
A 2013 Study Commissioned 
by the Foil & Specialty  
Effects Association
www.fsea.com

Thousands of successful product launches, introductory offers, changes in market position and responses 
to offers can be associated with the use of a high-visibility enhancement. Validation of physical and 

emotional responses to these enhancements would offer strategies as a tool to support the decision to 
incorporate high-visibility enhancement within the brand development plan.
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IInnttrroodduuccttiioonn  ttoo  HHiigghh--VViissiibbiilliittyy  EEnnhhaanncceemmeennttss  
There are many processes that can be applied to printed pieces to stimulate attraction 

and hold the attention of a viewer. Some of these processes have long been in existence and 

are a part of the branding strategy for many companies in a wide variety of product 

marketing categories, including food and beverage, cosmetics and grocery. Today, 

processes that increase visibility, stimulate attraction, hold attention, and convey an 

image of value are known as High-Visibility Enhancements. The list of high-visibility 

enhancements includes several processes and many references. These processes include 

embossing, specialty UV coatings and metallic finishes. 

The most established and well-known high-visibility enhancement is foil stamping. 

For many years referred to as hot foil stamping, indicative of the temperature necessary to 

effect the process, foil stamping has in recent years been joined by cold foil transfer. 

This is a progression of technology within the foil stamping industry to expand the use 

of the foil stamping process to machines that do not require heat or temperature to effect 

the process.  

HHiissttoorriiccaall  PPeerrcceeppttiioonnss  aanndd  TTyyppiiccaall  UUsseess  
The use of foil stamping dates back many years to just before the year 1900. Commercial 

viability was established throughout the world just after World War I. Products and 

printed items enhanced with gold or silver stamping were luxury items, such as perfumes, 

liquor, tobacco and the finest chocolates. Other items enhanced with foil stamping were 

books and binders that carried literature that spanned centuries of readers, and 

business stationery of the finest companies, doctors, lawyers and educated professionals. 

The application of a gold or silver foil stamping elevated perceived value, perceived 

quality and the prestige of the individuals that used it.  

DDeessiirree  ttoo  EExxppaanndd  AApppplliiccaattiioonnss  
Over decades of meeting customer demands and investing in development of stamping 

foil products, the types of finishes and applications have expanded. Today, stamping 

foils are available in over 100 shades of metallic finishes, dozens of decorative printed finishes, 

and – in the last three decades – optically variable finishes.  

Building Brighter Businesses  •  SunDance  •  9564 Delegates Drive  •  Orlando, FL 32837  •  p: 407.734.7444 •  sundanceusa.com 

www.fsea.com



All the development and growth to enhance visibility and functional use of the foil 

stamping process has expanded applications. Once thought to be applicable for only 

luxury items, stamping foil applications now can be identified in many different markets. 

Publications, grocery items, pharmaceutical products, clothing, social stationery, gaming 

cards and promotional displays are now commonplace applications for stamping foil 

applications. Holographic foils have come into favor as a method of adding a level of 

product security to product packaging. 

In addition to adding to the perception of quality and providing security, foil also 

attracts attention. This is particularly critical when attempting to differentiate a product on a 

crowded supermarket shelf. An article from PRS Research stated: “Across hundreds of studies, 

perhaps the single most consistent (and intuitive) finding has been that shoppers do not 

consider product categories fully and systematically. In fact, we've found that most

shoppers only actively view about 50 percent of the brands within a category. The

remaining 50 percent of the brands never get a chance to sell, because they are never seen 

("unseen is unsold"). We've also found that there is very high correlation between how 

quickly a brand is seen/considered and its likelihood of purchase.” 1
 

The Foil & Specialty Effects Association estimates that high-visibility enhancements are 

found on less than 10 percent of printed items. What impact do those enhancements have 

on shelf presence? Process providers, industry suppliers and the Foil & Specialty Effects 

Association (a trade association) are driven and focused on increasing the contribution 

to printed items of high-visibility enhancements. With that focus comes the responsibility for 

education and research. 

