a scale is an important measurement concept, especially when investigating 

changes in attitudes or other hypothetical constructs. It refers to an instrument’s ability to accurately 

measure variability in a concept (Zikmund et al., 2013) and this approach is commonly used for 

attitude and behavior measurement as rating scales in market research. In order to increase the likert 

scales’ sensitivity in this experiment, a measure with numerous categories on the scale was present-

ed i.e. 10 options ranging from “not at all” to “a lot” on the liking scale, from “not willing” to “very 

willing” on the wanting scale, and from “low” to “high” on the price rating scale. This allowed re-
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cording of subtle attitude changes (Zikmund et al., 2013), though decreasing the generalizability of 

the findings. 

 

6.2.  Research Question clarified 

The following section combines the knowledge from the theory section with the results from the 

eye-tracking experiment conducted, in order to answer the research question: 

How can in-store advertising in form of packaging design on facial skin care products, with focus 

on informational text versus pictorial elements, color (red versus blue), saturated versus unsaturat-

ed colors, shape, and size of a brand name, affect consumers’ purchase decision based on visual 

attention, likability, wanting, price perception and memory? 

Measurements of visual attention 

Attention can be defined as the selective processing of one aspect while ignoring other irrelevant 

aspects because humans are only capable of processing around 50 bits of the estimated 11 million 

bits humans are exposed to (Plassmann et al., 2012). Attention is connected to the conscious, i.e. 

top-down attention, and the nonconscious, i.e. bottom-up, input on the brain. Top-down attention 

depends on goals and expectations (Plassmann et al., 2012), and influence visual processing by se-

lectively enhancing visual features (Wedel & Pieters, 2015). In contrast, bottom-up attention has 

strong effect on the initial eye movements and is based on low-level features of the visual input, for 

example color hue or saturation (Plassmann et. al., 2012). Bottom-up attention reflects the noncon-

sciousness because it occurs when senses decide and influences consumers’ decisions. Both aspects 

(i.e. conscious and nonconscious) of visual attention are measured through the respective AOI and 

TTFF, FD, FC and Revisits (Appendix 12). 

Measurements of liking 

As liking is related to the subjective conscious experience of pleasure (Berridge & Kringelbach, 

2008), the experiment used the mean from the likert liking scale to measure the participants’ con-

scious preference towards the products. In order to elaborate on the nonconscious part of the con-

sumers’ preferences, the eye-tracking measurements FD, FC, and Revisits are used. These meas-

urements can be used as an indicator of liking because literature findings suggest that longer view-
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ing time equals liking. Furthermore, people visually fixate on items that they ultimately choose 

more than they fixate on items that they ultimately reject (Gunia & Murnighan, 2015). 

Measurements of wanting 

The two aspects of the wanting process, i.e. the conscious and nonconscious, can take part together, 

but it has been suggested by scholars that the nonconscious wanting process is the one which leads 

the behavior since it enhances desires to action  (Berridge, 2009a). WTP is used as a proxy for 

wanting, since it describes the effort consumers are willing to put forth to obtain something which 

almost always occurs on the nonconscious level. This means that wanting can overpower consum-

ers’ pain felt by giving up money if WTP is high because consumers thereby obtains an even 

stronger feeling of reward (Plassmann et al., 2012). The participants’ nonconscious reactions to the 

displayed products in the eye-tracking experiment are measured through FD, FC, and Revisits. 

Their conscious wanting is measured through a likert wanting scale, where wanting is linked to the 

aspect of how willing consumers are to buy a product. 

Measurements of price 

An important marketing variable is the price which is often used as an indicator of quality. Price can 

be a quality cue for dimensions like prestige and ease of use (Brucks et al., 2000). It is often related 

to high-involvement products such as skin care products. Also, a low priced product is often made 

possible through cost savings which can be due to reduced packaging and promotional expenses 

making the product look cheaper (Silayoi and Speece, 2007). However, consumers that are very 

committed to the product do not seem to be affected by its price (Lodorfos, Mulvana, & Temperley, 

2006). The participants’ nonconscious reactions to the displayed products in the eye-tracking exper-

iment are measured through FD, FC, and Revisits. Their conscious wanting is measured through a 

likert price scale. 

Measurements of memory 

Stimuli that stand out on product packaging compared to the surrounding products are more likely 

to command attention which thereby increases the likelihood of memory as you need to visually 

have seen an object in order to remember it later. Additionally, seeing an object multiple times is 

seen as an act of rehearsal which increases memory (Solomon, 2012). Some packaging elements are 

easier to remember such as a brand name as it is linked to a physical characteristic of a product cat-
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egory (Plassmann et al., 2012). However, it should be noted that memory usually will be influenced 

by factors such as ease of recognition or product preference. Literature shows that eye fixations is 

an indicator of an increase in memory for the fixated object (Chandon et al., 2009). Consumers’ 

conscious and nonconscious ability to remember different elements on the packaging design of skin 

care products is measured through the relationship between AOI and TTFF, FD, FC, and Revisits. 

Measuring memory through eye movements in practice has proven to be valid. 

 

Discussion of H1a, H1b, H1c, H1d, H1e 

H1a 

The eye-tracking measurement TTFF is used to measure visual attention on the packaging design 

elements. The results from the experiment showed that the participants looked at the informational 

text before looking at the pictorial elements on the products. However, this hypothesis was not sta-

tistically confirmed (Appendix 12) which might raise the question of the validity of this specific 

AOI which will be elaborated further in academic implications. 

This statistical result based on the eye-tracking experiment contradicts the literature and the results 

from the qualitative survey (Appendix 2). The literature states that pictorial elements attract more 

visual attention as it is a vivid stimuli compared to informational text (Silayoi & Speece, 2005), but 

in high involvement buying situations, informational text should attract more visual attention. As 

the products used in the study are within the skin care category, these products are perceived as 

high-involvement products. This underlines the importance of informational text above pictorial 

elements. The fact that participants looked at the AOI Text before the AOI Picture shows that they 

acted in line with the findings in the literature on high-involvement decision making by paying 

more attention to the informational text than the pictorial elements. 

H1b 

According to the literature, high involvement products are influenced less by image issues (Silayoi 

& Speece, 2005), and therefore, it was hypothesized that informational text creates higher liking 

than pictorial elements on facial skin care product packaging. The mean of the likert liking scale 
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confirmed this claim, but given the statistical insignificant result between the AOI Text and Liking, 

the hypothesis cannot be confirmed. Though, this relationship can be said to be trend setting. 

With regard to the participants’ nonconscious preference towards either informational text or picto-

rial elements on the product, FC and revisits are much higher on AOI Text than AOI Picture. This is 

an indication of liking, but informational text might receive more fixations count and revisits due to 

negative factors, such as small fonts, dense writing styles, or too much misleading information that 

might lead to confusion (Silayoi & Speece, 2007). On the contrary, the positive factors linked to 

increased FC and revisits can be that consumers are highly involved in the product and therefore 

they evaluate information more carefully, and rely on the message to form their attitudes and pur-

chase intentions (Silayoi & Speece, 2007). 

H1c 

Based on the comments from the qualitative survey, it was clear that easily, accessible and an ap-

propriate, i.e. not too much, amount of informational text on a facial skin care product was preferred 

(Appendix 2). This is in line with what the literature has stated about verbal and visual elements, 

namely that consumers who are highly involved in a product, evaluate message information careful-

ly, and rely on the message to form their attitudes and purchase intentions (Silayoi & Speece, 2007). 

Additionally, informational text is more relevant for consumers during their choice of brand (Wedel 

& Pieters, 2015). Based on these findings, it was assumed that informational text creates higher 

wanting (WTP) compared to pictorial elements. However, it could not be confirmed statistically, 

even though the results from the mean test showed higher wanting for products with informational 

text than for products with pictorial elements which showed the participants conscious answers to 

wanting (Appendix 13). 

With regard to the nonconscious wanting, FC and revisits were significantly higher on information-

al text than on pictorial elements. This finding correlates positively with the hypothesis which there-

fore can lead to a discussion about the experiment design, and whether the selected AOI on the 

products can be used as indicators of informational text and pictorial elements, respectively, in this 

connection. Such reflections will be elaborated on further in the academic implications section. 
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H1d 

A picture may validate the quality of a product, and the consumers who wish to save money often 

look for products with a picture on the packaging design (Underwood et al., 2001). Conversely, 

consumers that are more involved in the purchase decision prefer informational text over pictorial 

elements on the package because it makes the products look more expensive, especially with regard 

to facial skin care products (Appendix 2). Therefore, it was assumed that informational text creates 

higher price rating than pictorial elements on skin care products which was confirmed. Information-

al text scored significantly higher in price rating than pictorial elements based on the likert price 

scale (Appendix 13) which show the conscious aspect of the participants’ perceptions. With regard 

to their nonconscious price perception towards these AOI, the results clearly indicate a difference 

between price and FD, FC, and Revisits on products with informational text compared to products 

with a picture. The conscious low price rating on AOI Picture correlates with the nonconscious re-

sults due to shorter FD, lower FC and fewer revisits on AOI Picture and thereby higher price rating 

due to longer FD, more FC and more revisits on AOI Text. 

