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The present research examines biases in perceptions of packaging. In particular, the authors demonstrate how the size of the logo on

the package interacts with individual differences in visual processing and leads to differences in perceptions of package size, purchase

intentions and opinion of the brand.
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verbatim from digital records. Informants were given access to their transcribed interviews for correction and/or amplification. The 
interviews totaled more than 30 hours of conversation, resulting in approximately 360 pages of single-spaced discursive material and 
47 auto-driven artifacts. 

We found that celebrities can be consumed in highly complex manners. Specifically, in this paper we introduce the idea of three 
different layers of celebrity: the performer, the character, and the private self. These layers represent specific aspects of the flow of goods, 
news, performances and media images based on the celebrity. The performer refers to the celebrity’s recognized performances–for 
instance, the Oscar-winning actor or the professional athlete whose skills earn her a gold medal at the Olympics. The character consists 
of the attitudes, looks, narratives, lifestyle and those other aspects that constitute the celebrity’s public image beyond performances. 
Celebrities are sometimes known more for these aspects than for their professional achievements and a theme that reverberated throughout 
our interviews is the opposition between the “real” celebrities and the new brand of people “who are famous because they are famous” 
through the exposure gained with Big Brother, American Idol and countless other television shows. The third layer, the private self, is 
not easy to see through the looking glass of celebrities’ manufactured public image. This aspect can only be imagined or glimpsed at 
by most consumers. 

Each of these layers is consumed in its own specific manners. The performer is consumed through the output of his/her profession. 
The consumption of professional excellence entails a variety of consumption practices. For example, in the case of an actor, such 
practices include going to a movie theatre in the opening weekend of the star’s new film; watching DVDs of those movies alone, with 
the partner or with friends; downloading legally or illegally those movies and collecting them. A second way to consume the performer 
is the integration of their skills. Dancers who imitate Michael Jackson’s moonwalk, young kids’ emulating famous skaters’ moves, 
drummers who play according to Jimmy Hendrix’s style are just a few examples of how this consumption practice can be expressed. 
This is particularly frequent in sports, where amateurism is widespread and champion role models are sought after. 

Also the character is consumed in multifaceted ways. The consumption of products endorsed, designed or somehow linked to the 
celebrity is the most visible way of consuming the character. Consumers are willing to buy books, make-up, perfumes, fashion and 
other products because they are a way to feel close to their idols. However, the character may be consumed in other manners, without 
the mediation of consumer goods, by reading/watching the news stories regarding the celebrity, by imitating their looks and attitudes 
and, in some cases, by integrating their ideas and values into one’s own life.

The person behind the media image is both the most difficult layer of celebrity and the most satisfactory object of consumption 
for a fan. The primary consumption practice involving the private self of a celebrity is the highly craved personal contact during or, 
even better, outside of professional contexts. Meeting a celebrity is often a fulfilling moment leading to cherished memories– although 
consumers may also be disappointed by the real person behind the celebrity’s character. A less intense experience is the indirect contact 
with the celebrity through acquaintances’ storytelling of personal encounters that give a voyeuristic a look at the idol’s private self. Another 
related set of consumption activities involves artifacts, pictures of or with the celebrity and autographs being the most recurring ones. 

Our emerging research findings extend understanding of celebrities’ role in today’s consumer culture by highlighting the multifaceted 
consumption practices centered upon the famous, which as we show go much beyond the consumption of endorsed products. We show 
that shared believes, social practices, consumption rituals and cultural meanings circulate also among non-fans, including those who 
are even annoyed by the media hype centered and consider them as anti-heroes, negative role models and scapegoats for society’s ills. 
Our findings also have implications for celebrities themselves, who may be viewed as iconic brands (Rein et al. 1987). Specifically, the 
three layers of celebrity we identify lend themselves to different paths of celebrity legitimization through authentication acts that may 
converge or conflict among themselves. 
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Extant research has established that package size plays an important role in consumers’ choice, preference and purchase quantity 
decisions (Raghubir and Greenleaf 2006; Wansink and Van Ittersum 2003). In addition, it has been found that consumers rarely search 
for and utilize volume information on package labels (Cole and Balasunbramanian 1993). Instead, in order to conserve mental effort, 
consumers make visual judgments of size easily and automatically using external and sometimes unrelated cues (Krishna 2007). 
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Consumers tend to utilize the most salient to them cue which leads to biased judgments of package size (e.g.: container shape, Folkes 
and Matta 2004; elongation of package, Raghubir and Krishna 1999).

So far research on perceptual biases has only looked at the structural elements of packaging (e.g., size, shape). In the present 
research, we argue that package size estimations are also biased by the graphics (images) displayed on the package. In particular, we 
examine how the size of the image on the package interacts with individual differences in visual processing and leads to differences in 
perceptions of package size, purchase intentions and opinion of the brand. We examine this effect in the context of package shelf facings 
that display a logo and a background frame that surrounds the logo.