NNeeeedd  ttoo  UUnnddeerrssttaanndd  IImmppaacctt  

PPrreevvaaiilliinngg  EExxppeerriieenncceess  ((CCaassee  HHiissttoorriieess))
Throughout the decade of the 1990s and first decade of the 21st century, there have been 

a number of non-typical uses for high-visibility enhancements. A high percentage of the 

applied uses were driven by competitive interests, such as the desire to change rank or 

status in a market category. Other reasons for using high-visibility enhancements include 

establishing a new brand, attracting additional distribution channels and 

•
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supporting price repositioning. Strategists found that the inclusion of high-visibility 

enhancements was directly related to achievement of their stated objectives.  

Strategists are reluctant to share information on the drives for success. Therefore, 

companies and individuals must research applications themselves to identify the common 

elements of a strategy that contributed to success. 

Specific to the use of stamping foils, in the two most recent decades, a number of 

experiences can be cited. In each case listed below, a significant development within the 

product category was launched with a strong promotional strategy. The choices made by 

brand strategists in each of these examples established record-breaking results for the 

brand owners and created a new standard in shelf presence within the respective category. 

o CCoollggaattee®®  TToottaall®®  TTooootthhppaassttee  LLaauunncchh  22

o PPrroodduucctt  iinnttrroodduucceedd  iinn  tthhee  UUnniitteedd  SSttaatteess  wwiitthh  hhoollooggrraapphhiicc  ffooiill  ssttaammppeedd  

ppaacckkaaggiinngg  iinn  eeaarrllyy  DDeecceemmbbeerr  11999977  wwiitthh  aa  $$110000  mmiilllliioonn  mmaarrkkeettiinngg  ccaammppaaiiggnn

o BBeeccoommeess  tthhee  ##11  ttooootthhppaassttee  bbrraanndd  iinn  UUSSAA  wwiitthhiinn  ffoouurr  mmoonntthhss  wwiitthh  aa  3300  ppeerrcceenntt  

mmaarrkkeett  sshhaarree

o AAlltteerreedd  tthhee  ssttaannddaarrdd  ooff  ppaacckkaaggiinngg  iinn  tthhee  oorraall  ccaarree  ccaatteeggoorryy

o GGiilllleettttee®®  MMAACCHH33®®  RRaazzoorr  LLaauunncchh  33

o PPrroodduucctt  iinnttrroodduucceedd  wwiitthh  oovveerrpprriinntteedd//ffooiill  ssttaammppeedd  ggrraapphhiiccss  iinn  11999988

o BBeeccoommeess  tthhee  ##11  sseelllliinngg  rraazzoorr  iinn  tthhee  UUSSAA  aanndd  EEuurrooppee  wwiitthhiinn  ssiixx  mmoonntthhss  

ddeessppiittee  aa  pprreemmiiuumm  pprriiccee  ttaagg  tthhaatt  mmaannyy  ccrriittiiccss  bbeelliieevveedd  wwaass  ttoooo  hhiigghh

o AAlltteerreedd  tthhee  ssttaannddaarrdd  ooff  ppaacckkaaggiinngg  iinn  tthhee  rraazzoorr//sshhaavviinngg  pprroodduuccttss  ccaatteeggoorryy

o ZZaannttaacc®®  AAnnttaacciidd  44
o PPrroodduucctt  iinnttrroodduucceedd  wwiitthh  eemmbboosssseedd  mmeettaalllliicc  ffooiill  ssttaammppiinngg  iinn  11998833

o EEssttaabblliisshheess  pprreemmiiuumm  pprriiccee  lleevveell  ffoorr  OOTTCC  aannttaacciidd  pprroodduucctt

o BBeeccoommeess  tthhee  llaarrggeesstt  sseelllliinngg  pphhaarrmmaacceeuuttiiccaall  ddrruugg  iinn  tthhee  wwoorrlldd  bbyy  11998866,,  

ddeessppiittee  tthhee  ccoommppeettiittiioonn’’ss  ssttaattuuss  aass  tthhee  NNoobbeell  PPrriizzee  wwiinnnneerr  iinn  mmeeddiicciinnee  aa  