H1e 

When a product contains an advertising retrieval cue such as a picture, studies show that this ele-

ment can lead to greater memory of the product as well as a well-produced product image is also 

likely to evoke memorable and positive association with the product (Silayoi & Speece, 2007). 

Therefore, it was hypothesized that pictorial elements increase memory compared to informational 

text, but this was rejected. However, the results from the conscious memory test showed that the 

respondents remembered products with a picture slightly better than products with text (Appendix 

13). Though, nonconsciously, and due to the fact that pictures with textual elements were looked at 

significantly more times than pictorial elements, measured through FC and revisits (Appendix 12), 

it should have been an indicator of participants’ having a higher memory towards products with 

text. This correlate well with the fact that when focusing on skin care products informational text is 

of importance. These results could be due to an error in AOI or that the picture was well represent-

ing the category which increase associations to the product.  

 

 



101 / 153 

Overall result of H1 

It was assumed that informational text is more important than pictorial elements on the packaging 

design on facial skin care products. This hypothesis was overall partly rejected due to the statistical 

results. The only confirmed hypothesis was H1d which was a connection between higher price rat-

ings on products with informational text. Furthermore, H1e found that memory was increased for 

products with informational text, as well as H1a found that visual attention is higher towards infor-

mational text than towards pictorial elements (Appendix 14).  

 

Discussion of H2a, H2b, H2c, H2d, H2e 

H2a 

Red is a color that stands out against most backgrounds (Kuniecki et al,. 2015), and therefore it is 

assumed that red elements attract visual attention faster than blue elements on facial skin care prod-

ucts. This statement is confirmed in the eye-tracking experiment where it is seen that the partici-

pants looked at the AOI Red color two seconds faster than on the AOI Blue color (Appendix 12). 

Mostly, skin care products have larger elements of red represented on them, or the whole product is 

red. Given the fact that novel and surprising cues refer to consumers’ nonconscious part of the brain 

and thereby affect their involuntary attention (Kauppinen-Räisänen & Luomala, 2010), it might be 

an idea for Clearasil to make a package in blue with a red, contrasting element on it. By using these 

cues in the packaging design, consumers are expected to be attracted to the product because it is a 

design that is not expected by the consumers and thereby their attention is attracted to it by the visu-

al look of the packaging design. 

H2b 

Based on the literature, the color blue is a cool color and, among other, associated with intelligence, 

communication, trust, and efficiency (Grossman & Wisenblit, 1999; Labrecque & Milne, 2012). 

Together with the results from the qualitative survey (Appendix 2), where blue facial skin care 

products were positively associated with water, it was assumed that blue elements on facial skin 

care products increased liking compared to red elements. The mean from the likert liking scale con-
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firmed this hypothesis, and was further statistically significantly supported through the results from 

the AOI Blue color and the AOI Red color (Appendix 13). 

Inconsistency is found between consumers’ conscious and nonconscious evaluation in liking based 

on significantly more FC and revisits on AOI Red color than on AOI Blue color (Appendix 12). 

This indicates that consumers nonconsciously like facial skin care products with red more than blue 

elements. According to the literature, red is a strongly activating color, often causing high arousal 

levels (Crowley, 1993) and is often perceived as a sign of danger (Grossman & Wisenblit, 1999). 

Moreover, it has been found that when comparing the two colors red and blue, blue consistently 

appeal most to consumers, and red is the least preferred color in an evaluative sense (Crowley, 

1993) which can explain the result from the conscious likert liking scale test. The inconsistent re-

sults from the nonconscious measurements FC and revisits can be explained based on the finding 

that red has a special status in visual search, were red objects always will evoke larger brain re-

sponse than blue (Kuniecki et al,. 2015). This means that even though participants’ consciousness 

very clearly stresses a much higher preference for blue than red, it is difficult to neglect the fact that 

in terms of nonconsciousness, red always will gain more visual search. 

These findings could play an important role for the packaging design of Clearasil. By this, it would 

be highly recommended to appeal to consumers’ conscious liking of a product by making most of 

the package blue, and in some way adding red elements on the packaging design in order to capture 

consumers’ eyes in their visual search, and thereby appealing to the underlying mechanisms in their 

brain which they are not aware of. 

H2c 

Blue elements are expected to increase wanting compared to red elements on facial skin care prod-

uct packaging. This assumption stems from findings in the psychology literature on color which 

have found that red is stimulating and arousing, whereas blue is connected to calmness (Grossman 

& Wisenblit, 1999). These findings are supported by the qualitative survey, where blue was posi-

tively associated with facial skin care products (Appendix 2), as well as by the eye-tracking experi-

ment measuring AOI Blue color and AOI Red color against the likert wanting scale (Appendix 13). 

Due to that fact that the hypothesis is confirmed, and the mean from the likert wanting scale rates 

blue elements over red elements, every aspect of this assumption, i.e. that blue elements increase 

wanting compared to red elements, is supported and indicates consumers’ conscious perceptions of 
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product packaging. More interestingly, the participants’ nonconscious reactions to red and blue el-

ements which are measured through FC and revisits, show that participants fixated on and revisited 

the AOI Red color significantly more than the AOI Blue color (Appendix 12). This contradicts the 

findings mentioned above, but a mitigating circumstance here is that red always receive more atten-

tion in the brain, and thereby these nonconscious findings should be viewed as an indicator of how 

the eye and brain mechanism works. Simultaneously, the findings of consumers’ conscious percep-

tion should be considered very closely by marketers, since it, in the end, is consumers’ conscious-

ness that decides whether to purchase or not. 

H2d 

Literature reveals that low priced products are associated with warm (red) colors and high priced 

products are associated with cold (blue) colors (Ampuero and Vila, 2006). Therefore, it was as-

sumed that blue elements create higher price rating compared to red elements on skin care products 

which, surprisingly, was statistically rejected. However, the participants’ conscious rating from the 

mean test of price on the likert price scale showed significantly higher price ratings on blue ele-

ments than on red elements (Appendix 13), though this result is a part of the rejected hypothesis. 

Nonconsciously, red elements were looked at significantly more times, measured through FC and 

Revisits, than blue elements (Appendix 12) which again underlines the major influence red has on 

consumers’ even though they are not consciously aware of it. However, this way of measuring con-

sumers’ nonconsciousness, where red elements result in more viewings than blue, can be ques-

tioned, since the conscious price ratings on blue are so much higher than on red which is consistent 

with the literature. Therefore, these results raise the question whether FC and Revisits are the most 

optimal way of measuring consumers’ nonconscious preferences with regard to price.  

H2e 

As color is an aesthetic stimuli that shapes consumer preferences, both consciously, where the ref-

erential meaning of a color is activated by learned associations, or nonconsciously, where embodied 

meaning is activated which is driven by stimulation, biological responses, and is independent of the 

context in which the color appears (Labrecque & Milne, 2013). The associative learning framework 

refers to this by explaining consumers’ psychological responses to color, where individual color 

preference is developed for particular objects (e.g. products) in a specific way, based on earlier ex-

periences (Grossman & Wisenblit, 1999). Earlier experiences form the basis of memory of a specif-
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ic object, and given that red generally is associated with activity (Labrecque & Milne, 2012) and 

attract more attention (e.g. red price tags on a shelf (Appendix 2)) - and thereby memory - than 

blue, it is assumed that products with red elements increase memory compared to products with 

blue elements. Though this hypothesis was statistically rejected, the cognitive conscious responses 

in the post-test on memory indicate that red elements actually did increase memory a bit more than 

blue elements (Appendix 13). 

Nonconsciously, evidence also reveal that the participants’ eyes fixated (FC) and revisited the red 

elements more times than the blue elements (Appendix 12) which correlates with the findings that 

red catches more attention, and thereby increase memory, more than blue elements. The fact that the 

overall hypothesis was rejected can be due to the design of the experiment and drawings of the AOI. 

 

Overall result of H2 

It was assumed that blue elements are more appealing that red elements on the packaging design on 

facial skin care products. This hypothesis is partly confirmed based on higher liking, wanting and 

memory on products with blue elements compared to products with red elements (Appendix 14). 

 

Discussion of H3a, H3b, H3c, H3d, H3e 

H3a 

In the literature, it has been found that consumers’ visual attention increases with the degree of de-

viation, brightness, and novelty of a color on a package (Kauppinen-Räisänen & Luomala, 2010). 

