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Abstract

The purpose of this paper is to advance the theory and contribute to the practice of luxury perfumes’ shelf 
management by decoding the relationship between attention on the shelf, purchase decision-making, and 
brand recall. It employs an eye-tracking experiment to analyze attention spans and fixations, which is com-
bined with a questionnaire to uncover recall and purchase intent. The research identifies attention patterns 
and the influence of attention on recall and purchase intention. It further reveals the main factors that influ-
ence attention on the shelf in the luxury perfume industry. This is a milestone for further elaboration on the 
benefits of the fashion mainstream for luxury perfumes and the debate regarding whether luxury perfumes 
should be treated similar to mainstream fashion or similar to any other product in basic shelf management 
rules. This study enables shelf managers and marketers to place the perfumes both on the shelf and in con-
sumer minds to maintain a top-of-the-mind brand position. Managerial implications are significant and ad-
dress perfume industry packaging as well as shelf positioning.

Keywords: eye tracking, visual attention, shelf  
management, luxury products, purchase intent

JEL Classification: M30

1.  INTRODUCTION

Despite the vast amount of research generated 
within the field of consumer visual attention in stores, 
there is a lack of studies focusing on the luxury, fash-
ion, and perfume category, and this category is some-
what specific. Fragrance consumption is in a product 
category of its own, as it is often a symbolic product 
that demands a high level of involvement from the 
consumer, although it may not be priced like other 
high-involvement products. Consumers purchase this 
product based on associative links and self-image or 
through emotional connections, whether for them-
selves or by association. 
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Recognition, recall, and purchase decision in this 
category are highly influenced by the brand itself and 
specific design. According to findings from previous 
studies, brands that are positioned near the center of 
the shelf (and thus in the middle of the visual span) 
receive the majority of the attention (Chandon et al. 
2009). However, the same study demonstrates that 
improved attention through in-store marketing activ-
ity strongly influences consumer behavior at the point 
of purchase but only to a certain extent. Shelf man-
agement war may be useless on a larger scale and es-
pecially so in the luxury category or the product-spe-
cific fashion mainstream, which includes perfumes. 
Therefore, the authors aim to broaden the knowledge 
and research on overall shelf management in the per-
fume category, especially with more focus on visual 
attention. Hence, the specifics of packaging in the lux-
ury perfumes industry and its influence on shelf man-
agement and visual attention is discussed. This study 
is a milestone for further elaboration on the benefits of 
the fashion mainstream for luxury perfumes and the 
debate regarding whether luxury perfumes should be 
treated similar to mainstream fashion or similar to any 
other product in basic shelf management rules. 

The goal of this study is to propose ways to im-
prove shelf management in the luxury perfumes cate-
gory, including recognizing in which areas of the shelf 
products must be placed so they receive attention 
and can be recalled by consumers. The importance of 
the focus area as well as peripheral areas for product 
recognition and purchase intention are examined. The 
research achieves its objectives by addressing the fol-
lowing research questions:

RQ1. How does brand familiarity influence visual 
attention?
RQ2. How do package features change common 
knowledge on shelf management?
RQ3. Is the effect of attentional spotlight only sub-
liminal, or does it transfer to consciousness and 
evoke purchase intention?
RQ4. Is the category captain the true captain of the 
shelf?
RQ5. Is shelf management irrelevant in the luxury 
perfume category?
RQ6. To what extent do luxury perfumes benefit 
from the fashion mainstream?

For this purpose, we conducted a two-phased 
study with an experiment utilizing eye-tracking analy-
sis and traditional questionnaire-based research pre- 
and post experiment. The experiment was controlled 
in laboratory conditions utilizing custom-made, rand-
omized stimuli for each respondent. The questionnaire 

allowed us to address brand recognition, brand recall, 
and purchase intention of the observed products in 
the eye-tracking study. As this is exploratory research, 
the research questions are proposed, thus enabling 
further research ideas. Eye tracking is rarely utilized 
in luxury or fashion research, and readers may ben-
efit from these novel findings in the fashion industry, 
while the significant managerial implications confront 
shelf management, packaging in the perfume indus-
try, and shelf positioning.

2.  THEORETICAL BACKGROUND

Luxury goods are those for which the mere us-
age or display of a particular branded product brings 
prestige to the owner apart from any functional util-
ity (Husić and Čičić 2009), which provides the prod-
uct with high brand awareness and a global reputa-
tion (Kim et al. 2019). Rambourg (2014), in his market 
research on luxury products, places perfume at the 
base of the pyramid of affordable luxury. This suggests 
that the positive values conveyed by luxury tend to 
be transferred to perfume’s pleasantness (Baer et al. 
2018). Glamorous and stylish, perfume is an evoca-
tive product that stimulates the senses. Baer and col-
leagues (2018) suggested that the basis for consumer 
choice for this product should be based on olfactory 
preference; however, the process-related decision-
making is more complex. The mature consumer’s pur-
chase decision-making in this product category is of-
ten associated with long-standing, established, luxury 
fragrance brands (Drylie-Carey and Stewart 2018).

