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Introduction

Packaging contains a variety of visual information which 
enables it to communicate to consumers. Information 
provided on the packaging facilitates the consumers’ 
ability to use the product better, but also to make judg-
ments about the environmental aspects of the product. 
These ecological components can be presented through 
eco-labels. The main purpose of eco-labels is to identify 
consumer products which have reduced environmental 
impacts (Erskine & Collins, 1997; Gertz, 2005) by con-
veying information about the environmental implica-
tions of the products (Ben Youssef & Lahmandi-Ayed, 
2008). Interestingly, the product-related messages 
that convey information about the environment may 
have greater scope than messages related to health 
(Hidalgo-Baz, Martos-Partal, & González-Benito, 2017).

In general, people have positive reactions to products 
to which an eco-mark has been attached (Atkinson & 

Rosenthal, 2014; Faletar, Cerjak & Kovačić, 2016). The 
presence of an eco-mark can have an impact on how 
potential buyers identify the level of product quality, 
especially food. Previous research has shown that the 
presence of an eco-mark may contribute to consumers’ 
perception of a product, for example taste (Hemmer-
ling et al., 2013). Moreover, it can influence consumers’ 
behavior  (Dočekalová & Straková, 2011) and decision 
making (Drexler et al., 2018). For example, McEachern 
and Warnaby (2008) demonstrated how labels can play 
an important role in aiding purchase decisions. In their 
experiment, the majority of the participants expressed a 
purchase preference for food with a value-based label.

However, when it comes to consumer preferences, 
the label is not the only factor. Empirical evidence has 
showed that the packaging’s visual appeal can also 
influence the perception of product quality (Delgado, 
Gómez-Rico & Guinard, 2013; Magnier, Schoormans & 
Mugge, 2016; Wang, 2013).
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ABSTRACT

The aim of the study was to investigate whether the eco-mark on the prod-
uct packaging influences the perception of the product and the attractive-
ness of its packaging. In the first experiment, we tested three packaging 
designs (i.e. without eco-mark, with a standard Croatian eco-mark, with 
a redesigned eco-mark) using a rating scale for the measurement of per-
ceived quality and a selection task for the measurement of participants’ 
preferences. In the second experiment we manipulated the position of the 
eco-mark (i.e. in the center and in the corner) and tested its influence on 
the perceived quality and the attractiveness of the packaging. The results 
showed that the participants preferred packaging with the eco-mark, 
regardless of the variations in its design. The location of the eco-mark in 
the corner was better rated than in the center of the packaging, which 
indicates that people’s perception of the packaging seems to be more influ-
enced by the positon of the eco-mark than by its design characteristics.
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According to these findings, both eco-labelling and 
the visual appeal of the packaging can have a signif-
icant impact on consumers’ perception of the prod-
uct. Our study aims to investigate the impact of the 
eco-mark in the case of a particular food product 
(tea) from two aspects. The first is testing the con-
sumers’ preferences regarding the presence of the 
eco-mark. The second is to investigate the effects of 
the eco-mark on the visual appeal of the packaging.

Research questions

Food products are the most commonly bought items 
for most people in everyday life. The perception of food 
product quality can vary across different packaging char-
acteristics (Becker et al., 2011). For example, previous 
studies have shown that packaging color and shape can 
have an impact on people’s perception of a product (Ares 
& Deliza, 2010; Suzianti et al., 2015). Transparency of the 
packaging material can also be an influencing factor in 
evaluating product quality (Chandran, Batra & Lawrence, 
2009; Puyares, Ares & Carrau, 2010), as well as type of 
visual information (Ares et al., 2010; Dantas et al., 2004). 
As noted earlier, the presence of an eco-sign on the pack-
aging can also influence how people perceive product 
quality. In line with this, our first research question was – 
do consumers prefer tea with an eco-mark more than tea 
without it? An additional related question was – are the 
preferences influenced by the design of the eco-mark?

Further research questions refer to the visual attractive-
ness of packaging with an eco-mark. According to the 
results of some previous studies, the visual appeal of the 
packaging can play an important role in forming the per-
ception of product quality (Delgado et al., 2013; Magnier 
et al., 2016; Wang, 2013). It may affect buyers’ choices 
(Reimann et al., 2010; Van der Laan et al., 2012) and influ-
ence buying intentions (Magnier & Schoormans, 2015). 
Therefore, the secondary aim of this study was to inves-
tigate the effects of the eco-mark on the visual appeal 
of the packaging. In relation to this, our next research 
questions were: does the position of the eco-mark on 
the packaging affect the attractiveness of the packaging 
and does it play a role in the perception of quality?

