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Abstract—Brand name plays a vital role for in-shop buying
behavior of consumers and mutated brand name may affect the
selling of leading branded products. In Indian market, there are many
products with mutated brand names which are either orthographically
or phonologically similar. Due to presence of such products, Indian
consumers very often fall under confusion when buying some
regularly used stuff. Authors of the present paper have attempted to
demonstrate relationship between less attention and false recognition
of mutated brand names during a product selection process. To
achieve this god, visua attention study was conducted on 15 male
college students using eye-tracker against a mutated brand name and
errors in recognition were noted using questionnaire. Statistical
analysis of the acquired data revedled that there was more false
recognition of mutated brand name when less attention was paid
during selection of favorite product. Moreover, it was perceived that
eye tracking is an effective tool for analyzing false recognition of
brand name mutation.

Keywords—Brand Name Mutation, Consumer Behavior, Visua
Attention, Orthography

I. INTRODUCTION

ELECTION of proper brand name for a product is a most
important marketing strategy for marketers. As there are
lots of advantages of developing effective brand names [2],
[3], [14], [15], [23], [24]; proper brand naming is necessary.
Perception of meanings of brand are generaly different for
different people but the term "personality" or "relationship”
are frequently used to explain the meaning of brand [4].
Now-a-days, brand name needs distinctiveness in the highly
competitive commercialized world. For fulfilling this purpose,
great number of irregularly spelled words in trademarks is
used [7]. In addition to that, brand name has great impact on
brand perception and brand memory as stated by severa
researchers[5], [13], [17], [19].
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Further, brand name potentially influences perception of
quality, value and willingness of consumer to buy a product
positively [8]. Due to these facts most recent marketing
strategy is seeding of brand recognition evoking factors into
the mind of young consumers for better marketing [1]. So,
brand name perception and recognition are very prospective
for brand awareness. In addition to that orthographically or
phonologically similar brand names affect brand name
recognition process and create confusions in consumer’s mind
[10], [18]. There are many regularly used products with
orthographically similar brand name available in the Indian
market. On the other hand, visua attention plays a vital role
for recognition of visual world. Attention selects and engages
objects during recognition process [26]. When multiple objects
are presented simultaneously, they compete for neural
representation and thus may alter attention [9], [11]. So,
identification and/ or recognition process of an object chiefly
depends on visual attention. In this context eye-tracking study
provides direct insight of visual behavior against a real or
realistic stimulus based settings. Eye tracking generates data of
different eye movement patterns such as saccades and fixations
which are chiefly related to visual word recognition process
[21]. Furthermore, fixation duration and fixation count are
more relevant eyetracking variables to find out visua
attention [22], [12]. Although, some studies were done using
eye-tracker on visual attention and its impact on brands
displayed on a self in a supermarket [16], [20] but no one
reported about role of attention in false recognition of mutated
brand name (which is orthographically similar) using eye-
tracking. Thus, al the information converges into a research
question whether consumer with less attention may cause false
recognition of mutated brand name (orthographically similar)
during purchasing process or not. The idea of mutated brand
name arises from the concept of biologica mutation. In
biological mutation it may cause serious illness; similarly
mutated brand name which is orthographically mutated may
cause false recognition of brand name. As a consequence, it
may alter the selling of leading brand. In this paper authors try
to unfold the fact that less attention contributes false
recognition of mutated brand name, given al people with
previous brand name memory.

[l. METHODS
A. Sudy Design

This experiment was designed to evaluate the role of
attention on false recognition of mutated brand name which is
orthographically similar, while keeping a variety of other
potentially confounding variables constant. After experimental
modification of brand name, each participant viewed 21
packets of chips on which brand name presented as ‘Lyas
which is mutated and orthographically similar to original brand
name ‘Lays (This modification done strictly and only for
experimental purpose).
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We expected that recognition errors or false reitimgnto
be more likely with less attention paid on mutabeand name
which is orthographically similar. Error responsegere
recorded by questionnaire immediately after pregiemt of
visual stimulus. All of the experiments describeslolw were
done by asking participants to give their conseafote
participation. To achieve the main goal of thidgtue. role of
attention on false recognition of mutated brand eaeye-
tracking was performed.

B. Participants

Randomly chosen fifteen male students (age, 2523%
years) of Indian Institute of Technology Guwahhtgia from
various disciplines volunteered in this experimesl. the
students had normal or corrected vision.

C. Simulus Material

There were total twenty one images of three differ
flavoured chips packets in each row respectivelyl. the
coloured packets were bearing mutated (orthographic
similar) brand name-‘Lyas’ instead of ‘Lays’, therrect one.
This stimulus display frame was projected on lasgeeen
(approximately 1.5x1.0 meter square) for 15 secamdsich a
way that it looks like shelving environment as tores (virtual
shelving environment) (Fig. 1).

Fig. 1 Stimulus frame which creating virtual shatfzironment

D. Apparatus

Eye movements were recorded against the stimulimg us
SMI-iView-X- HED eye-tracking system. The eye tracks
monocular (Right eye) with sampling rate of 50 8all-eye-
tracking system has two hardware — a head partirigear
cameras and IR-sensor, and, a laptop workstatiosting
and analyzing the video data. After recording aadrg the
video data of each participant, area of intere€QI}Atudy was
carried out using Be-gaze 0.3 software. AnalysisAgil
commonly used in eye-tracking research to delinsattions
of stimulus within which filtered eye movements lsuas
fixations are counted.