Olfaction, through the ages (Le Guérer 2002), has 
been distinguished in the sensory landscape for its 
particular and close relationship with the world of 
emotions. Odors affect behavior (Bensafi et al. 2002a, 
2002b), mood, and well-being (Alaoui-Ismaïli et al. 
1997; Rétiveau and Milliken 2004; Warrenburg 2005) 
as well as cognitive processes, such as memory and 
preference acquisition (Leppänen and Hietanen 
2003). Preference for a specific perfume relies on af-
fective processes, such as attachment and the nostal-
gia related to it (Lambert-Pandraud and Laurent 2010) 
or a striving for an ideal self (Belk 1988). Moreover, 
the sense of smell is intricately connected to memo-
ries, and smell may evoke memories and feelings 
(Aydinoğlu and Sayin 2016). These characteristics 
make fragrance a personal product.

Attention is important in defining and interpret-
ing the decision-making process. According to Orquin 
and Loose (2013), more accurate assumptions about 
decision-making could be made based on prior atten-
tion and eye-movement research. Some research has 
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explored the relationship between visual attention 
and choice, demonstrating a positive effect of visual 
attention measures on brand choice (Pieters and 
Warlop 1999). Attention further leads to recall and rec-
ognition (Krajina 2019). Moore and colleagues (2013) 
suggest that when a stimulus (ads, packaging, image, 
or color) generates sufficient attention to gain recall 
or recognition, moderate congruity offers the most 
favorable attitudes toward the stimulus. Altogether, 
much can be learned from how consumers scan their 
environment for relevant information to make the 
choices that interest marketers.

2.1.  Visual Attention in the Spotlight 

Key questions in attention research include how at-
tention is attracted and how some objects pass the 
consciousness threshold while others do not (due to 
the selectivity of the brain and the reduction of cog-
nitive overload). From the consumer behavior per-
spective, consumer attention represents the degree 
to which consumers focus on specific stimuli that 
are exposed. The reasons behind dedicating atten-
tion to objects in the visual span are deeply rooted 
in consumer values (Krajina 2019). Bialkova and van 
Trijp (2010) explain that a consumer’s attention may 
be directed toward a stimulus because it is meaning-
ful to the consumer’s goals (goal-directed attention) 
or because the stimulus is highlighted as particularly 
salient within the visual field (stimulus-driven atten-
tion). Eye-tracking movement measures were built on 
theories of consumer attention and choice and there-
fore are often utilized in examining visual attention 
(Pieters and Warlop 1999).

Visual attention appears to be crucial in acquiring 
information about brands in consumer choice con-
texts (Pieters and Warlop 1999). Underwood and col-
leagues (2011) explain that package pictures increase 
shoppers’ attention to a brand. Moreover, Bialkova 
and colleagues (2013) posit that the information den-
sity (when information cues a visual scene) represents 
the key factor for consumer attention to informa-
tion. Standard visual attention research argues that 
salient objects fall into the visual span (and thus the 
consumer’s focus) more easily than nonsalient objects 
(Goldberg and Kotval 1999; Bucher and Schumacher 
2006). Merchandise displays are of the utmost impor-
tance in retail settings. A somewhat general assump-
tion is that greater details related to a given object 
(e.g., brand name) require a consumer’s fixation to be 
centered on that object to recognize the detail. When 
examining shelf management, brands positioned 
near the center of the shelf (and thus in the middle of 

the visual span) receive the majority of the attention 
(Chandon et al. 2009). Retailers rely on displays to be 
silent salespeople, to draw consumers into the store, 
and to motivate them to touch, evaluate, and pur-
chase products (Huddleston et al. 2015). This paper 
addresses consumers’ familiarity with the brand com-
pared to other factors, such as shelf positioning and 
attention, and how this phenomenon can be applied 
to luxury perfume shelves. Therefore, the first research 
question is proposed: 

RQ1: How does brand familiarity influence visual 
attention?

Clement and colleagues (2013) examined the re-
lationship between abundant in-store stimuli and 
limited human perceptual capacity by investigating 
the influence of package design features on visual at-
tention. This group of authors conducted both the in-
store and laboratory data collection and demonstrate 
that consumers have fragmented visual attention dur-
ing grocery shopping; furthermore, their visual atten-
tion is simultaneously influenced and disrupted by the 
shelf display (Clement et al. 2013; Tonkin, Ouzts, and 
Duchowski 2011). The aforementioned research initia-
tives mainly examined the focus area and attentional 
spotlight, which assumes that visual attention is allo-
cated to a certain location in the visual field and that 
items at that location are processed more intensively 
than items at other locations (Hubner, Steinhauser, 
and Lehle 2010).

Authors additionally suggest that package silhou-
ette and shape attract visual attention, while package 
text elements have a negative influence on visual at-
tention (Clement et al. 2013). The design of perfume 
packaging is mainly concerned with the former pro-
cess to seduce consumers by subconsciously manip-
ulating moods and thereby convincing them to buy 
(Petersson McIntyre 2013). Some salient features can 
steal the attentional spotlight regardless of their po-
sition on the shelf, and considering the specifics of 
perfume packaging, the second research question is 
presented: 

RQ2: How do package features change common 
knowledge on shelf management?

Being in the attentional spotlight is important, but 
it is not the only factor by which consumers make 
their purchase. In addition to noting the object in the 
visual span, the aspect of reexamination needs to be 
included. Reexamination occurs before the evaluation 
(which includes consideration, choice, and recall). The 
main critique raised by Chandon and others (2009) is 
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that if consumers can recall the brands that are not 
positioned centrally, then the fixation does not have 
to be centered, as traditionally assumed. Previous 
eye-tracking studies have illustrated that eye fixa-
tions, rather than peripheral vision, increase memory 
of the objects of fixation (Pieters, Warlop, and Wedel 
2002). Contrary to these assumptions, Chandon and 
others (2009) posit that some shoppers recalled more 
brand names but noted fewer brands on the shelves. 
Bigne and colleagues (2016) have found that slow eye 
movements between brands led to additional brand 
purchases within a category, highlighting that the 
time buyers spend on the first choice is a key driver for 
additional purchases.

