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New study shows similar packaging misleads
shoppers

A new study commissioned by the British Brands Group provides compelling
evidence that packaging products to look like familiar brands prompts mistaken
purchases and provokes mistaken assumptions about the nature of products. It
also demonstrates that shoppers’ propensity to buy is affected.

Background

The study, the first in over 10 years, was commissioned for a number of policy-related purposes:

- toindicate to the OFT and Trading Standards that products in similar packaging may breach
the Consumer Protection from Unfair Trading Regulations (CPRS);

- toinform BERR, which is undertaking a review in 2010 of the CPRs and their effectiveness in
dealing with misleading packaging;

- toinform DG Sanco which is monitoring the implementation of the Unfair Commercial
Practices Directive.

The research was undertaken by BMRB between g™ January and 1* February 2009 and comprised
two parts: face-to-face interviews with a representative sample of 1,199 UK grocery shoppers; and
on-line research amongst a sample of between 920 and 946 grocery shoppers representative of
adult internet users and main grocery shoppers aged between 16 — 64 years old.

Key findings

38% of shoppers admit to having been confused or misled by the packaging of grocery
products which look similar;

33% of shoppers admit to having accidentally bought the wrong product because of its similar
packaging;

Shoppers want clear packaging, with 64% being concerned were packaging to suggest a
connection that did not exist with a familiar brand;

There is clear evidence that similar packaging induces shoppers to recall the original product;
Perceptions of similarity are driven primarily by colour, shape, overall design and size;

There is a strong correlation between similar packaging and a belief that the product comes
from the same manufacturer as the original brand;

Similar packaging creates a higher propensity for consumers to buy the product, thereby
affecting their buying behaviour. Similar packaging that trades on the reputation of a branded
product may boost a product’s sales by over 50%.
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Detailed findings

There is a positive correlation between similar packaging and a belief that the products are made
by the same manufacturer. As product packaging becomes more similar, so more people believe

the products to come from the same manufacturer.
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There is also a strong positive correlation between similar packaging and the likelihood of making a

mistaken purchase.
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The reasons given by shoppers for why they perceive packaging to be similar were:

Colour 79%
Overall design 60%
Shape 54%
Picture / image / photos 28%
Text / font 27%
Logo 23%
Brand name 21%

Averaged across the 20 pairs of products, amongst those respondents thinking the pair of products looked similar.
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For more on this research, contact John Noble — 01730 821212 or jn@britishbrandsgroup.org.uk