ddeeccaaddee  eeaarrlliieerr

o AAlltteerreedd  tthhee  ssttaannddaarrdd  ooff  ppaacckkaaggiinngg  ffoorr  OOTTCC  pprroodduuccttss
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o  Colgate® Total® Toothpaste Launch2

o  �Product introduced in the United States with holographic foil stamped 
packaging in early December 1997 with a $100 million marketing campaign

o  �Becomes the #1 toothpaste brand in USA within four months with a 30 
percent market share

o  Altered the standard of packaging in the oral care category

o	 Gillette® MACH3® Razor Launch3

o  Product introduced with overprinted/foil stamped graphics in 1998

o  �Becomes the #1 selling razor in the USA and Europe within six months 
despite a premium price tag that many critics believed was too high

o  �Altered the standard of packaging in the razor/shaving products category

o	 Zantac® Antacid4

o  Product introduced with embossed metallic foil stamping in 1983

o  Establishes premium price level for OTC antacid product

o  �Becomes the largest selling pharmaceutical drug in the world by 1986, 
despite the competition’s status as the Nobel Prize winner in medicine a 
decade earlier

o  Altered the standard of packaging for OTC products



o BBeesstt  CChhooiiccee®®  PPrriivvaattee  LLaabbeell  PPrroodduuccttss  55

o AAddddeedd  ggoolldd  ffooiill  ssttaammppiinngg  ttoo  iittss  oolliivvee  ooiill  bbrraanndd

o RReettaaiilleerrss  wwhhoo  ssttoocckkeedd  tthhee  nneeww  ppaacckkaaggee  eexxppeerriieenncceedd  aa  3300--ppeerrcceenntt  

jjuummpp  iinn  vveelloocciittyy  ffoorr  tthhee  bbrraanndd  aanndd  rreetteennttiioonn  ooff  1100--1155  ppeerrcceenntt  

tthheerreeaafftteerr..  OOvveerr  ttiimmee,,  ootthheerr  pprroodduuccttss  rreecceeiivveedd  ppaacckkaaggiinngg  mmaakkeeoovveerrss  

ffeeaattuurriinngg  ffooiill  ssttaammppiinngg..

o SSaalleess  ffoorr  ppaarreenntt  ccoommppaannyy  AAssssoocciiaatteedd  WWhhoolleessaallee  GGrroocceerrss,,  IInncc..  ffrroomm  

22000044  ttoo  22000088  iinnccrreeaasseedd  bbyy  nneeaarrllyy  5500  ppeerrcceenntt..

o AA  22000066  ssuurrvveeyy  ccoommmmiissssiioonneedd  bbyy  tthhee  PPrriivvaattee  LLaabbeell  MMaannuuffaaccttuurreerrss  

AAssssoocciiaattiioonn  rreeppoorrtteedd  tthhaatt  5577  ppeerrcceenntt  ooff  rreessppoonnddeennttss  ssaaiidd  ppaacckkaaggiinngg  ffoorr  

pprriivvaattee  llaabbeell  bbrraannddss  iiss  jjuusstt  aass  ggoooodd  aass  tthhee  ppaacckkaaggiinngg  ffoorr  nnaattiioonnaall  

bbrraannddss..

o BBeesstt  CChhooiiccee®®  pprroodduuccttss  aarree  tthhee  tteesstt  ssuubbjjeeccttss  iinn  tthhee  ssttuuddyy  ddeessccrriibbeedd  

wwiitthhiinn  tthhiiss  wwhhiittee  ppaappeerr..