The next research question assesses the connec-
tion of attentional spotlight with the final decision: 

RQ3: Is the effect of attentional spotlight only sub-
liminal, or does it transfer to consciousness and evoke 
purchase intention?

2.2.  Perfume Category Shelf Management

A review of the perfume industry has found that the 
market has reached a level of saturation, with approxi-
mately 300 new fragrances being launched yearly 
(Richmond 2012). This creates a countless number of 
stimuli initiated by brands to attract attention and in-
duce purchase. Brand familiarity is an essential source 
of information about a brand, which is enhanced by 
accumulated experiences with a brand or frequent ex-
posure to it (Alba and Hutchinson, 1987). Brand famili-
arity examines a consumer’s brand knowledge struc-
ture and leads to processing behavior, meaning that 
brand familiarity positively influences the involve-
ment with the brand (McClure and Seock 2020). 

The combinations of various perceptional ele-
ments of brand equity have strong impacts on brand 
purchasing intention (Foroudi et al. 2018). The results 
from Foroudi and colleagues (2018) support the im-
portance of brand perception for the fashion industry 
in particular, which needs to be more interactive to 
increase brand purchasing intention and brand loy-
alty. Therefore, it is logical to question the connection 
between brand popularity and visual attention: do 
category leaders attract attention on the shelf due to 
their brand awareness, or do they compete for visual 
attention like any other brand on the shelf? Therefore, 
the next research question states the following: 

RQ4: Is the category captain the true captain of the 
shelf?

Industry sources report that perfume is often sold 
based on its popularity, endorsement (usually linked 
to a celebrity), and overall packaging. Mature con-
sumers’ purchasing decision-making is often linked 
to older or long-standing luxury brands, especially in 
the fragrance market (Drylie-Carey and Stewart 2018). 
Due to gender associations with femininity and seduc-
tion (Petersson McIntyre 2013), the perfume industry 
has struggled to ascertain ways to market fragrance to 
men. When a woman buys perfume, she buys much 
more than simply fragrant fluids. The perfume im-
age, its promises, its scent, its name and package, the 
company that makes it, the stores that sell it – all be-
come a part of the total perfume product. Perfume is 
a strong symbolic product (Aaker 1997) that has been 
demonstrated to enhance self-esteem and lift moods 
(Edwards 2015). Based on eye-tracking research by 
Cuesta and colleagues (2020), in perfume advertis-
ing, women tend to be more observant and emo-
tional, paying more attention to flowers, colors, and 
the design of the container. However, men pay more 
attention to the perfume cap shape and the brand 
logo (Cuesta, Paida, and Buele 2020). This proves the 
necessity of well-planned targeting of the market and 
thus the creation of overall marketing for the selected 
target; the marketing includes bottle shape, color, and 
package design to attract attention and enhance pur-
chase by the selected target. 

Luxury brands share a similar concept with per-
fume: buying luxury goods is synonymous with buy-
ing status. Therefore, social groups buy luxury brands 
to achieve a common goal – to demonstrate their 
prestigious status (Rashid and Chattaraman 2019). 
Luxury stands for quality and rarity and holds strong 
hedonic meanings (Berthon et al. 2009). Beyond the 
functional benefits, luxury consumption relies on 
emotional and sociopsychological benefits (Vigneron 
and Johnson 1999, 2004) delivered through the sym-
bolism of an expensive yet thriving experience of 
unicity and aesthetics (Belk 1988; Megehee and Spake 
2012). The luxury fashion brands should develop com-
munication strategies based target consumers’ head 
and heart to create brand-loyalty and form a lifelong 
love or attachment to the brand. Consumers purchase 
this product based on associative links and self-image 
or through emotional connections, whether for them-
selves or by association. There are high levels of loy-
alty, nostalgia, and attachment surrounding this prod-
uct sector, while contrasting perceptions are pointed 
out by Carey and colleagues (2016) and are emanat-
ing from the industry and consumer views. 

Consequently, it is logical to wonder whether 
and to what extent shelf management in the luxury 



CAN YOU SEE HOW IT SMELLS? WHAT EYE TRACKING CAN TELL US ABOUT THE SHELF MANAGEMENT OF LUXURY PERFUMES 

97South East European Journal of Economics and Business,  Volume 16 (1) 2021

perfume category influences purchase or whether the 
decision is made before consumers enter the store. 
Moreover, how does this fashion mainstream or cur-
rent popularity of a brand influence visual attention, 
shelf management, and purchase decisions? Hence, 
the following research questions are proposed. 

RQ5: Is shelf management irrelevant in the luxury 
perfume category?
RQ6: To what extent do luxury perfumes benefit from 
the fashion mainstream? 

3.  METHODOLOGY

This exploratory research was conducted in two 
stages: (a) a biometrical experiment with an eye 
tracker and (b) a quantitative survey both pre- and 
postexperiment. There are various benefits of utiliz-
ing the eye-tracking method in analyzing shelf man-
agement and packaging benefits of the product, but 
the ideal outcome occurs when these techniques are 
combined with an additional survey-based method 
(Leckner 2012). Recent studies have concluded that 
important insights can be gleaned by combining eye 
movements and a form of retrospective verbal reports 
(Helle 2017; Krajina 2019). Thus, the eye movements 
create an assumption about attention and preference 
(Karmarkar and Plassmann 2019; Krajina 2019), but it 
appears beneficial to combine eye tracking with other 
methods for deeper understanding (Krajina 2019). 