Methodology

A two-part experiment was used to investigate the 
effects of the eco-mark on the participants’ percep-
tion. In the first part, we wanted to get an insight 
into the influence of the presence of the eco-mark 
and its design on people’s evaluation of the tea. In 
the second part, we aimed to compare the effects of 
the different positions of the eco-mark on the pack-
aging attractiveness and the perception of quality.

The stimuli for the experiment were pictures of fictional 
tea packaging. Tea was selected since this type of prod-
uct can be easily associated with ecological farming. 
Furthermore, tea was also selected in many previous 
studies oriented on packaging. For example, Vladić et 
al. studied the influence of tea packaging shape on peo-
ple’s perception (Vladić et al., 2016). Germelmann and 
Held (2014) investigated how images on tea packaging 
influence the formation of participants’ expectations. 
De Godoy et al. (2013) have found the relationship 
between tea packaging and participants’ satisfaction. 
Esmaeili, Henneberry and Ebneal (2013) have demon-
strated that tea packaging and labelling can be an 
influencing factor on participants’ hedonic valuation.

Experiment 1

Participants

Only those who stated that they had consumed tea reg-
ularly and care about environmental concerns were in-
cluded in the study. There were 31 participants, 11 men 
and 20 women (age range 19-62; mean age 37 years). All 
participated voluntary.

Samples

Three pictures of the front packaging were used as 
stimuli (Figure 1). They varied according to the appear-
ance of the eco-mark. The control packaging had no 
eco-mark. The other two packaging samples had an eco-
mark. One had a standard Croatian eco-mark, and the 
other one had a redesigned version of the eco-mark.

Figure 2 shows the standard eco-mark and our suggested 
redesigned version of it. The creation of the redesigned 
version was based on literature review. Several authors 
agreed on the importance of visual distinctiveness of the 
symbols (McDougall, de Bruijn & Curry, 2000). People 
respond more quickly to distinctive icons (Fleetwood 
& Byrne, 2006; Huang & Chiu, 2007). The distinctive-
ness of the redesigned version of the eco-mark in our 
study was achieved by making a thicker edge weight of 
the frame, as suggested by Korpi and Ahonen-Rainio 
(2015). By enhancing the contrast between the symbol 
elements and the background, the distinctiveness was 
even more emphasized. Additionally, we made the 
symbol as concrete as possible according to Lehto’s 
and Papastavrou’s recommendations (1993). We add-
ed an illustration of a leaf which can be both simply 
presented and easily interpreted. Finally, we changed 
the typeface in order to evoke pleasant and “natural” 
impressions. According to previous typeface-related 
studies, it is advisable to use curvature typefaces (Li & 
Suen, 2010) in handwriting style in this case (Henderson, 
Giese & Cote, 2004), so the design of the dominant 
textual part of the eco-mark was in line with this.
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The dimensions of the front packaging presented to the 
viewers were 70 x 120 mm. All of the packaging samples 
were designed using Adobe Photoshop CS6 software.

 » Figure 2: The standard (left) and redesigned (right) 
version of the eco-mark used in the experiment

Procedure

The experiment was carried out in an experimental 
room where the participants approached individu-
ally. They were seated in front of a computer screen 
(Lenovo computer display LEN L1900pA). The res-
olution of the screen was 1280 x 1024 pixels.

The participants were asked to view each of the pack-
aging samples and evaluate the quality of the tea, using 
a 7-point rating scale. The participants had to indicate 
the level of tea quality according to their personal 
opinion. They were encouraged to take as much time 
as they needed to observe all the elements on the 
packaging. The order in which the participants viewed 
the three packaging samples was counterbalanced. 
After the evaluation, the participants were asked to 

choose one of the packaging samples which they 
would select during their usual shopping activities.

Dependent measures

There were two dependent variables in the first exper-
iment: perceived quality of the tea and preferences. 
The perceived quality of the tea was measured using a 
7-point rating scale ranging from “unacceptable quali-
ty” to “high quality”. The preferences were measured 
through the number of participants who selected 
each of the packaging samples in the selection task.

