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Abstract.  

Research background: Business activities of international companies 

primarily focus on the use of marketing instruments to shape global 

markets. The basic tactic tools employed are those related to the product 

and its brand. The changes in lifestyle observed in global society have led 

to an increase in the importance of packaging and labelling as a means of 

conveying information from the manufacturer to the consumer.  

Purpose of the article: The aim of the study was to analyze consumer 

behavior related to the selection of canned carbonated drinks offered by 

various producers, operating on the global and local market. The research 

material comprised 10 packages of canned carbonated drinks. In terms of 

the variety of flavors, the products belonged to two different groups: 

orange-flavored and lemon-flavored. 

Methods: Eye tracking was the method used in the study. Eye tracking is a 

research tool consisting in tracking the visual activity of the examined 

person. Carbonated drinks evaluations were performed using Tobii X2-30 

Eye-tracker. Sixty subjects participated in the test.  

Findings & Value added: The conducted research shows that consumers 

are more likely to choose the products of global brands than the local ones. 

In the first part of the study, the respondents focused on graphical elements 

representing fruit. In the second part, the subjects more often focused on 

the verbal elements that had been removed from the first part of the test. 

These findings suggest that verbal elements are very important in the 

purchasing behavior of consumers. 

Keywords: packaging, carbonated drinks, global products, local products, 

brand, eye tracking  

JEL Classification: E21; M31; L15  

1 Introduction 

Globalization is a term commonly used today. It impacts various spheres of life, especially 

the economic, social and cultural activities. The process of globalization is in fact the 
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interplay of these different spheres, moving towards gradual integration of states and 

communities. The deepening internationalization leads to the introduction of new legal 

regulations and operational principles of enterprises, as well as affects their competitiveness 

[1]. According to A. McGrew [2], globalization as a process can be described by several 

characteristic features: 

 overcoming state borders in terms of social, political and economic activities, 

 intensification and increase in the importance of mutual connections in almost all 

spheres of social life, 

 increasing pace of development of global interactions and processes, 

 an increase in the range, intensity and pace of global interactions connected with 

the ever-stronger intertwining of what is local with what is global. 

The forces influencing and deepening the ongoing process of globalization can be 

divided into four main groups: economic, political, technological and social. A visual 

illustration of this idea is presented in Fig. 1.  

Globalization in the economic dimension should be understood as the 

internationalization of enterprises. It is based on the belief that such approach creates 

opportunities resulting from expanding the scope of activities, which may bring tangible 

benefits to employers and employees [3]. 

 

Fig 1.  Forces driving the ongoing process of globalization.  

The increasingly closer integration of the states within the European Union undoubtedly 

plays a major role in the globalization of their national economies. The integration and 

elimination of barriers in business facilitates the intensive development of the consumer 

products market and influences the emergence of a large number of international 

companies, offering various types of products and services. Their presence on the market is 

often supported by intensive advertising campaigns that have a significant impact on 

consumer behavior [4]. 

The market success of multinational companies depends primarily on the buyers and 

consumers of the products and services offered. By focusing the company's activities on 

satisfying consumer needs, and even creating these needs, an enterprise may achieve the 

basic strategic goal, which is to acquire customers and meet their needs. Thus, the 
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companies are forced to create value whose sum of benefits, in the opinion of potential 

customers, would be at a higher level than that of their direct competitors. 

That is why the role of marketing is so important in the global market [5]. It is not only 

an economic process, but also social and management one, strongly related to building 

customer trust and loyalty. The introduction of a global brand is possible if the needs 

satisfied by a given product are universal. Then, the benefits offered, and the usability of 

the product, are perceived as identical or very similar in different countries. What is more, 

the benefits of introducing a global brand basically mean greater effectiveness of 

international promotional activities [6-7]. Through coordinated and uniform efforts, a 

strong international brand image is created. It is characterized by global recognition and 

prestige, which gives the opportunity to achieve economies of scale. 

Due to the fact that the vast majority of products are sold in a packaged form, the role of 

shaping the image and stimulating product sales is realized through the product packaging 

[8]. Through its shape, size, color and construction form, packaging communicates value to 

consumers. The role of packaging in this process has been increasing, particularly since the 

development of self-service sales. Information addressed to consumers using the packaging 

may have a denoting meaning (determining that a given product belongs to a certain 

product group, e.g. it is a drink) or connotative (differentiating a product within a given 

product category, e.g. an orange-flavored drink from other drinks) [9]. 
According to R. Kuvykaite et al. [10], visual and verbal features are important elements 

of packaging, influencing consumer choices. The visual elements include graphics, color, 

size, shape, and material; whereas verbal elements are product information, manufacturer 

name, country of origin and brand. Activities related to building the marketing strategy of 

the product on global markets focus on the scope of the product standardization and 

adaptation. Due to the adopted purpose of the study and the character of the combination of 

the product and packaging, which makes both of these elements inherently connected with 

each other [11], the standardization and adaptation strategy is discussed in relation to the 

packaging of consumer products. 