E. Calibration

To calibrate the eye-tracking glasses, five markene used
in calibration mode as it requires a five pointilwation. The
experimenter first asked to the participant to étaha distance
of 1 meter from a flat vertical surface (e.g. aljvahd the five
point calibration process was started accordinQlyting the
calibration process the participant is instructedhold their
head steady and see on a particular marker withetes.
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F. Procedure

Before starting the experiment, participants wesked to
stand 1m (39 inches) from the wall on which stinsulMas
projected to create virtual shelf environment inc@nstant
indoor lighting condition. Then participants wersked to
view and select their favorite ‘Lays’ flavor andeesnovement
recording was done using eye-tracker. After conmmbeif
eye-tracking experiment participants were askedilitap a
basic demographic, brand memory and error related
questionnaire. Then eye tracking video data wab/zed and
a relation was established between eye tracking daud
recognition error responses.

G. Data Analysis

Percentage of error in terms of false recognitioinsutated
brand name was calculated from the responses of the
participants immediately after presenting the Jistamulus.
Eye-tracking variables for attention such as fixatdurations
and fixation counts on AOI (i.e. mutated brand ndhbyas’)
are measured through AOI analysis with Be-Gaze 0.3
software. Simultaneously scan path analysis was dose for
detecting overall trend of eye-fixations. To tdst hypothesis,
t- test was carried out (n=15) for finding the eitfnces of
fixation counts and fixation durations between dals
recognition group and true recognition group.

IIl. RESULTS

A. Error Response

All the participants had previous brand name (Laysjnory
which  was confirmed through questionnaire study.
Recognition error response of each participant mated by
asking the participant whether he found any chaingéhe
spelling of ‘Lays’ or not, immidiately after predemy the
stimulus. Results showed that about 60% particgpanade
mistakes in recognition of mutated brand name {lrelowords
spelling error) and rest of them were not (Fig. Based on
error responses, participants were categorisedtiviiogroups
viz. false recognition group (n=9) and proper rattgn
group (n=6) for further analysis.

B. Eye Fixations

It is clearly showed from scan path analysis ohbmtoper
recognition group and false recognition group thate were
less fixation counts and fixation durations on rtedabrand
name — ‘Lyas’ in case of false recognition groupnththe
proper recognition group(Fig. 3).

False Recognition
60%

Fig. 2 Recognition senario of mutated brand name
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(b)
Fig. 3 Scan path (Trailer time: 10 seconds) picfureishing
fixations of participants: from false recognitiorogp (a) and proper
recognition group (b)

Student’s t-tests were performed between eye firatiata
of false recognition group and proper recognitiooug. Mean
fixation count and mean fixation duration in falgeognition
group were found less in comparision to proper gad@mn
group (Fig. 4). However, there were significantfetiénces
(P<0.05) in fixation duration between two groupst mo
significant differences (P>0.05) were observed ixatfon
counts between two groups.

B Meantixation Count
4

Mean Fixation Duration(sec)

2.05

I 0.94

Praper Recognition False Recognition

Fig. 4 Visual attention vs. recognition pattermaftated brand name

IV. DISCUSSIONS
From the above results it is confirmed that falsgognition
(60%) of the mutated brand name i.e. ‘Lyas’ (whish
orthographically similar to original brand name ys§j
occurred, although all participants had previouandr name
memory.
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Similar results were also observed in case of
orthographically  similar drug brand names [10],
[18].Researchers have already established thaé thvér be
less fixation durations and fixation counts witlsdeattention
[12], [21]. Similarly, our results (Fig. 4) furriied that there
was observable mean difference in fixation duratimd
fixation counts between proper recognition groupgl dalse
recognition group but, after statistical analydisyas revealed
that only mean fixation duration of proper recogmtgroup
was found significantly higher (P<0.05) when conepaith
the false recognition group . But, no significariffestence
(P>0.05) was observed between two groups in cafigation
counts although mean fixation count of proper redmn
group is higher than the false recognition grouf. these
results follow the trend of relationship betweetemtion and
false recognition of mutated brand name (which are
orthographically mutated) as stated in hypothesisfization
count data did not follow the normal distributioerdause no
significant differences were observed between gsouhis
may be due to small sample size or due to more speading
by the participants on a particular fixation poidithough
event of false recognition occurs due to orthogicgh
similarity between mutated and leading brand namse a
reported by others [10], [18] but one positive ome is that
participants (40%) who paid greater attention @mts of
greater fixation duration and fixation count) weable to
recognise the error in the spelling of brand narhis
observation means that persons who had previounsl brame
memory may not recognize the mutated brand nameadiess
attention.

V. CONCLUSIONS

It is possible to compare one brand name recagnéiror
with other by conducting a questionnaire survey ibutas
unable to say whether ineffective in-store markgtindue to a
poor attention or not. In this context, eye-tragktnol will be
beneficial for measuring role of attention on fateeognition
of mutated brand names (which are orthographicsittyilar)
e.g. ‘Lyas’.

Other than the experimental mutated brand name thiex
many products with mutated brand names found inamd
market such as ‘Abidas’ and ‘Shuruchi’ instead Atlidas’
and ‘Suruchi’ etc. (Fig. 5), may need to exploretHar [6].
Even in a very recent study authors highlight th@nd name
is one of the influencing factors which enhancesdWwitching
of one product brand to other [25]. So, brand gviitlg may
result if there is no awareness about existensaict products
with mutated brand names, and, obviously due td bess
attention and orthographical similarity among bramagne. In
other words both mutated brand name and attentionilyj
may reduce the selling of leading brands. Althougte of
attention in false recognition of orthographicaligutated
brand name was highlighted in this paper but tleeeemany
other factors other than orthography which mayrattee
frequency of false recognition of mutated brand @airhese
factors include phonetics of brand name, typograpblour of
the font, font size etc. In support of these fexturther and
detailed studies in this field are needed.
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Fig. 5 Pictures of products with mutated brand reafoand in Indian
market
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