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Consumer Packaged Goods (CPG) and Private Label Retail
Packaging are challenged to balance brand messaging

with required and or regulated sustainability logos and
labels. In the past few years there has been a growing
proliferation of sustainability and corporate social
responsibility messaging which makes it more difficult for
consumers to factor sustainability into their decisions.

This paper explores if sustainable messaging is important
to purchase decisions and brand identity on shelf.
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A

The Question

Are consumer purchase decisions influenced based
on sustainability logos and labels? Does the inclusion
of a visual element that appears to be a package
sustainability rating increase consumer attention and
sales when compared to the same package with no
sustainability rating?

As a packaging partner, QuadPackaging is invited by many of our customers to
participate in brand launch and brand refresh meetings that include form, material
and printed brand messaging. Often times these strategy meetings will include
discussions around how to best use messaging space on the package to print claims,
including sustainability claims.

Sustainability, as defined by the Sustainable Packaging Coalition:

« Is beneficial, safe and healthy for individuals and communities throughout its life cycle,
* meets market criteria for performance and cost,

* [s sourced, manufactured, transported and recycled using renewable energy,

« optimizes the use of renewable or recycled source materials,

« is manufactured using clean production technologies and best practices,

* [s made from materials healthy throughout the life cycle,

« is physically designed to optimize materials and energy, and

« s effectively recovered and utilized in biological and/or industrial closed loop cycles.
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Background

Recycled materials, reusable, corporate social responsibility statement, fuel efficient,
eco-friendly, green packaging - each of these, and more, are claims that are often

found on packaging.

Consumer expectations in sustainability have been polled over and over again,
with all results pointing to increasing interest in sustainable and corporate social

responsibility efforts:

« In the Consumer Trends Report, half of all Americans agree sustainability is more
important to them today than five years ago, and 52 percent of consumers
indicated a willingness to pay more for sustainably packaged products.

« According to Cone Communications, 82 percent of consumers are

more likely to purchase a product that demonstrates a company’s

CSR initiatives than one of similar quality that does not.
«  Gibbs & Soell report that 75 percent of employed adults say they would be
more likely to buy a company’s products or services if they learned it was

making a great effort to adopt environmentally conscious practices.
« The Shelton Group identified 55 percent of the population falls into

the categories of "Actives or Seekers” that make purchases due to

environmental values and/or health-related sustainability issues.

In response, brands have
made sustainability a
priority: PepsiCo wants
to design 100 percent

of its packaging to be
recyclable, compostable
or biodegradable;
McDonald's recently set
a goal of 100 percent
sustainable packaging by
2025; Amazon eliminated
215,000 tons of packaging
material and avoided 360
million shipping boxes

as of December 2017.

82 percent of Fortune
500 produced a CSR or
sustainability reportin
2016, and 40 percent
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of all companies now
say they've taken action
to improve the eco-
friendliness of what they
offer.

Outside of recognition
for their social cause,
sustainability leads to
financial and strategic
rewards; efficient
production lowers costs
and leads to profitability;
tax benefits are
rewarded for sustainable
investments; and product
value increases with
consumers.

With all the public
pressure and corporate
rewards for sustainability,
CPG companies feel
sustainability claims on
packaging are important.
The struggle is fitting all
the required brand and
regulatory information in
limited space constraints
on consumer packaging
- ninety percent of
consumers will make a
purchase decision after
only looking at the front
of a package; eighty-five
percent purchase an item
without picking up any
alternative products.




Our Method

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.
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Sustainability Rating

LOogo

QuadPackaging and
Package InSight

created a logo with an
accompanying grade
and applied it to various
paperboard packages
in multiple product

SUSTAINABLE

COUNCIL ror SUSTAINABLE PACKAGING

categories found in the
grocery store. This stamp
is intended to replicate
an inspection or grading
concept (e.g. local public
health department’s
A-B-C grading of

EFFICIENT

COUNCIL ror SUSTAINABLE PACKAGING

restaurants) and the idea
of validation of that grade
by a larger objective
entity (e.g. Brewers
Association Independent
Craft Brewer Seal).

