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YOUR DESIGN [S UNCERTAIN.
BRANDS NEED CONFIDENCE.
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Package InSight is a market analytics and
research firm that specializes in obtaining
quantitative data about packaging designs
in retail locations by using eye-tracking
technology and facial coding for emotions.

These metrics create a statistical picture
of human interaction with packaging,
helping you decide which design and
messaging combinations create positive
changes in consumer behavior and the
purchases they make.
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Baseline Study Execution

reseeeeeseeeeeneeeee How do we place against our competition ?
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Iterative Study
+ Execution

Which design is better? :
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SENSORY & BIOMETRIC DATA
SUSTAINABILITY
FMOTION & ECOMMERCE

SUBSTRATE & PURCHASING

CASE
STUDIES

11



Eggnog Packaging Design:
Sensory and Biometric Data
on Consumer Perspectives

o RGANIC
LOWE

NO

Vigmin A

ONE QUART (946 mL)
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Total Fixation Duration of Label Elements by SKU

BN Brand M Product Name [ Non-Dairy Callout
Calorie M Visual I Ultra-Pasturized

amond treeze [ S — Highest Calorie Callout

\\\\\\\\\\

Hars et | N — Hihest Visua

ey ]
Horizon Highst;:;nduct
ona Deignt NI Highest Brand
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A consumer research project was conducted at Package InSight’s shopper
lab in December 2018 to test the quantitative and qualitative aspects of
a beloved seasonal grocery favorite: eggnog. A total of 44 participants
shopped a representative competitive planogram, which consisted of 24
different Eggnog SKUs compiled from five national grocers.

Statistical differences in measured behavior (eye tracking @ 50 times
per second) were analyzed to determine which brands commanded the
most attention on the shelf; post-shopping online surveys were used to
collect qualitative information; and half the participants (the self-described
Eggnog fans) participated in a sensory experiment to further illustrate the
consumer connection with a brand, its packaging, and the product inside.

We looked at individual label elements: Brand Name, Product Name,
Visual lllustrations, and Callouts. This graph on the left shows Fixation
Duration for each Brand’s label and the breakdown of that time by element.
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Publix Peppemnint Eggnog
Almond Breeze Almond Milk Nog
GreenWise Organic Eggnog

Silk Dairy Free Original Nog
Lactaid Eggnog

Organic Valley Eggnog
Harris Teeter Eggnog Light

Califia Almond Milk Nog

Publix Original Half Gallon Eggnog

SO Delicious Dairy Free Coconut Milk Nog
Promised Land Old Fashioned Eggnog
Pet Eggnog

Horizon Organic Lowfat Eggnog

Hood Golden Eggnog

Southern Comfort Half Gallon Eggnog
Hood Pumpkin Eggnog

Hood Half Gallon Golden Eggnog
International Delight Classic Nog
Southern Comfort Traditional Eggnog
Southern Comfort Vanilla Spice Eggnog
Harris Teeter Eggnog Classic

Horizon Organic Lowfat Eggnog Design 2

Horizon Organic Lowfat Eggnog Design 2
Horizon Organic Lowfat Eggnog
GreenWise Organic Eggnog

Southern Comfort Traditional Eggnog
Harris Teeter Eggnog Light

Southern Comfort Half Gallon Eggnog
Califia Almond Milk Nog

Southern Comfort Vanilla Spice Eggnog
Publix Peppermint Eggnog

Almond Breeze Almond Milk Nog

SO Delicious Dairy Free Coconut Milk Nog
Hood Golden Eggnog

Silk Dairy Free Original Nog

Hood Half Gallon Golden Eggnog
Lactaid Eggnog

Publix Hazelnut Caramel Eggnog
Organic Valley Eggnog

Harris Teeter Eggnog Classic

Harris Teeter Half Gallon Eggnog
Publix Original Half Gallon Eggnog
International Delight Classic Nog

Hood Pumpkin Eggnog

Pet Eggnog

Promised Land Old Fashioned Eggnog

Califia Aimond Milk Nog

Southern Comfort Vanilla Spice Eggnog
Southern Comfort Traditional Eggnog
Horizon Organic Lowfat Eggnog Design 2
GreenWise Organic Eggnog

