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Abstract:

The importance of consumer behavior through market intelligence and research is
essential for all brands, which today need to measure the momentum of consumer behavior at
any moment in order to survive in a competitive environment today. Therefore, given the
importance of this science, its intangible dimension in terms of visual marketing requires more
research, followed by subconscious methods rather than self-reporting methods. In the present
study, which studies the visual analysis of consumer behavior, the eye tracking tool was
performed through a review of 10 subjects, a completely experimental and laboratory method,
a series of low-end brands in the store, arranged on shelves, was evaluated. The results showed
that the type of packaging and the location of the product on the shelves was effective on
consumer behavior, but the price did not have any effect.
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