» Figure 1

Sustainability
Rating Logo
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COUNCIL ror SUSTAINABLE PACKAGING

Statistical
Relevance

Package InSight
conducted in-context
research using Clemson
University's CUshop,

a retail laboratory.
Researchers created five
generic brands and four
physical paperboard
prototypes of each,
inserting them into a
competitive planogram
where participants
shopped naturally,

organized in two
groups of 30 people (60
participants in total).

At least 30 participants
are needed for an
analysis based upon

the normal distribution
to be valid (t-test,
ANOVA) - it represents

a threshold above which
the sample size is no
longer considered “small.”

Package InSight uses the
Central Limit theorem,
which states that the
sampling distribution

of sampling means
approaches normal
distribution as the sample
size gets larger, no matter
what the shape of the
population distribution.
This fact holds especially
true for samples sizes of
30 or more.




Package
Design

The categories chosen for this study were selected from the middle of the
sustainable bell curve - we intentionally stayed away from markets that are typically
believed to be more sustainable - such as organics or cleaning supplies — and those
on the far end of the spectrum - like tobacco. The market categories chosen include
frozen food, pasta, beverage, snack and medical supplies. New package designs were
produced for each category.

» Figure 2

Packages used in
study
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Frozen Food Pasta Beverage Snack Medical

Project Set-Up

A salt and pepper approach to variable testing on the shelf allowed us to efficiently
test each claim against a baseline with 60 participants. Project execution followed

this setup:
ITERATION PARTICIPANTS PRODUCT CATEGORY VARIABLE ON SHELF
Initial Set-Up
1 1-30 Frozen Food CLAIM
1-30 Dry Pasta No Claim
1-30 Snack Food CLAIM
1-30 Multi-Pack Bev No Claim
1-30 Health / Beauty CLAIM
2 31-60 Frozen Food No Claim
31-60 Dry Pasta CLAIM
31-60 Snack Food No Claim
31-60 Multi-Pack Bev CLAIM
31-60 Frozen Food No Claim
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Fye-Tracking
Technology

Eye-tracking is a term
describing the techniques
used to measure a
person’s point of gaze,
providing insight into
what draws in an
observer's attention

and cognitive processes.
The technology follows
the eye of the subject,
tracking their exact eye
movements while looking
at an object or arega,

and identifying precisely
where a person looks.
The data is recorded at
50 times per second; this
study generated over
800,000 data points from
60 participants shopping

four minutes each, that
was then aggregated in
our analyzer software to

draw relevant conclusions.

Eye-tracking is so
important because 90
percent of consumers
will make their purchase
decision after only
looking at the front of the
package, and 85 percent
of these consumers will
purchase an item without
having picked up any
alternative products.
People buy with their
eyes, indicating that the
visual stimuli present

at the point of sale will

influence the consumer’s
decision to purchase.
Even though the subject
may not be aware of how
their gaze moves about
and focuses on different
areas, a researcher can
collect eye-tracking
information and form
opinions about different
areas of interest on an
object - specifically,

a package. Packaging
designers may aggregate
data to show which areas
of the package attract
the most attention and,
equally as important,
where attention is void.

In order to differentiate and maintain relevancy with market demands, designers and
product developers leverage eye-tracking to observe and analyze how consumers
shop within the grocery store.

The metrics below will be referenced in these research findings:

Purchase Decision (PD)
« Measures how many participants chose to buy the item. The

higher the number, the better the package performed.
Total Fixation Duration (TFD)

« The time, in seconds, spent on average by participants fixating on this
item. The higher the number, the better the package performed.

Time To First Fixation (TTFF)

« The time, in seconds, from when a product first enters a participant’s field of view
until they fixate on it. The lower the number, the better the package performed.

Fixation Count (FC)

« The total number of times a participant’s scan of the planogram

crossed into a particular area of interest.