Horizon Organic Lowfat Eggnog

Hood Golden Eggnog

Publix Peppermint Eggnog

Lactaid Eggnog

Almond Breeze Aimond Milk Nog

Harris Teeter Eggnog Light

Southern Comfort Half Gallon Eggnog
Hood Pumpkin Eggnog

Silk Dairy Free Original Nog

S0 Delicious Dairy Free Coconut Milk Nog
Harris Teeter Half Gallon Eggnog
Publix Hazelnut Caramel Eggnog

Hood Half Gallon Gelden Eggnog
International Delight Classic Nog

Harris Teeter Eggnog Classic

Publix Original Half Gallon Eggnog
Organic Valley Eggnog

Promised Land Old Fashioned Eggnog
Pet Eggnog

Time to First Fixation By SKU

Total Fixation Duration By SKU

Fixation Count By SKU

Weighted Averages per Characteristic

5 0 15

Organcsranded TR I —
Organic-Bind F".“
L F—-““_
) S—————
o

* Appearance " Color "Aroma ~Texture ®Flavor *Sweetness - Overall Acceptability
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LOGOS & LABELS

ARE CONSUMER PURCHASE DECISIONS INFLUENCED
BY SUSTAINABILITY LOGOS AND LABELS?

THE STATE OF RETAIL THE TEST

THE QUESTION

SAY:

CLEAR, SIMPLE RATING SYSTEM

DO YOU THINK IT WOULD AFFECT YOUR
PURCHASE DECISIONS?

»>60%

Over 60% of the participants claimed
sustainability sometimes to often

influences their decision-making when
purchasing products.

SUSTAINABILITY,
PACKAGING MARKETS

NINETY-TWO PERCENT

a0% il
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QUICKLY?

WHEN WALKING INTO A RETAIL SPACE, HOW
QUICKLY DID THE AVERAGE SHOPPER NOTICE
OUR TEST PACKAGING?

WITH LOGO NO LOGO

HI

o
s

: D
;D
[

MANY?

IN THE RETAIL SPACE, HOW MANY TIMES DID THE
CONSUMER LOOK BACK AT THE TEST PACKAGE?

WITH LOGO NO LOGO

BAKED ATLANTIC

Frozen Food Pasta

LONG?

ONCE THE PACKAGE WAS NOTICED, HOW LONG
DID THE SUBJECT LOOK AT THE ITEM?

WITH LOGO NO LOGO

| 6.
Ll

RESEARCH

Research was conducted by Package InSight, a
Clemson University partner that studies package
performance, consumer attention, and shelf impact.
All studies are reviewed by university faculty and
tested with strict accordance to the established

test methods and protocols. They also incorporate
the latest technology in biometric devices, such as
mobile eye-tracking.

&

S g

Packaging

a

BELOOD ORANGE

Beverage Snack Medical
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The Value of Tissue Paper in

eCommerce

eCommerce brands looking to grab the emotion, attention, and long-term loyalty of
customers should consider using branded tissue paper in their online order packaging, according
to a recent study conducted by Package Insight at Clemson University. Here are all the
advantages tissue paper can bring to your brand.

Methodology

The study was multi-phased to determine:
Phase I - Emotional reactions during package opening via facial expressions,
emotion tracking, and immediate surveys.

Phase II - Contact at either 30, 60, or 90 days past box opening to determine if participants’ feelings
might vary month(s) later. (Hint: branded tissue paper is like fine wine — it gets better over time).

Overall Findings

Since participants were recruited from the community surrounding Clemson University, the test
“purchase” was specially curated to appeal to Clemson enthusiasts. Here's what we found:

+ Tissue-wrapped interior packaging led to a more positive emotional
experience when participants opened their products.

+ Recipients perceived product in branded tissue paper to be of higher quality.
+ Recipients are more apt to reorder from eCommerce company.
+ Respondents are more likely to recommend brands that use tissue paper

PACKAGE INSIGHT | be certain| 18

packaging, according to the Package Insight
study. A vast majority of respondents would be
more likely to share a tissue-clad package on
social media, as well.