The aim of the study was to analyze consumer behavior related to the selection of 

canned carbonated drinks offered by various producers, operating on the global and local 

market. In order to obtain more specific data, the eye tracking method was employed in the 

research.  

2 Methodology 

The research material comprised 10 packages of canned carbonated drinks. In terms of the 

variety of flavors, the products belonged to two different groups: orange-flavored and 

lemon-flavored. The study included products offered by companies such as: The Coca-Cola 

Company, PepsiCo Inc., Rauch Fruchtsäfte, Arizona, Terme di Crodo, Dr Pepper Snapple 

Group and Hermann Pfanner Getränke. Some of these brands operate globally using 

product standardization strategies (e.g. The Coca-Cola Company, PepsiCo Inc). Others, in 

turn, operate locally. Carbonated drinks were chosen for the research material because of 

their general popularity. According to Grand View Research reports [12], the market of 

these products is constantly growing. Moreover, these products are widely and easily 

available to consumers regardless of their age, gender and place of residence [13-15]. 

Carbonated drinks also meet the assumptions of global products, i.e. they should be present 

on many markets, satisfy the same consumer needs, have a relatively uniform quality, etc. 

Additionally, the eye tracking method was employed in the research. It involves the use 

of eye movement analysis in the perception of visual objects while following the test 

scenario [16]. When recording an image, the eye performs two types of movements: 

fixations and saccades. On this basis, the analysis of the activity of the eyeballs is used in 
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research [17]. The effectiveness and usefulness of scientific research related to product 

packaging using eye tracking has been confirmed by a number of studies [18-22]. Yet, the 

application of this method is not common in the literature, mainly due to the complexity of 

the specialized equipment and the high cost of the test. 

The adopted research procedure consisted in the respondents’ assessing the packaging 

of two flavor groups of canned carbonated drinks. The assessment included matching the 

graphic design of the packaging to the taste of the drink, and the product selection in the 

event of a possible purchase. In the first part of the study, the respondents were shown the 

product packaging with no verbal elements, in accordance with the procedure proposed by 

R. Kuvykaite et al. [10]. Thus, the packages were presented without visible letters, words, 

names, etc. The adopted research procedure is shown in Fig. 2. 

 

 Carbonated drinks, orange flavor  

Carbonated drinks, lemon flavor 

 

The Task:  Product selection when buying 

I.  Packaging without verbal elements 

(modified using computer graphics software) 

  II. Packaging in unchanged graphic form (as 

available on the market) 

 
 

Fig. 2. Research procedure for carbonated drinks.  

The selection of respondents in the conducted study was random. Sixty subjects 

participated in the test. The survey was conducted in Poland, among citizens of that 

country. The detailed structure of the studied population is presented in Table 1.  

Table 1. Socio-demographic characteristics of the examined population. 

 Independent variables Segment 

 Examined 

population n = 60 

n % 

Gender 
female 27 45 

male 33 55 

Age [years] 
below 19 4 7 

20-40  55 92 

above 40 1 1 

Education 
Secondary or lower 26 43 

Undergraduate level (Bachelor’s 

degree or equivalent) 
16 27 

Graduate level (Master’s degree or 

equivalent) 
18 30 

Place of residence 

Rural area 23 38 

Town up to 100 k inhabitants 8 14 

Town above 100 k inhabitants 29 48 
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In terms of gender, 27 women and 33 men participated in the study; whereas in terms of 

age, the largest group were people aged 20-40 (92%). Furthermore, the majority of 

respondents came from towns above 100 thousand inhabitants (48%), followed by the 

residents of rural areas (38%). 

3 Results 

The results of individual consumer choices regarding the purchase of a carbonated drink are 

presented in Figures 3 to 4. The selection of carbonated drinks with no verbal elements 

exhibited on the packaging are marked blue, and the selection of products shown to 

respondents in an unchanged graphic form are given in orange.  

 

Fig. 3. Product selection results for orange-flavored carbonated drinks. 

When the orange-flavored drinks were tested (Fig. 3), it can be seen that global brand 

products such as Fanta and Mirinda obtained better results when their packaging was 

presented in an unchanged graphic form. On the other hand, Bravo and Oran Soda products 

had more indications when exhibited without verbal elements.  