With this in mind and put together with the comments from the qualitative survey, where especially 

the degree of color saturation affected the participants’ preferences (Appendix 2), it was assumed 

that saturated colors are better to attract attention than unsaturated colors. This hypothesis is reject-

ed on the consciously level by statistical insignificance between the AOI Saturated color and AOI 

Unsaturated color measured through TTFF (Appendix 12). This means that participants looked at 

products with unsaturated colors before looking at products with saturated colors. Nonconsciously 

though, saturated colors did attract slightly more attention, due to FD, FC, and Revisits being a little 

higher on AOI Saturated color than on AOI Unsaturated color (Appendix 12). With these results in 

mind and based on the literature, there is evidence that saturated colors do attract more attention 
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than unsaturated colors, and it might be the design of this experiment and the AOI that is responsi-

ble for the rejected hypothesis.  

 

H3b 

The qualitative survey in Matas (Appendix 2) revealed an overall tendency towards saturated versus 

unsaturated colors on the skin care products displayed on the shelf which was that unsaturated col-

ored products were rated higher in terms of liking. This corresponds with the findings in the eye-

tracking experiment that shows statistical significance between the AOI Saturated and AOI Unsatu-

rated and the likert liking scale (Appendix 13). 

This suggests that Reckitt Benckiser’s decision to change Clearasil’s base line from light blue to 

dark, prominent blue (www.rb.com; The Clearasil Case), did not correspond to the consumers pref-

erences regarding liking. Since light and dark colors refer to value, it could be argued that value 

effects should have been examined further. But based on the results from the qualitative survey, 

where the degree of saturation was emphasized more than value, and the negative relationship, val-

ue has with arousal (Labrecque & Milne, 2012), value has proven to be of lower importance than 

saturation in consumers’ minds when it comes to preferences in liking. Additionally, it can be ar-

gued that the degree of saturation means more to the consumers in this case because the product 

category is facial skin care. In general, the majority of the packaging of facial skin care products is 

an unsaturated color, and based on the knowledge that Clearasil’s products did not increase sales by 

adjusting the value of the color on the packaging, this hypothesis focuses on, how the degree of 

saturation can improve Clearasil’s packaging design. Supported by Clearasil’s decreased sales per-

formance after the shift in 2007  (www.rb.com; The Clearasil Case), and given that the color has not 

been changed since then, this aspect could be one of the most crucial for the brand manager on 

Clearasil to take notice of in order to meet the needs and attitudes of the consumers. 

In order to measure if the participants also responded more positively to the unsaturated colored 

products outside their own awareness, FD, FC, and revisits reveal largely similar results on AOI 

Saturated color and AOI Unsaturated color (Appendix 12). Though, if being completely precise, 

participants did look slightly longer on the saturated colored products than on the unsaturated col-

ored products, but given the minimal difference it might be counted as a coincidence. With these 

findings in mind, it can be concluded - based on this experiment - that nonconsciously, the degree 

of saturation on a package does not have any influence on consumers’ preference towards a product. 
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This means that the findings on higher levels of liking towards unsaturated products in the skin care 

category, is solely based on a conscious preference for the unsaturated colored packaging. 

H3c 

There was a strong, general tendency among the participants in the qualitative survey to evaluate 

unsaturated higher than saturated facial skin care products in terms of wanting. For example, the 

more neutral, pale, toned down, and mellow a color is, e.g. beige, the more ecofriendly, clean, 

healthy, and natural it seems. Black or gloomy colors are associated with chemicals and additives 

(Appendix 2). Furthermore, the literature suggests that saturation plays an important role, compared 

to hue, when predicting consumers’ emotions and perceptions towards a product because saturation 

is linked to, and has a positive effect on, arousal (Labrecque & Milne, 2012). Based on these obser-

vations, it was assumed that unsaturated colors increase wanting compared to saturated colors on 

facial skin care product packaging. Surprisingly, the overall hypothesis was not confirmed due to 

insignificance between AOI Saturated color and Wanting. However, the assumption cannot be en-

tirely rejected based on the significance between AOI Unsaturated color and Wanting, as well as 

the likert wanting scale showed higher rating for unsaturated color than for saturated color (Appen-

dix 13). These results represent the conscious part of the participants’ preference towards the dis-

played products which can be explained by ordinary wanting, meaning that consumers know what 

they want, or at least think they do, and these desires are guided by explicit memories (Berridge, 

2009a). 

Nonconsciously, AOI Saturated color and AOI Unsaturated color were measured through FD, FC, 

and revisits which showed very little difference between the AOI (Appendix 12). Despite the fact 

that these differences are small, FD, FC, and Revisits were higher on the saturated color. This re-

veals that saturated colored products cannot be entirely excluded or seen as an irrelevant factor, as it 

nonconsciously affects consumers more than unsaturated colors. This shows, despite the partici-

pants’ overwhelmingly conscious preference towards unsaturated colored facial skin care products 

that marketers have to be aware of the little cues, i.e. saturated colors that affect consumers, even 

though they are not consciously aware of it. In the literature on nonconscious wanting, this phe-

nomenon is called incentive salience which is a motivational wanting attribute given by the brain. 

Typically, it occurs as brief peaks upon encountering a reward or physical reminder of the reward (a 

cue), and it does not require a clear cognition of what is wanted, and does not need to be conscious-

ly experienced as a feeling or wanting (Berridge, 2009a). To sum up, this means that consciously, 
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the participants preferred the unsaturated over the saturated colored packaging, but simple, saturated 

color cues on a package might lead to increased wanting of a product, due to the nonconscious pro-

cesses in the brain. This aspect of nonconscious wanting is important to be aware of because it al-

ways will reflect a synergy between brain activation and particular events happening in the world 

(Berridge, 2009a), and this cannot be ignored by marketers, even though it is ignored by consumers. 

H3d 

According to the comments on saturated and unsaturated products in the qualitative survey, trans-

parent (not unsaturated) products are associated with low price or discount, and expensive products 

are equivalent to quality. Also, it was mentioned that calming and dull colors are better than gaudy 

colors (Appendix 2). By responding more positively to calm and dull colors (i.e. unsaturated colors) 

than to transparent and gaudy colors (i.e. saturated colors), and the literature stating that price sensi-

tive consumers require light (e.g. white) colored packaging, it is assumed that unsaturated colors 

lead to higher price rating compared to saturated colors, since facial skin care products are high-

involvement products. The results confirmed this assumption, both statistically, and in the mean test 

from the likert price scale which showed a higher price rating on AOI Unsaturated color than on 

AOI Saturated color (Appendix 13). These conscious results almost correlate with the nonconscious 

results, due to the fact that the difference between AOI Unsaturated color and AOI Saturated color 

and FD, FC, and Revisits is so low that this can be seen as a coincidence (Appendix 12). Therefore, 

it is not relevant to elaborate further on these findings. 

H3e 

Color is the first visual cue consumers notice when looking at a package design. Colors have the 

ability to maintain consumers’ attention which can be explained consciously by voluntary attention, 

where consumers use colors to identify brands, and nonconsciously by involuntary attention which 

refers to novel and surprising cues (Kauppinen-Räisänen & Luomala, 2010). The degree of color 

saturation has been suggested to play an important role when predicting consumer perceptions as 

well as it influence brand personality, and can be used in conjunction with hue to determine appro-

priate brand personality decisions (Labrecque & Milne, 2012). Therefore, it was suggested that sat-

urated colors increase memory compared to unsaturated colors which was confirmed both statisti-

cally and through the conscious answers of the post-test on memory (Appendix 13).  
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With regard to the increased nonconscious preference and thereby memory for a saturated product, 

the FD, FC, and Revisits also confirmed this tendency. Here, the total fixation time, eye fixations, 

and revisits were higher on AOI Saturated color than on AOI Unsaturated color (Appendix 12). 

This suggests that even though consumers tend to find products with unsaturated colors (e.g. pastel 

shades) more appealing (Appendix 2), their involuntary attention is higher towards saturated col-

ored products which in the end leads to increased memory for this saturated products. 

Overall result of H3 

It was assumed that unsaturated colors are more appealing than saturated colors on the packaging 

design of facial skin care products. This hypothesis is partly confirmed based on the results of lik-

ing, price rating and memory being higher towards unsaturated products (Appendix 14). 

 

Discussion of H4a, H4b, H4c, H4d 

H4a 

In terms of how consumers’ reactions to different shapes on products are, the comments from the 

qualitative survey, and the literature on shapes were taken into consideration. Research on package 

shape has found that various shape features has different effects on consumers’ evaluation of a 

product (Becker, Rompay, Schifferstein, & Galetzka, 2011). Furthermore, it is suggested that, over-

all, consumers may be more attracted to a package that seems familiar and reliable, rather than ex-

citing (Silayoi & Speece, 2007). In the facial skin care category, the most positive attitudes were 

given to the round shaped product, whereas the angular shaped products (i.e. tubes) were perceived 

more with more general skin care products (e.g. body lotions) (Appendix 2). Based on this, it was 

assumed that round shaped products increase liking compared to tube shaped products. Even though 

this hypothesis was rejected, a connection was found between results from the likert liking scale and 

AOI Round shape, and also, the participants’ conscious liking-rating found proof that round shaped 

products were preferred over tube shaped products (Appendix 13).  