TThhee  CCoommmmiissssiioonniinngg  ooff  SSttuuddiieess  ffoorr  VVaalliiddaattiioonn
Members for the foil stamping industry have known from personal experience with clients the 

impact that a high-visibility enhancement can have on consumers and viewers of 

printed items. Thousands of successful product launches, introductory offers, changes in 

market position and responses to offers can be associated with the use of a high-

visibility enhancement. Oftentimes, the results are dismissed as applicable only to or 

specific to a single offer or product type. Countless number of times, strategists have 

been known to dismiss the use of high-visibility enhancements for a list of subjective 

reasons. The FSEA recognized that more OBJECTIVE reasoning was needed. Scientific 

assessment, data and evaluation would be most useful in bringing more objectivity to 

the decision-making process. Validation of physical and emotional responses to high-

visibility enhancements would offer strategists a tool to support the decision 

to incorporate high-visibility enhancement within the brand development plan. As 

technology allows the capture of increasing levels of human response to 

stimulation, the accumulation of scientific data to validate high-visibility enhancements 

becomes possible.
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o  Best Choice® Private Label Products5

o  �Added gold foil stamping to its olive oil brand

o  �Retailers who stocked the new package experienced a 30-percent 
jump in velocity for the brand and retention of 10-15 percent 
thereafter. Over time, other products received packaging 
makeovers featuring foil stamping.

o  �Sales for parent company Associated Wholesale Grocers, Inc. from 
2004 to 2008 increased by nearly 50 percent.

o  �A 2006 survey commissioned by the Private Label Manufacturers 
Association reported that 57 percent of respondents said 
packaging for private label brands is just as good as the packaging 
for national brands.

o  �Best Choice® products are the test subjects in the study described 
within this white paper.



SSttuuddyy  OOvveerrvviieeww
The Sonoco Institute of Packaging Design and Graphics at Clemson University, in 

partnership with R. Andrew Hurley’s research program, conducted an eye-tracking study in 

the CUshop Consumer Behavior Lab. The study was developed in conjunction with the Foil & 

Specialty Effects Association to observe the effects of foil stamping on consumer interaction 

and test the hypothesis that a package embellished with foil would increase attention to the 

product when compared to the same product without foil. Three separate packaged product 

categories were tested over the three-day period. 

The Sonoco Institute was created to exploit the synergies that exist between the graphic 

communications and packaging science departments at Clemson University. It is the only 

university program in the country with this one-of-a-kind multidisciplinary approach to 

packaging as a core competency. R. Andrew Hurley is the uber-designer of the Sonoco 

Institute, has a M.S. in Packaging Science and is working towards a Ph.D. in Rhetorics, 

Communication and Information Design from Clemson University. Hurley has over seven 

years of various packaging-related work experience, on-going consulting work, prior full-

time employment with three Fortune 500 companies, consulting initiatives with 20+ 

southeastern facilities and relationships with 50+ retail and vendor outlets.  

SSttuuddyy  PPrroocceedduurree
The approximately 265 participants were offered no incentives and participated in the study 

over three days. Demographic information was collected after the participant completed 

the study. Participants were asked to wear Tobii Glasses, which track pupil movements at 30 

fps (frames per second) and record the viewed scene with a forward-facing camera. Each 

participant was first calibrated with the glasses, then escorted into the CUshop to shop as 

normal. Next, the participant was handed a shopping list with a randomized listing of 

products. Only a few products were relevant to this particular study. The participant was 

instructed to shop as they normally would and, when ready to make a selection, to write 

down the product code (between 2 and 3 digits) onto the space provided on the 

shopping list. When complete, the participant exited the shop and filled out a survey on a 

computer.

AA  SSttuuddyy  ooff  VVaalliiddaattiioonn  ––  TThhee  CCoonnssuummeerr  BBeehhaavviioorr  LLaabb  
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Different products were tested each day of the exposition; thus, demographic reporting 

varies day-by-day. Specific products tested over three days included a ground beef 

complement product (Easy Skillet), a raisin bran cereal and an individually-packaged 

microwave popcorn. Each participant did not participate in every study, so no one 

person ran through more than one day of testing.  