   

Fig. 4. Product selection results for lemon-flavored carbonated drinks.  
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In the lemon-flavored soft drinks test (Fig. 4), it can also be observed that the less 

known local brands obtained better selection scores compared to other products when the 

verbal elements were removed from the packaging. In turn, when selecting from among the 

products with the standard graphic form of the packaging, many respondents changed their 

minds and indicated global brands, such as 7up or Schwepps. An exception was the 

packaging of Sprite, which received more indications of consumer choice when it was 

shown with no verbal elements. It is also worth mentioning the findings concerning Lemon 

Soda, whose packaging when shown in its full graphic form lost as many as 14 potential 

buyers.  

As can be observed in the figures above, consumer choices vary depending on whether 

there are verbal elements on a given packaging. Hence, it may be inferred that verbal 

elements or their absence on the packaging have a significant impact on consumer attitudes, 

especially when it comes to purchasing a product.  

In order to determine which elements of the packaging the respondents paid most 

attention to, the heat maps for each group of products tested was elaborated [23-24]. Heat 

maps are graphic forms of presenting data collected during the eye tracking test. By using 

colors - from warm red to cool green - they reflect the time the subjects looked at a given 

area. The red spots show the areas where the participants of the study looked the longest 

(the most frequently). 

The data obtained from the eye tracking tests are presented in Fig. 5-8. To facilitate the 

comparison, in each case, the heat map was matched with the graphic forms presented to 

the respondents. The areas marked in red show the places with the most intensive eye 

fixations.  

As can be seen from the heat maps (Figs. 5 and 6) created on the basis of data collected 

from the part of the test when the packaging was shown to respondents without verbal 

elements, while getting to know the packaging, consumers paid the greatest attention to the 

graphical elements presenting an orange fruit or a lemon fruit.  

 

 

Fig. 5. Heat maps – orange-flavored carbonated drinks with no verbal elements. 

SHS Web of Conferences 9 2, 0 (2021)

Globalization and its Socio-Economic Consequences 2020
6015 https://doi.org/10.1051/shsconf/20219206015

6



 

 

 

 

Fig. 6. Heat maps – lemon-flavored carbonated drinks with no verbal elements. 

 

 

 

Fig. 7. Heat maps – orange-flavored carbonated drinks with unchanged graphic form. 
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Figures 7-8 show the heat maps obtained during the second part of the eye tracking 

study. Consumers could then make their choice of a drink by being provided with the full 

market version of the product packaging. As in the case of the first part of the study, the 

obtained heat maps were compared with the forms of product packaging presented to the 

respondents. The heat maps show that in this part of the study consumers most frequently 

looked at product names, brand, and other alphabetic characters (verbal cues). This is 

confirmed by the red areas on the heat maps. Compared to the first part of the test, the 

respondents looked at graphics depicting fruit or any other elements suggestive of flavor 

much less frequently or not at all.   

 

 

Fig. 8. Heat maps – lemon-flavored carbonated drinks with unchanged graphic form. 

4 Discussion and Conclusion 

On the basis of the study results, the behavior of consumers when choosing carbonated 

drinks in cans may be determined. The study analyzes two groups of beverages depending 

on their flavor: orange and lemon. The study findings suggest that the presence of verbal 

elements influences consumer behavior in terms of beverage choice. Consumers most often 

declared the choice of beverages belonging to global brands, whereas the products of local 

brands obtained fewer indications. The survey was conducted among Polish citizens only, 

which may be an obvious limitation. Therefore, it is suggested to include a more diverse 

group of respondents in terms of nationality when conducting further research. In terms of 

global brands (Fanta, Mirinda,7up, Schwepps), an increase in product selection indications 

was observed in the second part of the study (when the product packaging was presented 

with unchanged graphic form). It is worth noting that in the case of Sprite, a decrease in the 

number of product indications was observed. When the product packaging of this brand 

was presented to respondents without verbal elements, it obtained more indications than 

when the full graphic form was given.  
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The analysis of the frequency of eye fixations on individual packages and their elements 

during the study allowed to determine the areas of packaging in which consumers were 

most interested in the first and second part of the study. In the first part, the respondents 

focused on graphical elements presenting fruit. In the second part of the study, the subjects 

more often focused on the verbal elements that had been removed from the first part of the 

test. These findings suggest that verbal elements are very important in the purchasing 

behavior of consumers. 

The conducted research shows that consumers are undoubtedly more likely to choose 

the products of global brands than the local ones. The consumer choices are influenced by 

various factors; however, in this study the same conditions were maintained and the only 

feature differentiating the respondent choices was the presence or absence of verbal 

elements. Moreover, the eye tracking test showed that verbal elements on the packaging 

play a crucial role when selecting a product and making purchase decisions. 
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