The design of this study does not allow for measuring participants’ nonconscious attitudes towards 

round and tube shaped products because the available AOI covers the whole product and not specif-

ic elements of it. Therefore, the AOI cannot be used in connection with the nonconscious measure-



109 / 153 

ments FD, FC, and Revisits. The same concerns measuring the nonconscious aspects toward want-

ing, price and memory. This limitation will be further elaborated on in the academic implications. 

H4b 

The participants in the qualitative survey generally associated small, round shaped products with 

facial skin care, and exclusivity, they preferred them as well, if they should be visible in their bath-

rooms. Also, round shaped products facilitate the “no waste” policy which many of the participants 

emphasized. Furthermore, tubes were associated with general skin care products, whereas round 

products were linked to facial skin care products (Appendix 2). Put together with previous research 

in this area which also underlines that round shapes tend to induce associations with traits such as 

approachability, friendliness, and harmony, whereas angular shapes tend to induce associations with 

traits that express energy, toughness, and strength (Becker et al., 2011), it was assumed that round 

shaped products increase wanting compared to tube shaped products. The test also revealed a posi-

tive correlation between the likert wanting scale and the AOI Tube shape and the AOI Round shape, 

as well as the result of the mean test showed a higher wanting for round shaped products compared 

to tube shaped products (Appendix 13). These findings stress the conscious part of consumers’ 

preference towards round and angular products.   

H4c 

Shape is found to influence consumers’ evaluations on price, but with different shapes come differ-

ent price perceptions. This is because a shape also influences the perception of size which influ-

ences price perception. Changing the shape of a frequently purchased consumer product is particu-

larly relevant to marketers with regard to price (Krider, Raghubir, & Krishna, 2001). If consumers 

are used to a certain product shape in a certain product category, it should not be changed to a dif-

ferent shape with the same price if the shape makes the product seem smaller because this gives 

consumers a feeling of paying more for less. The literature states that a products’ shape can signal 

prestige, exclusiveness, or novelty which also is an indicator of higher price perception. According 

to the qualitative survey (Appendix 2), though it is contradicting to the literature, consumers add 

more value and quality to skin care product that are small and round. Therefore, it is hypothesized 

that round shaped products leads to higher price rating compared to tube shaped products which is 

confirmed based on the mean from the test on respondents conscious price ratings (Appendix 13). 
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This can be because round products in general are believed to signal warmth and harmony which 

correlates well with a product category of facial skin care products.  

H4d 

Shapes can contain different levels of dominance which effect consumers’ evaluation (Becker, 

Rompay, Schifferstein, & Galetzka, 2011). These subjective evaluations are related to a meaning 

evoked by a feeling and a positive perception of a product is said to increase memory. Based on 

earlier studies suggesting that straight shapes has a positive utility compared to curvy, it is hypothe-

sized that tube shaped products increase memory compared to round shaped products. This hypoth-

esis is rejected based on the conscious test showing a higher rating on the memory scale for round 

products compared to the memory scale for tube shaped products (Appendix 13). Though, the hy-

pothesis is rejected based on the literature the result can be explained by participants showing a 

higher liking towards round products than tube shaped products which corresponds well with a bet-

ter memory towards round skin care products. 

 

Overall result of H4 

It was assumed that round shaped facial skin care products are more appealing than tube shaped 

facial skin care products. This hypothesis is partly confirmed (Appendix 14) based on results show-

ing a higher wanting, price rating, and memory toward round shaped products.  

 

Discussion of H5a, H5b, H5c, H5d 

H5a 

Based on the comments from the qualitative survey, large font works as eye catcher to gain instant 

knowledge of the content (Appendix 2) which correlate with the findings that the attention-drawing 

ability of a product can be enhanced by increasing its size (Wedel and Pieters, 2015), it is suggested 

that a large brand name attracts more attention than a small brand name. This hypothesis is con-

firmed by measurement of TTFF against AOI Large brand name and AOI Small brand name. Simi-

larly, with the result of participants looking faster at the large brand name, the test also revealed that 

participants looked more times (measured through FC and Revisits) on large brands (Appendix 13). 

One of the reasons behind this finding, is inevitably due to the larger size. Additionally, distinctive-
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ness is a motivational component that captures attention because it triggers consumers’ curiosity 

(Robertson, 1992), and therefore the Clearasil brand name could take notice of these findings, and 

make sure that their brand name is large and has some unexpected elements in order to capture con-

sumers’ attention. 

 

H5b 

The assumption that small brand names increases liking more than large brand names is derived 

from the comments from the qualitative survey in Matas, where small products were seen as a sign 

of exclusivity (Appendix 2). In the results of the mean, this assumption was supported by showing 

slightly higher liking ratings for small brands (Appendix 13), but since the overall hypothesis is 

rejected, this area needs to be examined more closely in future studies.  

 

With regard to consumers’ nonconscious liking of either a small or a large brand name, FC and re-

visits show evidence that the participants’ fixated on and revisited the large brand name most times 

(Appendix 12). Since the findings on size on brand names are close to none-existing, the literature 

on product sizes is used equally to brand name sizes. Liking literature stresses the relevance of the 

mere exposure effect to measure nonconsciousness, where repeated exposure to a particular stimu-

lus enhances its affective standing, and thereby create positive preferences towards it which then 

leads to liking (Hekkert et al., 2013). Thereby, it can be concluded that looking repeatedly at one 

stimulus, measured with FC and Revisits in this experiment, should increase liking. Given the re-

jected hypothesis, this area needs to be investigated further in future research. 

H5c 

Based on the comments from the qualitative survey which stated that small products looked more 

luxurious, exclusive, and fitted the facial skin care category better than large products (Appendix 

2), it was assumed that small brand names increased wanting compared to large brand names. This 

hypothesis turned out to be rejected in every way it was measured: insignificance was found be-

tween wanting and AOI Large brand name and AOI Small brand name, and the likert wanting scale 

revealed a higher rating on large brand names than on small brand names (Appendix 13). Even 

though, these results reject the hypothesis, it confirms the literature on size. This inconsistency 

found in the experiment suggests that more research regarding the particular physical size of a 
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brand name is needed because the existing literature on size may not be an indicator of brand sizes 

even though it is an indicator of product sizes. 

H5d 

Due to the fact that the literature on brand name sizes it very limited, this thesis sought to investi-

gate some aspects of the brand names’ physical size. According to the size theory, different packag-

ing sizes potentially appeal to consumers differently depending on their levels of involvement, and 

large sized products are often directed at consumers who are looking for discount (i.e. “value for 

money”). Moreover, when the quality of a product is hard to determine, the effect of packaging size 

is stronger (Silayoi & Speece, 2007). This corresponds well with the comments from the qualitative 

survey which revealed that small products were associated with prestige and quality i.e. being per-

ceived more expensive than large products which were associated with discount and low price (Ap-

pendix 2). These findings on size lead to the assumption that small brand names create higher price 

rating compared to large brand names, when compared to the price. This hypothesis was confirmed, 

as well as the mean test revealed a significantly higher price rating on AOI Small brand name than 

on AOI Large brand name (Appendix 13). These findings suggest that theory on size is useful when 

compared to brand names when finding a positive correlation to price ratings. Though, these con-

scious findings are contradicted by the nonconscious measurements FC and Revisits which shows 

more fixations and revisits on the large brand name compared to the small brand name (Appendix 

12). However, these findings can be due to the fact that the AOI is physically larger on AOI Large 

brand name than on AOI Small brand name. 

H5e 

The brand name as a packaging element is easy to remember as it is linked to a physical characteris-

tic of a product category (Plassmann et al., 2012). This could for example be the brand name 

“Clearasil” which is linked to the skin care product category as different kinds of facial skin care 

treatment. In general, attention - and thereby memory - for a product can be enhanced by increasing 

its size (Wedel and Pieters, 2015), and at the same time it should be simple, i.e. easy to say and easy 

to spell, in order to influence consumers’ recognition and memory of the brand name (Robertson, 

1992). Also, simplicity was mentioned as an appealing factor on facial skin care products in the 

qualitative survey (Appendix 2). Based on these observations regarding size and simplicity, it was 

assumed that large brand names increase memory compared to small brand names. Surprisingly, the 
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hypothesis was statistically rejected, though the post-test on memory indicated minimal higher lik-

ing for AOI Large brand name than for AOI Small brand name (Appendix 13). Thereby, it is diffi-

cult to deduce from these results whether memory is higher for large brand names than for small 

brand names, since the difference in memory from the conscious ratings is minimal. Though, the 

nonconscious results, measured through FD and Revisits, show more eye fixations and revisits on 

the large brand name which are an indicator of increased attention on the AOI Large brand name 

and thereby higher memory, it can be assumed. 

 

Overall result of H5 

It was assumed that a small brand name is more appealing to consumers than a large brand name on 

the packaging design of facial skin care products. This hypothesis is partly rejected based on results 

showing only a positive connection between price rating and memory on products with small brand 

names. Small brand names did not attract visual attention or increased liking and wanting compared 

to products with large brand names. 

