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The following examples of potentially misleading
packaging have been identified in shopping trips
during 2011 and 2012.

They were selected by John Noble of the British
Brands Group. Evidence has not been gathered to
confirm to what extent shoppers have been misled
by any of the examples.

Research shows that similar packaging increases
the incidence of mistaken purchase and increases
shoppers’ assumptions that the copy comes from the
same company or has the same quality and
reputation as the original. A summary of the most
recent UK research is provided at the end.
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Examples are presented side-by-side
for comparison purposes.

This is different to how products may
be presented to shoppers in store,
where subtle differences may pass
unnoticed.
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NIGHT CREAM

_ REPLENISHES, PROTECTS AND FIRMS

S0ml€1.69USH. Oz

NOURISHES, REPLENISHES AND FIRMS
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D anti-
dandruff

shampoo for frequent use

classic care
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* starts to work from
the very first wash

® lackles the cause of dry,
itchy or flaky scalp

* leaves hajr beautifully clean
With a healthier look and feel A

400 ml € 13,5 US . Oz
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anti-dandruff shampoo &
conditioner

for normal clean, conditioned N
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classic clean

ANTI-
DANDRUFF
CLASSIC
CARE
Shampoo

Frequent use
for normal hair
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Bel‘OC'Ca@
Tailored vitamins and minerals to set you up for a really good day

Fizzing with vitamins & minerals
to help support a busy lifestyle
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2 finger milk chocolate bars with
a dellcious wafer biscult centre

9x2 Finger
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CLINICALLY PROVEN 'I'O REUEVE THE PAIN OF SENSITIVE TEETH

MEL PROTECT:

with soothing aloe vera
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Specially formulated for people with sensitive teeth
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Strangthens 1ees? ' Great Regular Flavour

Fluoride Toothpaste

Fres.

CALCIUM & FLUORIDE TOOTHPASTE

romise

v'Strong Teeth « Healthy Gums + Fresh Breath
PROMISE CALCIUM & FLUORTANDPASTA PROMISE CALCIO & FLUORIDE DENTIFRIC!
PROMISE CALCIO Y PASTA DE DIENTES DE FLUORURO
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Copying can be systematic, with the original brand re-designing
to sustain distinctiveness, only to be copied again each time.
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Research

Key findings of 2009 consumer research:

64% agree that similar packaging can be confusing
38% agree they have been confused or misled
33% admit to having bought the wrong product
Similar packaging ‘calls to mind’ the familiar brand

A positive correlation between similar packaging and
— belief that the products come from the same source
— belief the mimic could be bought by mistake
— the likelihood of buying the product (ie. increased appeal)

Source: BMRB
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British Brands Group
100 Victoria Embankment, London EC4Y ODH

info@britishbrandsgroup.org.uk
www.britishbrandsgroup.org.uk