Both stages of the study were conducted with a 
sample of 50 adult female respondents in total. The 
female sample who participated in this research was 
collected at the university by targeting female stu-
dents in master studies and the final year of bachelor 
studies as well as their contacts (implementing the 
hybrid snowball approach). In addition to gender, the 
condition to participate in the study was that they had 
purchased female luxury perfume in the past 2 years, 
either for themselves or as a gift. The participants of 
this convenience sample had normal, or corrected-
to-normal, and full-color vision. Before and after the 
collection of eye-tracking data, participants were pro-
vided with the questionnaire to complete. By coding 
the respondents’ answers, anonymity was guaranteed.

3.1.  Biometrics

In the biometrical part of the study, the eye tracker, 
under controlled laboratory conditions, was utilized. 
The usage of psychophysiological techniques is not 

new in consumer research; however, brands, retailers, 
and market researchers tend to assert that the new-
est behavioral tracking and biometrical tools are de-
signed to allow them to learn what consumers want 
and need. 

The eye tracker measured total fixation time (TFT), 
fixation number (FN), average fixation duration (AFD), 
and saliency. For visualization, heat maps were uti-
lized. What appears as smooth and conscious eye 
movements, in reality, consist of eye fixations (dur-
ing which the eye remains relatively still for approxi-
mately 200-500 ms) separated by rapid jumps, called 
saccades, which average 3°-5° in distance (measured 
in degrees of visual angle), last 20-40 ms, and allow 
no information useful for scene perception to be 
acquired. 

The experiment included an in-depth real-user 
evaluation with an eye tracker on a selection of lux-
ury perfumes. The lists of the global market leaders 
and 20 top sellers in 2019 (as rated in an interview 
with a category expert) were obtained. Furthermore, 
the stimuli – photos of perfumes on shelves – were 
designed in photo editing software with white back-
grounds to avoid distractions. The device utilized for 
eye tracking was developed by the Eye Tribe (http://
theeyetribe.com/), model ET1000, which captures eye 
gazes at 30 Hz. The device features a video camera 
panel mounted above the computer display. The re-
mote system means that eye movements were filmed 
from a distance and did not require physical contact 
with a person. This improved the ecological validity 
of the study (Gidlöf et al. 2012). Before measurement, 
the eye tracker was individually calibrated for each 
respondent, and except for a short calibration phase, 
the setup allowed users to view the screen naturally 
without the need for a head mount. In the analysis, 
OGAMA software was utilized for raw data output, 
while SPSS was utilized to clean the data and compile 
descriptive statistics. 

During the experiment, subjects were comfortably 
seated at the desk at a distance of approximately 60 
cm from a computer display. The laboratory setting 
affects ecological validity (Clement 2013; Tonkin et al. 
2011), but it allows control over factors such as shelf 
position, which influences the consumers’ attention 
(e.g., Chandon et al. 2007; Husić-Mehmedović et al. 
2017). Attention studies are often performed within 
controlled laboratory conditions so that consum-
ers’ visual attention is influenced solely by the pack-
aging features and design (Clement, Kristenen, and 
Grønhaug 2013). Subjects were instructed as to the 
specific experiment tasks and procedures. Eye track-
er was calibrated to each, utilizing the randomized 
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cursor on the screen, and software noted the coordi-
nates of the sight focus in two sessions of 4 points; the 
calibration was accepted if there was less than 1° of 
visual angle error (on both the y- and x-axes). The indi-
vidual calibration for each participant in an eye-track-
ing study is important for different reasons. The eye-
ball radius varies by up to 10% between adults, and 
it may have a different shape, which influences the 
geometrical values underpinning the calculation of 
gaze direction (Holmqvist et al. 2011). The eye tracker 
utilizes a high-speed camera, which records the angle 
of light that is reflected from the eye and identifies the 
location on the screen where the person is looking 
(typically, this happens 30 times per sec), which is also 
known as gaze. Gaze is captured in two forms: as sac-
cades (quick eye movements between two fixations) 
and as fixations, where the focus of attention is on a 
certain area for at least one tenth of a second. In this 
experiment, the allowed dispersion was 100 screen 
pixels, and the duration required was at least 100 ms.

Previously designed stimuli were utilized; these 
images and collages replicated the store shelves in 
the luxury perfume category. The order of the imag-
es on the shelf was randomized for each participant, 
and each participant was asked to view them freely. 
Since customers spend approximately 10 sec in front 
of the shelf per category (Orquin and Scholderer 2011; 
Chandon et al. 2007) – more precisely, it ranges from 
8 to 13 sec (Hoyer 1984) – the exposure of 10 sec per 
participant was considered valid. This length of time 
has also been utilized in similar package evaluation 
studies (e.g., Husić-Mehmedović et al. 2017). The 
stimuli consisted of three tasks and presentations: 
a) the silhouettes (forms) of bottles, as the perfume 
bottle shape is often specific and utilized for promo-
tional purposes; b) simulation of the perfume shelf 
with bottles and packages, as usually perfumes are 
presented only in the package (not without it), and 
c) individual bottles with predefined areas of interest 
(AOIs). Products on the shelf were presented as clearly 
distinctive and as sufficiently large objects with an 
appropriate distance between them, which is an im-
portant guideline in eye-tracking research (Orquin, 
Ashby, and Clarke 2016).