 

6.3.  Academic Implications 

 

Research on application of eye-tracking has mainly been on areas of visual marketing involving in-

store choice decisions i.e. shelf search and print advertising, but less is known about attention to 

other static visual marketing stimuli such as product packages, shelf design, and point-of-purchase 

materials. At the same time, almost nothing is known about attention to television commercials, 

product placement, and similar dynamic visual marketing stimuli. Therefore, several areas concern-

ing eye tracking in marketing remain under-researched. In order to expand the fundamental com-

munication processes, more work is needed that make use of eye-tracking measures. Different mar-

keting measures has been used in previous marketing research, such as gaze duration, time to first 

fixation, fixation duration, and fixation counts, but these should be further developed and tested in 

order to gauge the effects of visual marketing. These measures were developed in the context of 

reading research, but have also proven to be useful for visual marketing (Wedel & Pieters, 2015).  
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This thesis focus on one of the under-researched area of packaging design by analyzing visual stim-

uli. By using eye-tracking, consumers’ eye movements and eye fixations on different aspects on a 

product’s package are measured. This thesis provides more insight into the effectiveness of visual 

marketing elements on product packaging in-store. So far, eye-tracking has enabled realistic tests of 

attention theories from cognitive neuroscience and perception psychology which until then only 

relied on abstract stimuli and poor exposure conditions.  

Even though the eye-tracking device gives a deeper insight to consumers’ cognitive perceptions of a 

brand, several factors can potentially undermine the validity of these findings. 

Artificial environment 

It would have been more accurate, if we have used a mobile eye-tracker instead of a stationary eye-

tracker. Then, it would have been possible to measure subjects’ visual attention in a natural envi-

ronment on a realistic shelf, and thereby extract even more detailed information of consumers’ cog-

nitive perceptions of the products. The disadvantages of such an experiment method is the sur-

rounding factors, such as noise, luminance, and other visual marketing stimuli, i.e. which can be 

controlled in the artificial laboratory setting, used in this study. The advantage of using a laboratory 

setting is that disturbing factors that can spoil the subjects’ attention can be eliminated. However, in 

future research it would be relevant to show a picture of an entire shelf, and not only one product at 

a time, in the eye-tracker, in order to measure visual attention even more detailed. By doing this, the 

artificial laboratory setting can be argued to move closer to the natural environment in the store. 

 

AOI 

The AOI which were drawn to measure different elements on the product package, could have af-

fected the validity of the results because they might not have been a complete indicator of what we 

wanted to measure. In fact, when using eye-tracking as a measure it is important to keep objects that 

are measured constant and only change one variable. This is a huge academic implication, as it 

gives an unclear result as to which AOI is actually affecting the participant. The different AOI cre-

ate different levels in dominance. Therefore, measuring the effect of one AOI could be inaccurate 

due to influence from other AOI. However, this study measures multiple AOI on the same product 

in order to give an indication of product perception as in real life on the shelf. 
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The following AOI are of special interest: 

 AOI on informational text and pictorial elements because participants, logically, spent more 

time reading a text, than looking briefly at a picture. 

 

 The placement and the size of the AOI on the saturated and unsaturated products can poten-

tially cause inaccurate findings. 

 

 The shape AOI because it covers the whole product, and therefore the nonconscious reac-

tions cannot be measured. It might have been possible to measure the shape if the AOI was 

drawn differently, but since many factors had to be measured, we decided to delimitate from 

this aspect. This decision can potentially have decreased the validity of our experiment. It 

might have been possible to place two products with different shapes on the same slide in 

order to see which gained most attention, but this opens up to the finding that consumers al-

ways look at the left side of the product first (Silayoi & Speece, 2007) which is a completely 

different aspect that is not covered in the thesis. 

 

 The brand name AOI due to many measuring difficulties with the eye-tracker of this aspect. 

It might have been better to ask the participant personally about their brand preferences in-

stead. 

 

Measuring liking, wanting, price, and memory 

The nonconscious measure of liking, wanting, price and memory is conducted by using TTFF, FD, 

FC and Revisit. These help reveal a differentiation in perception of the visual stimuli amongst the 

others. 

 

These nonconscious findings of the effects could have been further analyzed by use of pupil dila-

tion, gaze, and facial expressions. By using pupil dilation in the eye-tracking study, it could have 

provided us with more thorough and valid results as this also can be used as an indicator of prefer-

ence and emotions. It is associated with mental effort and attention (Gwizdka & Zhang, 2015), and 

it demonstrates that changes in pupil size are related to the levels of relevance. Pupils dilate more 

when exposed to relevant stimuli, and can as well be used as a measurement of arousal which is the 

basis of emotions, motivation, informational processing and behavioral reactions (Groeppel-Klein, 
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2005). The pattern of information search can also be described through gaze transitions and hu-

mans’ gaze is directed towards a chosen stimuli before the actual response is made and therefore it 

is believed to play an active role in the human decision making process (Glaholt & Reingold, 2011). 

For this reason, gaze could have been useful for our study, in order to elaborate further on consum-

ers’ nonconscious responses to different stimuli. Furthermore, the eye-tracking equipment can be 

used to measure facial expressions which also would have given this study an even more accurate 

indication of consumers’ attitudes towards the displayed products and in order to measure more 

detailed on their true emotions. 

 

In regard to more accurate conscious and nonconscious measurements of price, the likert scale 

could have been split up in sections giving the participant the possibility of choosing a specific price 

range instead of the more vague “low” versus “high” likert scale. Another addition could be to show 

the actual price on the product to measure participants’ visual attention towards the price. Hereafter, 

a possible connection between visual attention and price could be measured. 

 

In order to get a more clear view of the consumers’ purchase intent, and thereby be more sure of the 

results from the liking, wanting, price, and memory scales, it would have been relevant to add a 

final question to each product shown in the eye-tracking experiment. This question should be: 

“Would you buy this product?” and the possible answers should be “Yes” or “No”. 

 

In sum, measuring so many elements at the same time on skin care products is an implication in 

comparison to academic research because too many factors are measured which limits this research 

from going more detailed into depth with each factor. This choice is made in relation to a manageri-

al perspective, where it is necessary to provide companies with a complete solution to their packag-

ing design issues, and this solution cannot only include one element (e.g. only color). This decision 

is deliberately made in order to meet Clearasil’s wishes on a whole packaging design solution. 
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6.4. Managerial Implications     

   

Consumers’ traditional decision making is typically understood by applying a rational perspective, 

but due to cognitive neuroscience this perspective is no longer accurate enough for marketers to 

gain valuable insight on consumers’ path to purchase. The following section will present the sug-

gested implications for the brand managers in the corporate world.  

 

Literature states that the decision-making process of shoppers is affected by their attention to in-

store factors (Chandon et al., 2009) as seeing a display or, as this study reveals, just by seeing a 

product package. This product consists of packaging elements that affect the consumer’s purchase 

intent and therefore in-store marketing materials can be instrumental in leveraging sales (POPAI, 

2012). This suggests that more attention should be paid to consumers’ first visual reaction i.e. their 

TTFF, FD, FC and Revisits as this usually is an indicator of their purchase decision. This can be 

noticed in the study where the different visuals, measured induced by the AOI, had an effect on 

product preferences. The implication lies within gaining and retaining consumers’ attention on a 

specific product or brand in an advertising setting as it is difficult to measure due to the high levels 

of clutter. Furthermore, it might be difficult to convince managers that they should pay attention to 

these methods, due to the relatively small evidence that eye-tracking actually works, and that the 

method is connected to insecurity about the final outcome, i.e. if the investigations can be used in 

the real world. 

 

As shopping plays a greater psychological role in people’s lives because they buy to regulate emo-

tions in search of gaining social status and finding a better, more ideal self through the symbolic 

meanings associated with the material goods (Dittmar, 2005), this is an implication to brand manag-

ers. Literature states that emotions are an important concept in many areas of consumer research 

such as judgment, decision-making and advertising and the implication is therefore measuring these 

conscious and nonconscious perceptions of product elements. 

    

As stated in the paper not much work has been done to discover the role of packaging in forming 

consumer perceptions of a product because focus has been on the effects of advertising through 

mass media (Solomon, 2012). With regard to Clearasil in Denmark this is a huge disadvantage as 
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they do not use pre-store stimuli i.e. TV advertisements, print ads or social competitions online and 

thereby Clearasil’s only way of reaching their target group is through their packaging design. As 

findings in the study show that different product perceptions is created depending on which visual 

or verbal cue is incorporated on the product which thereby makes it is difficult for the brand man-

ager on Clearasil to select which elements to choose in order to create the wanted effect and product 

perception by their target group 

                                           

7. Conclusion 

The overall aim of the thesis was to understand consumer decision making and consumer behavior 

in the light of the new insights gained from psychology and neuroscience. Based on the fact that an 

increasingly amount of purchasing decisions is unplanned, the need for advertisement in-store is 

becoming more crucial than ever before. Therefore, the research seeked to investigate to effects that 

product packaging design have on consumers. Visual attention and cognitive evaluation of different 

product packaging designs on facial skin care products were used to measure which factors con-

sumers preferred, consciously, and paid attention to, nonconsciously. The brand Clearasil was used 

as case, due to its prolonged period of sales decline, and need for new inputs to their packaging de-

sign. In this connection, it is intended that Clearasil can make use of some of the packaging ele-

ments that creates positive evaluations of a brand in consumers’ mind. Several skin care products, 

besides Clearasil was used to analyse the respective packaging elements. 