Variables
Tested

The inclusion of a visual element that appears to
be a package sustainability rating will increase
consumer attention and sales when compared to
the same package with no sustainability rating.
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Execution Sequence

Demographic Capture
Calibration & Prompt
Enter Retail Lab

Shop

Data Download

o LA W

Post-shopping Survey

SUSTAINABLE AVERAGE EFFICIENT

(CIL ron SUSTAINABLE PACKAGING COUNCIL ron SUSTAINABLE PACKAGING COUNCIL ron SUSTAINABLE PACKAGING

» Figure 3

Variables tested




Demographics

Participants were screened based on age and shopping habits. The profiles meet an
accepted shopper profile for this biometric research for primary or shared shopping
responsibility for a U.S. household (70/30 : female/male and broad income, education,
employment, age, and other household influences). (Figure 4, 5)

» Figure 4

» GENDER » CHILDREN

. Male . Female . Yes, living at home . Yes, but not living at home . No

» AGE » HOUSEHOLD SIZE

11.6% 12.8%

@5 @3 @354 @ @ soss Q@oe @vo @ ree @ rour @ Fiver
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» INCOME » EMPLOYMENT

6%

@ <50k @ s20k$34999k @) $35k-$49,999k (@) $50k-$74,999K @ Erployed, full time @ Employed, part time
@ s75k599999k @ $100k-$149,999k () $150k-$199,999k (@) >$200k @ ot employed, looking for work
» RELATIONSHIP » EDUCATION

. Married . Widow . Divorced . High School Degree . Some college ‘ Associate degree

‘ Single, Cohabitating . Single, never married . Bachelor degree . Graduate degree

» Figure 5




Findings

Over 40 percent of the
participants claimed
sustainability influences
their decision-making
when purchasing
products, however 92

eye-tracking technology.
Three participants
reported they saw the
logos in the store, but eye
tracking data indicated
they did not spend any

person was not in the
group shopping for the
logos for that product.

During the post-shopping
survey, participants

ranked in which
categories they think
more about sustainability.
(Figure ©)

time looking at the logo.
One participant reported
they saw the logo on

dry pasta, however that

percent of the study
participants did not
notice the sustainability
logos, according to the

Our study found that while sustainability is important to
consumers they did not make purchase decisions based on

» Figure 6

Are there certain markets that
make you think more about
sustainable packaging?

73%

P

a visual rating system.
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92 percent of the study participants did not

notice the sustainability logos, according to

the eye-tracking technology.

The result of the purchase decisions shows food and beverage categories did have
more logo SKUs purchased, however according to eye-tracking technology, there
was little correlation with the logos. (Figure 7)

» » » » »

Logo Logo Logo Logo Logo
Purchases - 2 Purchases - 6 Purchases - 0 Purchases - 0 Purchases - 2
No Logo No Logo No Logo No logo No Logo
Purchases - 0 Purchases - 0 Purchases - 0 Purchases - 0 Purchases - 3
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Frozen Food Pasta Beverage Snack Medical
» Figure 7
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Time to First Fixation:
Logo vs. No Logo SKUs

Time to First Fixation Badge vs No Badge SKU’s

25.00

20.00

15.00

Seconds

10.00

5.00

0.00

Veggie NoLimit Bionic  Surfand Turf  Mama Pasino Elation
Crunch Knee Brace Frozen Salamon Fusilli Sparkling Water

® Badge @ No Badge
» Figure 8

Lower Time To First Fixation Is better performing

The logo SKUs performed slightly better for the snack, health, and beverage SKUs.
But, no significant differences were found between any of the comparisons. One
participant noticed the logo for the beverage, snack, and pasta SKUSs.
8 seconds to notice
76 seconds to notice
* 74 seconds to notice
Five participants noticed the logo for the health SKU.
« 2-28 seconds to notice
Zero participants noticed the logo for frozen meal SKU.
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Total Fixation Duration:
Logo vs. No Logo SKUs

Total Fixation Duration Badge vs No Badge SKU’s

4.00

3.50

3.00

2.50

2.00

Seconds

1.00

0.50

18

Veggie NoLimit Bionic  Surfand Turf Mama Pasino Elation
Crunch Knee Brace Frozen Salamon Fusilli Sparkling Water

0.00

® Badge @ No Badge
» Figure 9

Lower Total Fixation Duration is better performing

The logo SKUs performed slightly better for the health and frozen meal SKUs; a
significant difference was found between the frozen dinner SKUs. One participant
looked at the logo for the beverage, snack and pasta SKUs.
0.14 seconds
0.18 seconds
1.18 seconds
Six participants looked at the logo for the health SKU.
« 0.37-4.90 seconds
Zero participants looked at the logo for frozen meal SKU




Fixation Count:
Logo vs. No Logo SKUs

TOTAL FIXATION DURATION BADGE VS NO BADGE SKU'S

Counts

Crackers Frozen Pasta Medical Water
® National Brand @ Faux Brand w/ Educated Shopper

