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Introduction

What drives attention?

A schematic representation of the visual attention framework. 
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Experiment I

Experiment II (lab in 2 counties:                     )

Swiss Target

Set size: 24Set size: 8

Set size: 24

Slo Target

Set size: 8

Experiment III

• Stimuli: Slovene and Swiss logos
• Sample: 73 students at Swiss University
• Design: 20 trials
• BF of 4.4e +21 in support of the model that included individuals’ 

target familiarity ratings.

Managerial Application

• Across studies we found converging empirical evidence that 
familiarity influences consumer attention

• Methodological contribution: two objective measures of brand 
familiarity based on reaction times that can be used as a 
blueprint for researchers and practitioners alike. 

• Stimuli: app logos (similar design, 29 billions of app store downloads in 2018, pretested)
• Sample: 100 not color-blind (Ishihara tested) Mturk workers (female = 37%)
• Design: 200 trials separated in 25 trials per condition (target familiarity, distractors 

familiarity, set size)

Could this results be driven by bottom-up factors?

• Stimuli: Slovene and Swiss logos (pretested for familiarity in both countries)
• Sample: 127 students at Swiss and 102 students at Slovene University
• Design: 200 trials separated into 50 trials per condition (target familiarity, set size)

Ready?

Brand familiarity is an important and frequently used concept in
marketing research and practice. Existing measures of brand
familiarity typically rely on subjective self-reports and Likert
scales. We developed and empirically tested two objective
measures based on research in visual attention and computer
image processing to quantify brand familiarity

Motivation
• Previous research found mixed results3,4,5 investigating

whether familiarity or novelty speeds up visual search
• Therefore, can this finding be accounted by bottom-up factors,

such as colors and shape and contrasting role of distractor
familiarity.

Research Question
• Do preexisting long term memories (familiarity) speed up the

visual search?
• Can we develop objective measures of brand familiarity?

BF = 7104familiar app < unfamiliar 
(+17ms)

BF = 0.08

BF = 3.7