 

Findings from the literature review showed how the brain consists of several highly complex pro-

cesses which forms the basis of the definition of consciousness and nonconsciousness. The eye-

tracking literature reveals how these processes can be measured, and how much impact especially 

the nonconscious part of the brain has on consumers’ perceptions and attitudes towards a product. 

Further, the literature stressed the importance of visual attention, liking, wanting, price, and 

memory, when measuring consumers’ reactions and perceptions of product packaging in-store. The 

literature on product packaging design contains many different aspects, and too many to investigate 

them all which led to the choice of concentrate around the following elements: informational text 

versus pictorial elements, color hue - red versus blue elements -, saturated versus unsaturated col-

ors, round shapes versus angular shapes, and the size of the brand name (large versus small). 
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First, an in-depth interview with the brand manager on Clearasil was held, followed by a qualitative 

survey in Matas, in order to gain knowledge about Clearasil and opinions about facial skin care in 

general. Hereafter, a laboratory stationary eye tracking experiment was made carried out on 51 fe-

male, Danish respondents. The eye-tracking experiment revealed responses to visual attention, lik-

ing, wanting, price, and memory. Based on the results of the eye-tracking study, the following 

packaging elements can be confirmed to have an impact on how consumers perceive the products, 

and can therefore be relevant for Clearasil when developing their product packaging design: 

 

 Consumers tend to valuate informational text more than pictorial elements when they pur-

chase high-involvement products such as facial skin care. Furthermore, they rate the price 

higher on products with only informational text which also increase the level of exclusive-

ness, as well as they tend to look faster at informational text compared to pictorial elements. 

 Consumers responds consciously more positive to blue elements, but nonconsciously, red 

elements have proven to attract visual attention. Therefore, a blue package with red elements 

would be the most optimal design for a facial skin care product package. Additionally, it 

was found that blue elements increase memory for a skin care product. 

 Nonconsciously, little difference was found between consumers’ responses to saturated and 

unsaturated colors. However, saturated colors did gain slightly more nonconscious attention 

which propose a combination of these two elements in the ideal package. Though, it should 

be mostly unsaturated because consciously, the liking score on unsaturated products proved 

to be significantly higher than for saturated products. Additionally, unsaturated products 

were rated higher in terms of price. However, it was found that saturated colors increased 

memory. 

 Consumers prefer round shaped facial skin care products, as well as these are associated 

with higher price and exclusivity compared to tube shaped products. Additionally, tube 

shaped products decreased memory which indicates that round shaped products increase 

memory. This could be a very relevant factor for Clearasil to focus on, given most of their 

products are tube shaped. 
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 Consumers’ attention towards a large brand name is higher than towards a small brand 

name. It could not be confirmed that small brand names increase liking and wanting, even 

though the conscious answers indicated that. Small brand names created higher price ratings 

due to its more exclusive look, as well as they increased memory more than a large brand 

name. 

Based on the above findings, it can be concluded that packaging design can affect consumers’ in-

store purchase decisions for facial skin care products. Furthermore, it has been verified that the lit-

erature used and the experiment conducted can contribute to marketers when developing their brand 

through their product packaging design. 

 

7.1.  Future Perspectives 

For future search, it would be relevant to focus on deepening and validating the insights gained 

from the research. Since the eye-tracking design was limited, as a result of the scope of the thesis, 

the following section provides suggestions to future research. 

Real-life experiment instead of laboratory setting 

Ideally, the experiment should have been conducted using a portable eye-tracking device in a physi-

cal store, e.g. Matas. This would allow for higher ecological validity, but in this case it is also im-

portant to keep the drawbacks of natural setting environment, e.g. noise and luminance, in mind 

because they potentially also can reduce validity. 

Extension of the sample group  

The choice of sample group can also be revised. The most obvious alteration regarding sample 

group is to divide the group into two, where the participants in one of the groups struggled with 

facial skin problems such as acne, and the other group of participants did not. This would be rele-

vant for to gain insights about, in order to find out if there is a difference in preferences between 

these two groups. However, it might be difficult to find volunteering participants because this the 

skin problem area often is a very sensitive one. Another adjacent alteration is to use teenagers (aged 

13-18) in a similar experiment, but this might be even more difficult because they often are even 

more shy and sensitive to areas that concern their identity and self image in this age. 
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Measures of eye-tracking results 

Given the fact that relatively limited literature on how brand name sizes influence consumers’ pref-

erence towards the product, this thesis suggested a method to investigate this. However, the results 

indicated that an even more detailed study of this area is needed, and therefore this area in particular 

calls for further research. 

 

Furthermore, the nonconscious part of this study calls for further research because we were limited, 

due to time constraints, as to investigate to which degree the FD, FC, and revisits affected consum-

ers.  

 

Online Website and Eye-Tracking, as a future perspective for Clearasil 

Given the fact that this study was conducted to be able to provide Clearasil with some tools to up-

date their product packaging, the following section provides some suggestions to how the results 

from this research can help Clearasil creating more positive associations in the minds of the con-

sumers. 

As described in the case, Clearasil does not have a website for DK (e.g. www.clearasil.dk) which 

overall is a huge problem for the brand’s position on the Danish skin care market. The findings 

from the eye-tracking study are very relevant in this connection due to the fact that laboratory envi-

ronments are very similar to when consumers sit in front of their computer. Online sales and an up-

date of Clearasil’s web site could therefore be of great relevance for Clearasil. Especially, the find-

ings on visual attention, based on bottom-up and top-down factors, are very relevant in this case, 

and by moving in this online direction instead of trying to get more physical shelf space in the store, 

the findings on the different packaging elements can be of great advantage for Clearasil. 
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Appendix 1: In-depth Interview with Brand Manager for Clearasil, Siri Frederiksen  

 

The Clearasil brand is performing very poorly on the Danish market. One underlying reason is the 

financial challenges, Clearasil faces, due to the decline in sales which leads to decline in their mar-

ket budget. The low budget makes it impossible for the marketers behind Clearasil to create new 

advertisements, and therefore the brand is surpassed by the competing brands on the facial skin care 

market. 

Another factor that is affected by the low budget available for Clearasil, is its placement on the 

shelves in the store Matas, where Clearasil is sold. This problem is difficult to solve because of the 

planograms in Matas, i.e. how the products is placed on the shelves which differs in each store and 

is controlled by Matas. Furthermore, it is difficult for RB to argue for more space at the shelves for 

Clearasil products given the financial limitations on the brand. Also, the Clearasil brand is subject 

to Matas’ one-in-one-out policy, meaning that when Clearasil launches a new product, it has to re-

place one of their existing products. This makes it difficult for Clearasil to bring new products to the 

shelves without risking losing loyal customers to their existing products. 

Furthermore, Clearasil’s products do not only compete with facial skin care products and acne 

products, but also other personal care products such as shampoo or blister patches.   

A part of the solution for the Clearasil brand in Denmark is to move away from branding Clearasil 

as an acne product, and focus more on branding it as a facial skin care product in general with acne 

treatment as a sub category, as e.g. L’Oréal does. 

Their 45 years of acne expertise has proven to be a problem for the brand in Denmark because acne 

products from Clearasil are perceived as being very hard on the skin and it is one of the most hard-

core products within the industry. 

Another major disadvantage for the Clearasil brand is its web site on the Internet which only pre-

sents an English version, i.e. there is no web site about Clearasil translated to Danish and aimed at 

the Danish consumers. 

Furthermore, the Clearasil products are only on the shelves in Matas, and sometimes in the grocery 

store Bilka which gives the brand a very limited market place. The question is if Matas is the right 

choice for Clearasil because Matas is a very specialized store, and it might not be perceived as cool 

as it was earlier.  
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The brand has not succeeded in keeping up with the consumers’ emotional needs and consumer 

behavior. The brand Clearasil is not consumer-driven which is bad for the brand’s performance. The 

brand Clearasil has a bad reputation among teenagers.  

A way of entering into the mind of the young consumers, especially teenagers, advertising through 

blogging might be possible. Therefore, Clearasil needs to create a brand image on the different 

blogs, but the challenge here is again Clearasil’s low budget because advertising at a famous, well-

known blog costs approximately 500.000 DKK. 