BETTER
RETENTION
l. People are more apt to recommend and re-order
. from a brand that uses tissue paper as part of its

83??;* ouT
' O W

it took recipients

5 seconds

respondents said they are

.2 n
rticip? ht O : . p
of T e s to experience a positive gyl o
orbxa ded tissue P hempt:onalt}’eactlgcﬁ ON A SCALE FROM 1-10, paper on social media
when interacting wi

respondents gave an

8 RATING
to recommend and re-order if its

package included tissue paper

You have + 0 o/
to check out 4 o
this custom
tissue paper! Respondents had 40% greater
recall of brand and product
when package includes tissue

- paper vs. void fill after go days

>
(o)
76%
of respondents would be

more likely to recommend
a brand that wraps package

contents in tissue paper
(gives the impression that brand cares) ‘

tissue paper

85710
participants reported
that tissue paper

packaging improved
their experience

S

HIGHER OVERALL

Those who re(_:eived packages wi.th tissue paper Participants in the Package Insight study
expressed a higher overall experience while believed the value of the packaging and overall
\ unboxing. A significant majority of those in void \ experience was much higher if tissue paper was
fill groups claimed that packaging had no impact *hhhk inside the box. That would make them more likely
iy
| ||

on their experience. to send the item as a gift to friends or family.

Items wrapped in decorative tissue
paper inside a package were valued
°
24% higher

than the same items in a
package containing traditional
void fill products

86%

of participants reported that
their impression of a brand was
improved when packaged with
branded tissue paper

- A

Branded tissue paper was emphasized as a positive factor 2X' 4x
8 the amount of times that other packaging materials were
; ° 4
the average rating (from 1-10) of
overall quality of tissue-wrapped
items; higher than void fill rating

Custom colors
and branding
available!

Learn More About
eCommerce Tissue Paper

To learn more about the study and how incorporating tissue paper and decorative additions into
eCommerce packaging can benefit your brands on all fronts, visit www.seamanpaper.com.

1%
8 (o]
< of recipients rated their
\ experience as greatly or somewhat

improved when packaged with
branded tissue paper

www.PackagelnSight.com



Ninety-nine bottles of beer on the shelf...

Shelf impact is a major concern for all brand owners —
especially within a growing and crowded industry like craft
beer. This shelf impact study showcased the head-turning
impact of pressure-sensitive labels in helping craft beer brands
stand out. Labels do matter.

Craft brewers have unique, compelling narratives of how their
breweries, recipes, and processes bring the best product to
thirsty consumers. By using eye-catching labels, branding, and
graphics, brewers can tell the story — their story — and connect
with consumers and influence purchase decisions.

After selecting a product for each item on the shopping list,
participants entered a debriefing area where they answered a
post-experiment questionnaire that gathered qualitative data
regarding the packages they viewed.

During the study’s qualitative evaluation, participants indicated

7.31

8 8

they preferred the wood label even though their eyes (during ! T ;

the quantitative evaluation) indicated they gravitated toward 8 g i 8
. c [wiha c

the metalized and clear labels. The over 30-year-old age g ° & o0 g °
. . (V2] g (%]

group fixated nearly twice as often on the wood label than the 1 02 '

0 0 0

younger group. TTEE ) o S "im e aroy i S v”:;’;’;’r Fim i) o Cim m e fim

Label Catches Your Attention Least Expensive Most Expensive

Measuring the Impact of Label Materials on |
Craft Beer Purchase Decisions s
Study Shows Labels Matter When Consumers Purchase Craft Beer

Paper Matte film [ Glossy film Metalized flm  Wood veener [ Clear film
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Andrew Hurley, PhD Julie Rice, PhD

Nicholas Riedl Bianca Hurley, MS PKSC

Elizabeth Pulliam

Kevin Keigley

Mengmeng Zhao, PhD Drew Felty, MBA

'S Package nSight ?
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CONTACT US

Office:

640 S Main St
Greenville, SC 29601
864-412-5000

Mailing:
3620 Pelham Rd #294

- NERS ; j Greenville, SC 29615
w AW g www.PackagelnSight.com
/ .»\ . o

o < \ \\ y\r,'? S
Py

Drew Felty, CEO
drew@packageinsight.com

- —
® & oo 864-704-2968

B
k)\\ e

—

Shannon Anderson, Project Manager
shannon@packageinsight.com
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