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Abstract

In a consumer environment shaped by digitalization and information overload, the ability to
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capture and sustain attention within a limited timeframe has become a central challenge in product
design and marketing. This paper reviews the application of eye-tracking technology in consumer
preference research, with a focus on packaging design and shelf layout for physical products, as well
as interface structure and interaction strategies for digital products. Findings indicate that visual
cues such as color, shape, size, information layout, and dynamic elements significantly influence
patterns of visual attention. These insights reveal key mechanisms underlying consumer attention
and preference formation, offering both theoretical foundations and practical guidance for optimiz-
ing product design and enhancing market performance.
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