Several attempts to promote Clearasil have been made during the years, but recent campaigns have 

not been made in Denmark, and thereby, the success derived from these campaigns (made in Swe-

den and the U.S.) does not reach and affect the Danish target group. In 2014, one of the campaigns 

was “Show your best face forward” which was designed to fight against bullying by encouraging 

everyone to tag a good friend in e.g. a Facebook post. This campaign was promoted on social me-

dia, like Facebook and Instagram, but due to the differences between Sweden and the U.S., respec-

tively and Denmark, the campaign had no or only very limited success promoting Clearasil on the 

Danish market.  
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Appendix 2: Qualitative Research in Matas, Frederiksberg Center 

  

Questions and Answers, Qualitative Survey, Matas, Frederiksberg Center 

The answers to each question reflect the participants’ opinions, and therefore they are not written as 

answers for each participant, but in bullet points.  

 

1. What is your overall impression and thoughts about the shelves and the products on 

them?  

 

 

 

 

 

 

 

 

 

 

 

 

- Cluttered shelf (especially the bottom half of the shelf) due to the many color combinations and 

gaudy colored products 

- Would not go to the shelf because of too many colors and too cluttered shelf 

- Recognition of brands (e.g. Manhatten, Plaisir) 

- The top of the shelf reflects luxury due to simplicity, exclusiveness, aesthetic and unsaturated colors 

(e.g. Plaisir) 
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2. What captures your attention on the shelf?  

- The red price tags, discount marks 

- The products with pastel shades are more appealing 

- The products in eye level get attention first 

- Recognition of colors from advertisements (e.g. Clearasil) 

- Gaudy colors on the products 

 

3. Which factors would make you want to buy a product? 

- Recognizability 

- Ingredients and easily accessible information about the ingredients   

- Shape of product: preferably small and in a soft or tube package, not squared 

- Price and discount 

- Placement on the shelf 

 

4. What is the best way to recognize a product in your opinion? 

- The brand: its image and its characteristics (e.g. large lettering leads to attention, logo) 

- The design of the package 

- The price 
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5. What do you think about the colors on the products? 

 

 

 

 

 

 

 

 

 

 

 

 

 

- Dull colors are more girl oriented and calm 

- Transparent products are associated with discount 

- The colors have to be more neutral on skin care products 

- Pale colors are associated with friendliness, sweetness and relaxation due to simplicity (e.g. Plaisir) 

- Calming, dull colors are better than gaudy colors (e.g. blue) 

 

6. Which color nuance do you associate with facial skin care and which do you prefer?  

- The more neutral, pale and mellow a color is, the more ecofriendly, clean, healthy and natural it 

seems 

- Black or gloomy colors are associated with chemicals and additives 

- The color blue creates positive associations because it symbolizes water 

- Natural, toned down colors such as beige and white which matches the bathroom at home 
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7. What do you see first, and what do you prefer on a product – picture or text?  

- See picture first, but prefer text because products with text are more exclusively looking 

- On the shelves in store, the picture captures attention first 

- Pictures are not as important as informational text 

- Pictures make products look inexpensive   

 

8. Which size do you prefer your facial skin care product is and why?  

- The largest possible: if the price is the same, the largest version is chosen (value for money) 

- The first time a certain skin care product is purchased, small product is chosen, and then, if satisfied 

with the product, the large version is purchased the next time 

- Important that the product has potential to be placed outside, i.e. visible, in the bathroom 

- Small products are more exclusive and the content is perceived as more effective in small packages 

 

9. Which shape do you prefer the facial skin care product is and why?  

- Round, soft shaped products if the product should be visible in the bathroom 

- Tube, soft shaped products – important to be able to get all the content out (no waste) 

- Easier to get all of the content out (no waste) with round shaped products compared to tubes 

- Pumps due to its ease in use 

 

10. Do you connect a particular size and shape with a facial skin care product? 

- Small, round products looks more exclusive 

- It is more important that the product is practical to use than the aesthetic of it 

- Tubes are associated with general skin care products, whereas round products are linked to facial 

skin care products 

- Squared products are associated with body lotion and cleansing toner (e.g. L’Oréal) 

 

11. How does the type of font used and the amount of informational text have importance for you?  

- Not too heavy or bold and not too much informational text on the front of the product 

- A lot of easily accessible informational text on the back is preferred 

- More easy to figure out what the content is when it is printed directly on the product 
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- The content of the product is more important than the type of font used 

- The font type is important aesthetically: large font works as eye catcher to gain instant knowledge of 

the content (e.g. “NIGHT CREAM”) 

- Easy to read and figure out what the product’s content is useful for is more important than the font 

 

12. Is the brand important to you when buying facial skin care products?  

- The brand is not as important as the price: expensive products equal quality 

- Would buy an unknown brand if it was recommended by the store staff, but not if getting no infor-

mation about the unknown brand 

- Examines the brand before buying it when it concerns facial skin care products 

- Recognizability of the brand is important: use and buy the brands, you know 

- If the brand has not been spoken of or about before, it is unlikely that you buy it 

- What first catches the visual attention in the store determines whether to buy or not 

 

13. Which factors are important to you when buying a facial skin care product? 

- The price and discount: If the product is on sale, intentions to buy it increase 

- Niceness is important 

- The shape of the product 

- Ingredients (e.g. without perfume) 

- Recognizability before a cheaper brand 

- Ingredients are more important than price 

 

14. Do you know the brand Clearasil and what do you associate with their products? 

- Acne treatment, facial skin care product 

- Have used the product earlier, but could have used another brand (e.g. Acnicyl which has a more 

medical and professional look than Clearasil) 

- Would choose Clearasil over Acnicyl due to price, brand and commercials 

- Clearasil looks more youthful 

- It is difficult to see which ingredients Clearasil’s product has 
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Appendix 3: Defined packaging elements (Red/Blue; Saturated/Unsaturated; 

Small/Large brand name) 

 

Products with red versus blue elements 

 

 

 

 

Saturated colors versus unsaturated colors 
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Products with a small brand versus a large brand  
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Appendix 4: Additional Packaging Elements (Shape; Informational text/Picture) 

 

Products with round versus angular shapes 

 

 

Products with a picture versus informational text  
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Appendix 5: Fillers 
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Appendix 6: Likert scales 
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Appendix 7: Subject recruitment: Post on Facebook 

 

Danish version: 

Hej piger, 

Vi er i gang med et eye-tracking eksperiment til vores speciale, og derfor skal vi bruge en masse 

frivillige deltagere (piger mellem 18-35). Det tager ca. 45 min. og foregår i SenseLab på CBS, Sol-

bjerg Plads, afdeling C (over Nexus), 2. sal de næste 4 uger (også weekender), så du kan helt selv 

bestemme, hvornår det passer dig eller få det til at passe samtidig med en veninde. Eksperimentet 

går ud på, at I skal se nogle billeder af forskellige produkter på en computerskærm og derefter rate 

dem på en skala. Der vil være kaffe og te i lobbyen og en lille gave efter endt deltagelse. Kontakt 

Emilia eller Jacqueline hvis du/I har lyst til at hjælpe os. 

 

Del gerne opslaget, på forhånd tak! 

 

English version: 

Hi girls, 

We are doing an eye-tracking experiment for our master thesis and therefore, we need a lot of vol-

unteers (girls aged 18-35). It takes about 45 minutes and it takes place at SenseLab on CBS, 

Solbjerg Plads, Department C (above Nexus), 2nd Floor the next 4 weeks (also weekends), so it is 

possible to book a time that fits you.  All you have to do is to look at pictures on a computer screen 

and rate them on a scale. There will be coffee and tea in the lobby and a gift after your participation. 

Please write to Emilia or Jacqueline if you want to help us. 

Please share! Thank you in advance!  
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Appendix 8: Subject recruitment: Flyer 
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Appendix 9: Experiment Guide 

 

Recruitment & Registration 

 

Participants were recruited to participate in the eye-tracking experiment in the halls of CBS. No 

information about the actual purpose of the study was revealed. A cover story was provided instead. 

They signed up the time slot that fitted them the best. 

 

Instruction & Testing procedure 

 

“Hello, and welcome to the SenseLab at CBS. Thank you for coming and for volunteering to partic-

ipate in our eye-tracking experiment. The whole test will take approximately 45 minutes.” 

 

“We are using this eye-tracking device, so please sit down and make yourself comfortable. In this 

experiment you are going to rate some products on three likert scales. First, we are going to cali-

brate your eyes. Here, please follow the red dot with your eyes. It is important that you do not move 

around, and that you look directly into the screen during the experiment. After the calibration of 

your eyes, an instruction slide is shown on the screen. Please read it carefully and click on the ar-

row when you are ready to start the experiment.” 

 

“Now the first eye-tracking experiment is over. Please wait a moment before the next eye-tracking 

experiment will be started on the screen. This following study takes about 15 minutes and the same 

procedure will be used by first calibrating your eyes and then you have to rate some chairs.” 

 

“This was the first parts of the experiment and the parts which made use of the eye-tracking device. 