3.2.  Survey

The participants were instructed to complete the 
questionnaire before and after the eye-tracking ex-
periment. In the questionnaire before the eye-track-
ing experiment, familiarity with brands and usage 
was assessed. The questionnaire after the eye-tracking 

experiment measured perception, recall, and purchase 
intention. Brand recall was measured utilizing the 
one-item scale developed by Keller (1993), while the 
purchase intention was measured utilizing five items 
from Dodds, Monroe, and Grewal (1991). Purchase 
intention answers were captured on a 5-point Likert 
scale and analyzed with descriptive statistics as well 
as bivariate correlations among variables in which the 
brand was the unit of analysis. The recall answer was 
captured through an open-ended question to identify 
the “top-of-mind” luxury perfume brand, where we 
defined memory probe as a cue.

4.  FINDINGS

The present findings comprise preexperimental 
data, eye-tracking data, and postexperimental survey 
data. All data was utilized to answer previously devel-
oped research questions and to add to existing knowl-
edge regarding the visual and behavioral patterns in 
luxury perfume shoppers.

4.1.  Preexperiment

The preexperiment survey was mainly utilized to test 
participants’ familiarity and experience with the per-
fume brands in general as well as the brands that 
were included in the research as market leaders. In the 
open-ended question that was asked to induce spon-
taneous top-of-mind perfume brands the following 
brands were listed on top as responses: Chanel, Dior, 
Armani Code, Dolce Gabbana (DG) Light Blue, and 
Dior Addict. 

For the consumers’ familiarity with the 20 previous-
ly identified brands, the following brands were men-
tioned by participants: DG Light Blue, YSL Opium/Black 
Opium, and Chanel No5. DG and Chanel appeared in 
both spontaneous top-of-mind and familiarity an-
swers. Respondents were least familiar with Thiery 
Mugler Angel and Clinique Happy. Furthermore, the 
respondents had previous experience with DG Light 
Blue, Lancôme La Vie Est Belle, Chanel No5, Versace 
Bright Crystal, and YSL Opium/Black Opium perfumes. 
This means that respondents recently purchased one 
of these perfumes either for themselves or as a gift. 
This list aligns with the familiarity list. 

In conclusion, respondents were familiar overall 
and had previous experience with the perfumes that 
were labeled as the top in the category on the market. 
Visual data demonstrate somewhat different results.
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4.2.  Eye Tracking Experiment
The heatmaps illustrate that the participants’ attention 
was not tied to the center of the shelf or the image; 
rather, it connected to the leading brand or a specific 
color and design. To assess the bottle shape effect, sil-
houettes of the bottles were utilized to provide eco-
logical validity for this salience factor only (Figure 1). 
The specific shapes of the bottle attracted more atten-
tion on the shelf, similar to the color effect, which is 

presented in Figure 2, where the packages with flam-
boyant colors were introduced. Thus, for instance, 
Clinique attained the majority of the attention, even 
in high TFT, assuming that its orange bottle stood out 
in the crowd of milder colors. 

Besides heatmaps, the Areas of Interest (AOIs) 
were assessed previously created and coded for each 
perfume bottle and the zone on the shelf (up-left, 
up-middle, up-right, down-left, down-middle, and 

              Figure 1.  Heatmaps of the virtual shelf in silhouette

            Figure 2.  Heatmaps and Areas of Interest of the virtual shelf with packages
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down-right). The attentional spotlight through eye-
tracking measures on AOIs was observed. The measure-
ment was the median of respondents who fixated their 
gaze at least once inside a particular AOI. From there, 
the attention measures were collected for each per-
fume bottle individually and summarized in the final 
count to obtain the dominating three brands (shape or 
bottle design). Table 1 lists those top three brands.

TFT represents the total time gaze is focused on a 
particular area. It often indicates that the object re-
ceived the highest amount of attention. However, 
this does not necessarily mean that these objects are 
the most desirable ones. For instance, Clinique Happy 
perfume is a brand that no participant mentioned in 
the purchase intention or the recall. It received the 
highest amount of attention on the shelf, though. This 
only applies in TFT on the shelf where the perfumes 
appear in color. Clinique is in the top 3 perfumes that 
generated the highest TFT (together with Versace and 
Lancome). On each stimulus, Lancome was in prox-
imity to Clinique so presumably, the Clinique’s box 
color attracted attention and spread it to Lancôme. 
Additionally, Clinique’s TFT was higher than Lancôme’s 
but lower than Versace’s.

FN as a total number of unique fixations illustrated 
similar outcomes as TFT. Notably, the top 3 perfumes 
in both silhouette and shelf stimuli were the same. 

The research also examined the AFD, which repre-
sents the sum of all fixation durations divided by the 
number of all fixations for the selected subjects on the 
given AOI (Voßkühler et al. 2008). On the shelves, the 
AFD was longer on the bottles that were essentially 
more interesting (Angel, One Million, and Davidoff). 

For the silhouettes, top attention receivers were 
brands with classic packaging. This matches the recall, 
which could indicate that the recognizability of the 
brand or overall recall can influence the recognition 
on the shelf when the specific design features are not 
prominent.