» Figure 10

Longer Fixation Count is better performing

The logo SKUs performed slightly better for the health and frozen meals and
performed significantly better than their no logo counterpart. One participant fixed
on at the logo for the beverage, snack and pasta SKUSs.
1 count
1 count
* 2counts
Five participants fixated on the logo for the health SKU.
+ 3 counts

Zero participants fixated on the logo for frozen meal SKU.
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Rating System

40.8%

‘ Yes . No . Maybe

« Clear & Simple Rating system
Study participants indicated in their
survey that a clear and simple rating
for sustainability could affect their
purchase decisions:

Yes: 52%

Maybe: 40.8%

No: 6.5%
The most common response to why

they say “no” is because price is
typically their main purchase-driver.

» Figure 11

« Clear & Simple Rating system

When asked about the system used in the

study, participants were split if there was

a better way to measure sustainability:
29.2% liked the ABC rating system
38% didn’t care what they system was
32.8% had ideas for change

Many of these answers requested

standardization and a more prominent/
noticeable logo on POS/packaging

» Figure 12

' Don't Care . Ideas for Change




Recommendation

Based on the study results, we conclude that sustainability logos do
not make an impact on consumer purchase decisions. This led to two
firm recommendations for including sustainability logos on CPG and
Private Label Retail Packaging:

1. Educate consumers on your brand’s commitment to sustainability
through integrated marketing and legitimate follow-through on
package design and education.

2. Include sustainability messaging in a secondary location on your
packaging to unify your overall brand message.
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Packaging Real Estate

« Certification Specific to Product

In this instance we highlight that the fish included in
this meal is certified sustainable. Would this matter
to your ideal customer? Should it be even larger?
Smaller?

« USDA Organic & Non-GMO Verified

In today’s world these two have become more and
more prevalent. Do these matter to you? Are they
more important based on what retail outlets you

want to be sold in?

« Nutrition Facts Snapshot

Attracting the health conscious consumer with
quick and easy info, while not forcing them to
turn over the package and read through an entire
nutrition label.

« How to Recycle & QR Code

Including a QR code to initiate a customer
interaction beyond the shelf. Passing on
information to the consumer about recycling
options, and if the product is even recyclable at all.

Project |
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« Taking over your real estate

As a brand owner, you need to
decide what is most important to
you, as the real estate becomes
congested with logos and labels,
while still showcasing the most
important piece: your prodcuct.

What will the consumer pay
attention to?

What matters most?

Number one of course is product
imagery, but what's next?
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When participants were asked if there's an effective way to promote and educate the
public about sustainability and packaging, solutions included:

«  Marketing campaigns

« Advertisements, social media, landing pages, videos, in-store POP
« Setups in-store with an educator to talk about the change and the process

« Add information to the nutrition label

«  Many consumers already carefully scrutinize nutrition labels

‘ ‘ ..be consistent, clear, honest. , ’

Many of the study's
participants also noted
standardization of the
rating system should be
marketed - a consistency
that goes across an
entire company, and
someday, possibly across
all industries. Consumers
are aware that marketing
and packaging can be
misleading; they're jaded
and suspect of claims
found on packaging and
how unregulated and
inconsistent it can be.
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A poll from the University
of Texas, Austin that
found 36 percent of those
surveyed do not believe
claims from companies
that state they are trying
to “save energy” or "be
energy efficient.” As one
participant said, just”..
be consistent, clear, and
honest.”

While education on
the rating systems
used may take some
work, there's already a

positive perception and
relationship between
sustainability and
consumer packaged
goods. If you take the time
to create a system and
educate your consumers,
the return will be seen in
recognition for investing
in a social cause, efficient
production lowering costs
and generating greater
profitability, tax benefits
and an increase in product
value with consumers.
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Questions N

Here are four questions to get you started with your sustainable packaging initiatives:

1. Review how the Sustainable Packaging Coalition defines sustainable
packaging. Has your company initiated any of these points?

2. Research sustainable logo requirements and regulations. Do your
Initiatives fit?

3. Does a sustainable message fit your branding message?

4. Are you willing to give up secondary space on your packaging and
commit time in your marketing campaigns to educate and discuss
your sustainability?
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