SSttuuddyy  DDaattaa
Eye-tracking data was collected throughout the study and to aggregate data, IR markers were 

utilized to track the position of fixations on the shelf. The shelf was digitally organized in 

terms of “Areas of Interest” (AOIs) and “Areas of Analysis” (AOAs). An AOA is useful for 

observing a generalizable area, such as “popcorn,” where all of the popcorn is defined as a 

large group. From an eye-tracking perspective, AOAs allow researchers to understand the 

total amount of time spent looking at popcorn or how long it takes participants to view the 

general area of popcorn. AOIs help researchers understand the influence of specific 

packages within a defined AOA. In the example of popcorn, an AOI could be “Best Choice® 

brand 94% reduced fat,” which pertains to that specific package.  

SSttuuddyy  DDeeffiinniittiioonnss  66

AOI (Areas of Interest): A planogram, or product layout, was designed for the grocery stores 
shelves and specific products were determined as the focus of observation. These were the 
packages (both stimuli and control) developed for the study and defined in the software for 
analysis. 

AOA (Areas of Analysis): Within the area of interest, the AOA is the product category, such 
as “cereal” and “popcorn” that was used to determine how long it took to find the package 
once a customer entered into the product category 

Time to First Fixation: The time it takes for a participant to find the package of interest once 
entered into the product category  

Fixation Duration: The length of the fixations in seconds within an AOI
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RReessuullttss  
Results are presented as graphs with a brief descriptor underneath each graph. These results 
are the interpretation of the FSEA, drawing from the data collected from the initial study 

conducted by Clemson University and the CUshop.  

TTiimmee  ttoo  FFiirrsstt  FFiixxaattiioonn  ((MMeeaann)) 

The graph above demonstrates the overwhelming results for “First Fixation” of foil 

stamped packaging for all of the different types of packaging analyzed during this pilot study. 

The ability of a product to attract the shopper’s visual attention has a strong influence on a 

consumer’s decision to purchase, according to Tobii, the manufacturer of the tracking eye 

glasses. 7 Time to first fixation was significantly greater than the control for two of the 

three packages tested. This is a remarkable difference, especially based on the results being 

measured in seconds. In addition, the extremely low standard error demonstrates the 

significant consistency of the results from one participant to the next.
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TToottaall  FFiixxaattiioonn  DDuurraattiioonn  ((MMeeaann)) 

With analyzing and comparing the total fixation duration of all of the foil stamped 

packaging and non-foil stamped packaging, the study demonstrated that participants had 

a significant longer total fixation duration on the foil stamped packaging. As with the “Time 

to First Fixation” results, the standard error for those who chose foil stamped packaging was 

very low, which demonstrate the significant consistency of the results from one 

participant to the next. 
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IInnddiirreecctt  RReessuullttss  

TToottaall  FFiixxaattiioonn  DDuurraattiioonn  

((MMeeaann)) 

In addition to the results relating to products that participants were asked to find, a portion 

of the three-day study included participants’ reaction to foil stamped versus non-foil 

stamped packaging without direction. Results show that there was also a significantly 

higher total fixation duration for foil stamped packaging versus non-foil stamped 

packaging when combining the results of all three packaged products analyzed. 
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EExxeeccuuttiivvee  SSuummmmaarryy 
It is the conclusion of the research team that this was a very thorough and effective pilot 

study. There are clear advantages to foil stamping on packaging, in terms of attracting 

attention faster and retaining attention on packaging longer than identical packages 

without foil stamping. Through these tests, it is also the hypothesis of the research team 

that foil stamping increases sales, but this will need to be quantified through a study 

specific to tracking sales. 

Overall, this pilot experiment clearly indicates that foil stamping on packaging provides real 

benefits concerning consumer attention on packaging. Additional studies are 

recommended to confirm these results and explore other potential benefits of visual 

enhancement techniques on packaging. 
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Eye Tracking as a Tool in Package and Shelf Testing, Tobii Technology AB, November 2008 

Definitions also provided by Dr. R. Andrew Hurley, Sonoco Institute of Packaging Design 

and Graphics at Clemson University 

Eye Tracking as a Tool in Package and Shelf Testing, Tobii Technology AB, November 2008 

Note: All trademarks are property of their respective owners. 
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