4.3.  Postexperiment

In the recall test, a correlation was found with the 
brand (Chanel) rather than the actual product (Chanel 
Mademoiselle; see Table 2). Market leader Chanel has 
classic, less attractive bottles. Hence, it did not attract 
attention in the eye-tracking experiment, but ap-
peared at the top in recall and purchase intention. The 
followers (e.g., Angel and Davidoff) attracted more at-
tention due to the peculiarities in the bottle design, 
shape, or color. The attention did not indicate the 
purchase intention in the luxury perfume category. 
Depending on the brand strategy or the brand lifecy-
cle stage, the brand can choose either to attract atten-
tion and raise awareness or to rely on tradition, brand 
strength, and recognition (for purchase intention and 
recall). The followers are attempting to break the loy-
alty loop by reattracting attention to the bottle. 

Finally, for purchase intention, consumers demon-
strated significant intentions to buy the product they 
identified in Table 3 as the one that they were will-
ing to try (mean of 3.7933 with a standard deviation 
of .67643). Trial purchase and purchase intention are 
somewhat correlated, and perfume trial leads to pur-
chase of the perfume.

Table 1.  Top three brands for different categories of eye-tracking measures

Silhouettes

Total fixation time (s) Fixation number Avg. Fixation duration (s) Saliency

Calvin Klein Euphoria
(35167)

Calvin Klein Eurphoria
(119)

Davidoff Cool Water
(1097)

Burberry Body
(16)

Lancome
(31436)

Lancome
(93)

One Million
(1069)

Channel 5
(11)

Versace Bright Crystal
(28480)

Versace Bright Crystal
(82)

Channel 5
(981)

Channel Chance
(8)

Shelves

Total fixation time Fixation number Avg. Fixation duration Saliency

Versace Bright Crystal
(70279)

Versace Bright Crystal
(242)

Davidoff Cool Water
(2791)

Calvin Klein Euphoria
(35)

Clinique
(64748)

Lancome
(215)

Paco Rabanne One Million
(2694)

Bvlgari
(24)

Lancome
(64102)

Calvin Klein Euphoria
(212)

Angel
(2611)

Channel 5
(23)
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5.  DISCUSSION

5.1. How does brand familiarity influence  
visual attention?
Familiarity with the brand does not influence visual 
patterns. Those brands that are most familiar to shop-
pers and those with which they have previously had 
experience do not necessarily receive focused atten-
tion on shelves. Theoretically, brand familiarity and 
previous experience with the brand are conceptu-
ally different. Consumers can be familiar with a brand 
without necessarily having any brand usage experi-
ence (Simmonds et al. 2020). However, brand usage 
increases brand familiarity. Therefore, for the purpose 
of this study, these two concepts were merged into 
brand familiarity, which was observed in relation to 
other variables. According to the experiment, the at-
tention on the shelves may be attached to those 
brands that consumers are the least familiar with (e.g., 
Clinique). The results from the preexperiment and eye 
tracking experiment answer RQ1: How does brand fa-
miliarity influence visual attention? Brand familiarity 
does not have a direct influence on visual attention on 
the shelf in the luxury perfumes category. This is dif-
ferent from existing advertising research assumptions, 
which argue that consumers pay attention to brands 
they usually buy and know (Simmonds et al. 2020). 
This is one of the main obstacles for brands in reach-
ing new customers and enticing them to purchase. 
This research confirmed the same finding for the cat-
egory leader. The visual attention on the shelf in the 
luxury perfumes category was driven by the leader of 
the category (Chanel). However, it was also discovered 
that attention was influenced by stand-out color and 
design (Clinique). It can be further argued that Chanel, 
as market leader, was familiar to the respondents and 
therefore drew their attention (according to the exist-
ing research). Additionally, other factors such as color 
and design had a moderating effect on attention on 
the perfume shelf. Previous research explains that dif-
ferent factors influence consumer visual attention, in-
cluding contrast, color, surface size of the object, and 
object position (Orquin et al. 2020). This is part of sa-
liency, which examines the relationship between the 
object and its surroundings. 

5.2. How do package features change common  
knowledge on shelf management?

Moreover, the present eye-tracking results indicated 
that respondents indeed noticed the perfumes that 
have specific design features. Those perfume bot-
tles are distinct, and respondents fixated on them 

Table 2.  Recall test

Brand name Recall

Coco Chanel 26

Calvin Klein 15

Bvlgari Omnia (series) 15

Paco Rabanne One Million 12

Dolce Gabbana Light Blue 11

Versace Bright Crystal 10

Lancome La Vie Est Belle 9

YSL Opium / Black Opium 9

Thierry Mugler Alien/ Angel 9

Dior Addict 7

Tom Ford Black Orchid 6

Burberry Body 5

Clinique Happy 2

Davidoff Cool Water 1

Giorgio Armani Code 0

In assessing trial and purchase intention (based on 
Ajzen and Fishbein 1980), the results do not follow vis-
ual data and visual attention span. The majority of the 
respondents would try Tom Ford (Table 3). However, 
they stated that they have not had the experience 
with it, nor have they noticed it on the shelves accord-
ing to the pre-experiment and eye-tracking data. 