The last request we have for you is to fill out this schema by hand, rating the products on the paper 

on how sure are you that you have seen the following products in the eye-tracking room. Please 

rate the products by writing a number from 0-10 next to the picture. 0 = you are sure that you have 

not seen the product at all and 10 = you are sure that you have seen the product. Thank you.” 

 

“Thank you for participating in our experiment. As a thank you gift you can choose a product from 

the brand Clearasil, which is what our thesis concerns. We did not provide you with the correct 

information in the beginning in order to avoid that you created any former perceptions about the 

product, which could affect your answers in the experiment. Do you have any questions? We are 

very grateful that you came here and participated in our study. Thank you for your help!” 

 

The participant was followed out of the eye-tracking room without talking to the next participants. 
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Appendix 10: Comments from memory test 

 

Brand preference 

 Nivea (mentioned several times) 

 Biotherm (mentioned several times) 

 Danish Skin Care 

 Derma (mentioned several times) 

 Estée Lauder (many beauty products) 

 La Roche-Posay 

 Urtekram (mentioned several times) 

 Organic products 

 Beauté Pacifique 

 L’Oréal 

 Labello 

 

 “I use some of the brands” 

 “I recognize some of the brands and prefer them because friends and family use them” 

 

Allergies 

 Sensitive skin 

 Allergic to perfume (mentioned several times) 

 Sensitive to Nivea 

 Bad experiences with Nivea 

 

Education 

 Marketing 

 Some Scandinavian design- and culture courses 

 Design Related (I did some design-related exams but not proper education) 

 Studying Business, Language and Culture 

 Design education 

 Cand.Ling.Merc. 
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Appendix 11: SPSS Results: TTFF, FD, FC, Revisits x Liking, Wanting, Price, 

Memory  

 

Source 

 

Measure Significance 

P-value 

TTFF Liking 0,265 

Wanting 0,111 

Price 0,142 

Memory 0,413 

FD Liking 0,069 

Wanting 0,139 

Price 0,000 

Memory 0,225 

FC Liking 0,120 

Wanting 0,229 

Price 0,000 

Memory 0,137 

Revisits Liking 0,064 

Wanting 0,263 

Price 0,014 

Memory 0,115 
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Appendix 12: SPSS Results: AOI x TTFF, FD, FC, Revisits 

 

AOI 

 

Source Mean Significance 

P-value 

Hypothesis 

Picture TTFF 2474,16 0,000 H1a 

FD 587,33 1,000 H1bcde 

FC 2,58 0,000 H1bcde 

Revisits 0,55 0,000 H1bcde 

Text TTFF 1780,50 0,000 H1a 

FD 1575,88 0,000 H1bcde 

FC 7,30 0,000 H1bcde 

Revisits 0,76 0,000 H1bcde 

Red color TTFF 3440,86 0,000 H2a 

FD 1115,42 1,000 H2bcde 

FC 5,18 0,000 H2bcde 

Revisits 0,37 0,000 H2bcde 

Blue color TTFF 5370,42 0,000 H2a 

FD 94,64 1,000 H2bcde 

FC 0,38 0,000 H2bcde 

Revisits 0,04 0,000 H2bcde 

Saturated color TTFF 228,08 1,000 H3a 

FD 3868,39 0,000 H3bcde 

FC 17,52 0,000 H3bcde 

Revisits 0,89 0,000 H3bcde 

Unsaturated 

color 

TTFF 198,57 0,871 H3a 

FD 3739,85 0,000 H3bcde 

FC 16,80 0,000 H3bcde 

Revisits 0,88 0,000 H3bcde 
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Small brand 

name 

TTFF 2780,76 0,000 H5a 

FD 496,67 1,000 H5bcde 

FC 2,31 0,000 H5bcde 

Revisits 0,48 0,000 H5bcde 

Large brand 

name 

TTFF 1887,74 0,000 H5a 

FD 696,22 1,000 H5bcde 

FC 3,19 0,000 H5bcde 

Revisits 0,58 0,000 H5bcde 
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Appendix 13: SPSS results: AOI x Liking, Wanting, Price, Memory 

 

AOI Measure Mean Significance 

P-value 

Hypothesis 

Picture Liking 4,96 0,751 H1b 

Wanting 4,47 0,804 H1c 

Price 4,32 0,000 H1d 

Memory 8,949 0,844 H1e 

Text Liking 5,30 0,193 H1b 

Wanting 4,59 0,065 H1c 

Price 6,14 0,000 H1d 

Memory 8,831 0,128 H1e 

Red color Liking 4,22 0,000 H2b 

Wanting 3,42 0,000 H2c 

Price 5,31 0,484 H2d 

Memory 9,209 0,081 H2e 

Blue color Liking 5,80 0,000 H2b 

Wanting 5,11 0,000 H2c 

Price 6,24 0,000 H2d 

Memory 8,952 0,485 H2e 

Saturated color Liking 4,63 0,024 H3b 

Wanting 4,07 0,110 H3c 

Price 4,80 0,000 H3d 

Memory 9,232 0,024 H3e 

Unsaturated 

color 

Liking 5,69 0,004 H3b 

Wanting 4,89 0,010 H3c 

Price 5,71 0,002 H3d 

Memory 8,788 0,002 H3e 
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Tube Liking 4,89 0,264 H4a 

Wanting 4,21 0,043 H4b 

Price 4,96 0,000 H4c 

Memory 8,894 0,103 H4d 

Round Liking 5,89 0,000 H4a 

Wanting 5,14 0,002 H4b 

Price 6,18 0,000 H4c 

Memory 9,463 0,079 H4d 

Small brand 

name 

Liking 5,07 0,843 H5b 

Wanting 4,41 0,841 H5c 

Price 5,67 0,000 H5d 

Memory 9,115 0,206 H5e 

Large brand 

name 

Liking 5,06 0,938 H5b 

Wanting 4,56 0,306 H5c 

Price 4,75 0,000 H5d 

Memory 9,169 0,793 H5e 
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Appendix 14: Hypotheses results 

 

Hypothesis 1 

 

H1 Informational text is more important than pictorial elements on the pack-

aging design of facial skin care products 

Partly rejected 

H1a Pictures are better to attract visual attention than text Rejected 

H1b Informational text creates higher liking compared to pictorial elements Rejected 

H1c Informational text creates higher wanting (WTP) compared to pictorial 

elements 

Rejected 

H1d Informational text creates higher price rating than pictorial elements Confirmed 

H1e Pictorial elements increase memory compared to informational text Rejected  

 

Hypothesis 2 

 

H2 Blue elements are more appealing than red elements on the packaging de-

sign of facial skin care products 

Partly confirmed 

H2a Red elements are better to attract visual attention than blue elements Confirmed  

H2b Blue elements increase liking compared to red elements Confirmed  

H2c Blue elements increase wanting (WTP) compared to red elements Confirmed  

H2d Blue elements create higher price rating compared to red elements Rejected 

H2e Red elements increase memory compared to blue elements Rejected 
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Hypothesis 3 

 

H3 Unsaturated colors are more appealing than saturated colors on the pack-

aging design of facial skin care products 

Partly confirmed 

H3a Saturated colors are better to attract visual attention than unsaturated 

colors 

Rejected 

H3b Unsaturated colors increase liking compared to saturated colors Confirmed  

H3c Unsaturated colors increase wanting (WTP) compared to saturated colors Rejected 

H3d Unsaturated colors lead to higher price rating compared to saturated col-

ors 

Confirmed 

H3e Saturated colors increase memory compared to unsaturated colors Confirmed 

 

 

Hypothesis 4 

 

H4 Round shaped facial skin care products are more appealing than angular 

shaped facial skin care products 

Partly confirmed 

H4a Round shaped products increase liking compared to tube shaped products Rejected 

 

H4b Round shaped products increase wanting (WTP) compared to tube 

shaped products 

Confirmed  

H4c Round shaped products lead to higher price rating compared to tube 

shaped products 

Confirmed  

H4d Tube shaped products increase memory compared to round shaped prod-

ucts 

Rejected  

 



150 / 153 

 

Hypothesis 5 

 

H5 A small brand name is more appealing to consumers than a large brand 

name on the packaging design of facial skin care products 

Partly rejected 

H5a A large brand name attracts more visual attention than a small brand 

name 

Confirmed 

H5b A small brand name increases liking compared to a large brand name Rejected 

H5c A small brand name increases wanting (WTP) compared to a large brand 

name 

Rejected 

H5d A small brand name creates higher price rating than a large brand name Confirmed  

H5e A large brand name increases memory compared to a small brand name Rejected 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



151 / 153 

Appendix 15: Power Point Slides received from Reckitt Benckiser 

 

Clearasil Brand Presentation, p. 3 

 

 

 

Clearasil 100% Digital Support Model, January 2014, p. 2 
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Clearasil Induction Presentation, p. 3, 4 
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Clearasil Induction Presentation, p. 48, 49 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 