We base our argument on visual perception theories which posit that appearance and perception of a visual entity depend on the 
attributes of the images presented on it (Arnheim 1954); and that the magnitude and accuracy of size judgments of a target depend upon 
its visual attributes (Baird 1970). Thus, we propose that the sizes of the images displayed on the package influence size estimations 
for the whole package. In addition, there are consistent individual differences in the relevant salience of cues (Kahneman 1973) where 
depending on their level of visual processing people articulate on different parts of the visual entity and find some cues more salient than 
others. In particular, people with high level of visual processing apply more global, top-down processing (Kirby, Moore and Schofield 
1988). They are field dependent and are more influenced by the frame in a visual entity (Witkin 1950). Therefore, we propose that people 
with high visual processing will articulate more on the background area and will use its size as a cue for size of the whole package. On 
the contrary, people with low level of visual processing are more internally directed and apply detailed, bottom-up processing (Kirby 
et al., 1988). They are field-independent and are more influenced by the smaller figures in the visual entity (Witkin 1950). Therefore, 
we propose that people with a low level of visual processing will articulate more on the logo and will use its size to estimate size of the 
whole package. We hypothesize that people at low level of visual processing will perceive the package as bigger in size when the logo 
is larger; and that people at high level of visual processing will perceive the package as bigger when the background area around the 
logo is larger. Furthermore, previous studies have demonstrated greater preference for larger packages (Raghubir and Krishna 1999), 
thus we hypothesize that subjects will have higher purchase intent for packages they perceive as bigger. 

We conducted one study with 108 participants that were randomly assigned to two conditions (size of images displayed on the 
package: small logo and large background; large logo and small background). Level of visual processing was measured using the Style of 
Processing Scale (Childers, Houston and Heckler 1985). Participants saw packages of detergents on a computer screen. Three regression 
analyses revealed significant interactions between condition and mean-centered visual processing on package size, purchase intent 
and opinion of the brand. Consistent with our hypotheses when the logo was big, subjects at low level of visual processing perceived 
the package as having more loads, and had higher purchase intentions and opinion of the brand. When the background area was large 
(the logo was small) subjects at high level of visual processing perceived the package as having more loads, and had higher purchase 
intentions and opinion of the brand. 

The present research contributes to perceptional biases theory in the context of packaging by incorporating package images and 
individual differences in visual perception. Package size influences consumers in their preferences, willingness to pay and consumption, 
thus extending research on perception biases in packaging has not only theoretical significance but also important managerial implications. 

References
Arnheim, Rudolf (1954), in Art and Visual Perception, Berkeley: University of California Press.
Baird, John C. (1970), in Psychophysical Analysis of Visual Space, New York: Pergamon Press.
Childers, Terry L., Michael J. Houston, and Susan E. Heckler (1985), “Measurement of Individual Differences in Visual versus Verbal 

Information Processing”, Journal of Consumer Research, 12 (9), 125-134.
Cole, Catherine A. and Siva K. Balasubramanian (1993), “Age Differences in Consumers’ Search for Information: Public Policy 

Implications,” Journal of Consumer Research, 20 (June), 157-69.
Folkes, Valerie and Shashi Matta (2004), “The Effect of Package Shape on Consumers’ Judgments of Product Volume: Attention as a 

Mental Contaminant,” Journal of Consumer Research, 31 (2), 390-401.
Kahneman, Daniel (1973), in Attention and Effort, Englewood Cliffs, New Jersey: Prentice Hall.
Kirby, John R., Philip J. Moore, and Neville J. Schofield (1988), “Verbal and Visual Learning Styles,” Contemporary Educational 

Psychology, 13, 169–84.
Krishna, Aradhna (2007) “Spatial Perception Research: An Integrative Review of Length, Area, Volume, and Number Perception,” 

in Visual Marketing: From Attention to Action, Michel Wedel and Rik Pieters, eds. Mahwah, New Jersey, Lawrence Erlbaum 
Associates, 167-92.

Raghubir, Priya and Eric A. Greenleaf (2006), “Ratios in Proportion: What Should the Shape of the Package Should Be?” Journal of 
Marketing, 70 (2), 95-107.

Raghubir, Priya and Aradhna Krishna (1999), “Vital Dimensions in Volume Perception: Can the Eye Fool the Stomach,” Journal of 
Marketing Research, 36 (August), 313–26.

Wansink, Brian and Koert Van Ittersum (2003), “Bottoms Up! The Influence of Elongation on Pouring and Consumption Volume,” 
Journal of Consumer Research, 30 (December), 455-463.

Witkin, H. A. (1950), “Individual Differences in the Ease of Perception of Embedded Figures,” Journal of Personality, 19, 1-15.