Table 3.  Willingness to try the perfume 

Brand Frequency

Tom Ford Black Orchid 11

Dior Addict 5

Chanel Coco Mademoiselle 4

Chanel Chance 4

YSL Opium / Black Opium 4

Bvlgari Omnia (series) 4

Versace Bright Crystal 4

Dolce Gabbana Light Blue 3

Thierry Mugler Alien 3

Burberry Body 3

Lancome La Vie Est Belle 2

CK Euphoria 1

Chanel Allure 1

Davidoff Cool Water 1
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because of the bright color (Clinique’s box is orange), 
contrast, or color shading on the bottles or because of 
the contrast between the bottle and the box (Versace 
and Lancôme). The duration of the glance was the 
highest on bottles that had an unusual shape and 
design (Angel, One Million, and Davidoff). These re-
sults align with the assumption posited by Orquin 
and colleagues (2020) that contrast, color, or size can 
influence attention. Davidoff has the shape of a light-
house in a bright blue color, One Million has a golden 
shape of a diamond, and Angel is in a purple, star-
shaped bottle. Considering the package features, RQ2 
is answered: How do the package features change 
the common knowledge of shelf management? The 
brands that drew attention provoked the expecta-
tions with their unusual design. Bottom-up factors 
such as salience, size, and distance from the center are 
expected to influence consumer attention (Orquin et 
al. 2020). Orquin and colleagues (2020) additionally 
demonstrate that in addition to bottom-up factors, 
the brand and category can influence attention. The 
aforementioned perfume brands behave like atten-
tion seekers, and by design, they want to challenge 
the market leaders – those brands that are expected 
to be noticed on shelves. Moreover, the observed 
shift of attention from the middle of the shelf to the 
attention-seeking brands illustrates that the packages 
indeed draw attention and influence visual patterns. 
However, the silhouettes’ absence of color and design 
features allowed the classic packaging of the recog-
nizable brands to assume the lead (see Table 1). This 
is likely due to top-down processes, such as consum-
ers perceiving the brand and category as important 
(Orquin et al. 2020) and therefore directing attention 
toward those objects. Concurrently, the respondents 
did not recall the brands with extraordinary designs, 
although they did recall the market leaders. In the 
absence of the package features, the attention seek-
ers remained silent. However, did package features 
and attracted attention increase a product’s purchase 
potential as well? This leads to the next stage of the 
research.

5.3. Is the effect of attentional spotlight only  
subliminal, or does it transfer to consciousness 
and evoke purchase intention?
According to the obtained data, the respondents stat-
ed that they would both test and purchase the per-
fume that did not appear in the top results of visual 
patterns analysis. The top 3 brands respondents chose 
were Tom Ford, Dior, and Chanel, indicating that the 

attentional spotlight and the purchase intention are 
variables that do not move in the same direction and 
are not mutually conditioned. The decision to buy per-
fume or other luxury products tends to be influenced 
by the consistency of the brand image and internal 
beliefs. This aligns with the theories that consumers 
combine and project brand’s personality with and on 
their own personality (Park and John 2010). Bian and 
Forsythe (2012) indicate that social-function attitudes 
toward brands impact purchase intention for luxury 
brands both directly and indirectly. This means that 
luxury brand managers can adapt marketing strate-
gies to convince consumers of the brand’s upscale so-
cial image. To answer RQ3, the effect of the attentional 
spotlight does not evoke purchase intention. This may 
indicate that individuals are motivated to purchase 
luxury goods not because they are distinct on the 
shelf but for utilitarian purposes or symbolic mean-
ings behind the brand (Aw et al. 2021). 

5.4.  Is the category captain the true captain  
of the shelf?

Based on the preliminary research and interviews with 
the market expert, Chanel was defined as the market 
leader in luxury perfume brands. Chanel, recognizable 
for its traditionally simple bottle, behaved differently 
in the eyes of shoppers. Examining the market leader 
and its behavior through eye tracking, pre- and pos-
texperiment results contributed to answering RQ4: 
Is the category captain the true captain of the shelf? 
Approximately 8% of respondents stated that they 
would test Chanel perfumes (No5 and Mademoiselle); 
in this study’s total count, these perfumes appeared 
in 3rd and 4th positions on the purchase intent scale. 
The majority of respondents (n = 26) recalled Chanel 
in the brand recall scale measurement, making it 
the top-of-mind brand. The respondents mentioned 
Chanel in the questionnaire for familiarity and previ-
ous experience. The positive relationship between pri-
or brand usage and recall might be caused by brand 
users paying more attention to a brand’s advertising 
(Simmonds et al. 2020). In observing saliency, Chanel 
No5 appeared in the top 3 when considering both 
silhouettes and bottles on the shelves. In AFD, it was 
highly positioned as well. However, Chanel, as a brand 
did not appear in the top 5 list of TFT or FN, which 
means that it does not drive the attention on the shelf. 
This said, the category captain is the captain of the 
mind in purchasing intention and recall; however, it is 
not the captain of the shelf, as its simplistic bottle de-
sign does not draw attention.
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5.5.  Is shelf management irrelevant in the 
luxury perfume category?
In luxury perfumes, which are sensory products, emo-
tions are highly relevant. Moreover, brand loyalty is 
higher, making it more personal and less likely that 
consumers make frequent changes. For brands, this 
means that competition is fierce. Summarizing the 
findings from the exploratory results, this research 
addresses RQ5: Is shelf management irrelevant in the 
luxury perfume category? To answer this question, 
the results from eye tracking with the postexperiment 
questionnaires were compared. Despite brands with 
interesting packaging drawing attention on the shelf, 
luxury perfume shoppers tended to stay with either 
their personal choices, which aligned with previous 
experience, or with the fashion mainstream to belong 
to the group of people in trend. As support for the first 
case, Carey and colleagues (2016) demonstrate that 
53% of respondents have no plans to change their 
fragrance; research suggests that loyalty is a more 
complex notion than other fashion or luxury products, 
as it intertwines deeply with areas of nostalgia, self-
identity, and brand attachment. In the case of trend 
following, consumers from different layers of social 
groups buy luxury brands to achieve a common goal: 
demonstrating their prestige status; luxury brands 
are thus associated with the antecedents of group 
perception – goal and concept similarity (Rashid and 
Chattaraman 2019) – and fulfill the desire to be trendy. 

5.6.  To what extent do luxury perfumes benefit 
from the fashion mainstream?

The results that illustrated the purchase intention for 
Tom Ford, a fragrance that did not appear in other re-
sults, may indicate several things. Tom Ford represents 
fashion and luxury, and the brand is known for its pro-
vocative, seductive ads. In the open-ended question 
regarding why they preferred purchasing this brand, 
respondents’ answers were categorized as follows: 
good reviews or recommendations, interesting and in-
triguing bottle or design, and good marketing. Previous 
research has demonstrated that brand personality has 
a positive and significant impact on brand love, re-
sistance to negative information, and self-disclosure; 
brand love has a positive and significant impact on 
brand loyalty, word of mouth, resistance to negative in-
formation, willingness to pay more, self-disclosure, and 
active engagement (Rashid and Chattaraman 2019). 
Tom Ford’s campaigns have long been at the center of 
the controversy, and they consistently attract attention. 
Researchers have found controversy in advertising to 
be effective in garnering the viewer’s attention or their 

interest (Adomaitis and Saiki 2019). In 2015, complaints 
against the perfume’s advertisement were submitted 
to the British Advertising Standards Authority, which 
allowed Tom Ford to maintain the advertisement. 
Considering these points, RQ6 was evaluated: To what 
extent do luxury perfumes benefit from the fashion 
mainstream? The results indicate that luxury perfumes 
can benefit from the fashion mainstream in consum-
ers’ intention to test the product and to purchase it. 
Previous research has proven that consumers perceive 
themselves as having the brand’s personality after they 
utilize the brand (Park and John 2010). Brands offer a 
variety of opportunities for consumers to express who 
they are and who they want to be. Existing research ar-
gues that one prominent usage of fashion is to develop 
a sense of personal identity and to develop a belief that 
others will notice and care about one’s fashion state-
ment (Thomson and Haytko 1997). Recent discover-
ies illustrate that consumers’ purchase intention is not 
directly driven by brand prominence, but it highly de-
pends on consumers’ interpretation toward that promi-
nence, which hinges on the personal beliefs they up-
hold (Aw et al. 2021). 

In summary, brand familiarity has little to no influ-
ence on the attention allocated to the shelves in the 
luxury perfumes category. The brands that attracted 
attention were noticeable because of their unusual 
design or color, and these factors are expected to in-
fluence consumer attention. However, the allocated 
visual attention does not predict the purchase inten-
tion. The eye movements create an assumption about 
attention, but it is important to highlight the benefit 
of combining eye tracking with other methods for 
deeper understanding. The decision to buy perfume 
or other luxury products tends to be influenced by the 
consistency of the brand image and internal beliefs. 
Consequently, the market leader prevailed for pur-
chasing intention and recall; however, it was not the 
captain of the shelf, as its simplistic bottle design did 
not draw attention. This leads to another conclusion. 
Despite brands with interesting packaging attract-
ing attention on the shelf, luxury perfume shoppers 
intend to buy brands that align with previous expe-
rience or brands that are in the fashion mainstream. 
These results enable shelf managers and marketers 
to place their perfumes both on the shelf and in con-
sumer minds. Therefore, the present research illus-
trates that luxury perfumes can benefit from the fash-
ion mainstream in intention to test the product and 
to purchase it; furthermore, positioning in the luxury 
perfume market can influence the basic perception 
on the shelf. These insights may support the correct 
positioning to maintain a top-of-the-mind brand 
placement.
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6.  CONCLUSION
These findings contribute to understanding of the 

relationship between attention and shelf manage-
ment as well as with purchase intention and recall of 
luxury perfume brands. The study results also pose 
marketing implications for luxury brand marketers. 
Different brand’s marketing communication strate-
gies may yield results in product trials and purchases 
if they know their target market. Moreover, luxury 
perfume shoppers tend to remain loyal to their famil-
iar brands in consumption habits, and provoking at-
tention on the shelf with an interesting design or the 
color may not induce the purchase. 

However, several limitations need to be consid-
ered. This research was valid in achieving the study’s 
objectives and following the recommended sample 
size for eye-tracking studies; nevertheless, the size 
sample was small, and this influenced the statisti-
cal results. The generalizability of the results could 
be limited by the size. Moreover, the research model 
was focused on purchase intention and recall, while 
considering other aspects, such as likeability, price, 
and logo design, to be negligible or constant. Based 
on these limitations, some courses for future studies 
are suggested. First, future studies should expand the 
diversity and size of the sample to increase its gener-
alizability. Additionally, it would be fruitful for future 
research to extend the current research model by in-
corporating different dimensions of self-concept for a 
more comprehensive understanding of brand relation 
and identity. Regarding the concept of the fashion 
statement in the luxury perfumes industry, future re-
search should include more luxury perfume products 
that have strong, provocative, and extraordinary mar-
keting to draw more general conclusions on the influ-
ence of the fashion mainstream on this category in 
different aspects (perception, brand image, purchase 
intention, post purchase behavior, and loyalty). 
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