Experiment 2

Participants

There were 29 participants, 11 men and 18 women 
(age range 19-61; mean age 36.24 years). None of 
them participated in the previous experiment.

Samples

Packaging samples were similar to those from the first 
experiment. Two pictures of the packaging were used as 
stimuli (Figure 3). In this experiment, they varied accord-
ing to position of the eco-mark. One packaging had the 
eco-mark located in the center of the packaging, which 
is considered to be more prominent, while another had 
the eco-mark in the bottom-right corner, considered to 
be less salient. The design of the eco-mark was taken 
from the first experiment - the redesigned version.

 » Figure 1: The packaging samples used in the first experiment
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Procedure

The procedure was the same as described in Experiment 
1. The participants were asked to view each of the two 
packaging samples and evaluate them without time 
limitation. In this experiment, they used a 7-point scale 
to rate not only the level of tea quality according to their 
personal opinion, but also the level of visual attractive-
ness of the packaging.

Dependent measures

There were two depended variables in this experiment: 
the perceived quality of the tea and the perceived attrac-
tiveness of the tea packaging. The perceived quality of 
the tea was measured using a 7-point rating scale ranging 
from “unacceptable quality” to “high quality”. The per-
ceived attractiveness was measured using a 7-point rat-
ing scale ranging from “unattractive” to “very attractive”.

Results

Experiment 1 – the influence of 
the presence of the eco-mark

To examine whether the eco-mark influences the percep-
tion of the quality of the tea, a repeated measures analy-
sis of variance was used. There was a significant effect of 
the presence of the eco-mark, F(2,60) = 13.54, p < 0.001. 
Additional post hoc analyses with Bonferroni correction 
showed no significant difference between the packaging 
with the redesigned and the standard eco-mark t(30) = 
0.17, p = 0.87. In contrast, the results indicated that the 

quality was perceived as higher when the packaging was 
presented with the redesigned eco-mark (M = 5.35, SD 
= 1.31) than without the eco-mark (M = 4.32, SD = 1.47), 
t(30) = –4.49, p < 0.001. Also, the quality was perceived 
as better when the packaging was presented with the 
standard eco-mark (M = 5.32, SD = 1.33) than with no 
eco-mark (M = 4.32, SD = 1.47), t(30) = –3.94, p < 0.001.

The participants’ frequencies of choices for each pack-
aging sample are given in Table 1. Cochran’s Q test 
showed a significant difference in participants’ prefer-
ences regarding the eco-mark, χ2(2) = 8.00, p < 0.05. 
The additional comparisons done by McNemar’s tests 
showed that there was no significant difference in 
participants’ choices between the packaging with the 
redesigned (48%) and the standard eco-mark (42%), 
p = 0.85 However, the control packaging was selected 
less frequently (10%) than the packaging with the rede-
signed (p < 0.05) and the packaging with the standard 
eco-mark, (p < 0.05). This suggests that the packaging 
with both versions of the eco-mark were more pre-
ferred than the packaging without any eco-mark.

Table 1
Participants’ choices of the packaging

Packaging sample N %

Control (without eco-mark) 3 10

With standard eco-mark 13 42

With redesigned eco-mark 15 48

 » Figure 3: The packaging samples used in the first experiment
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Experiment 2 – the influence 
of the eco-mark position

Paired t-tests showed that the position of the eco-mark 
had an impact on both the perceived quality and the 
attractiveness. The perceived quality was rated as higher 
when the eco-mark was positioned in the corner of the 
packaging (M = 5.41, SD = 1.12) than in the center  
(M = 4.79, SD = 1.01), t(28) = –2.84, p < 0.05. Similarly, 
the participants rated the attractiveness of the packaging 
better when the eco-mark was positioned in the corner 
(M = 5.03, SD = 1.09) than in the center (M = 4.34,  
SD = 1.17), t(28) = –3.18, p < 0.05. Figure 4 illustrates 
these results.

 » Figure 4: Mean ratings for packaging with different 
positions of the eco-mark

Discussion

In this study, we examined the influence of the eco-mark 
on people’s perception and preferences for tea pack-
aging. The examination revealed that the participants 
perceived the quality of the tea differently depending 
on the presence of the eco-mark and its position.

Our first experiment showed that the tea in the packag-
ing without any eco-mark was evaluated lower than the 
packaging with the eco-mark, regardless of the variations 
in its design. The result is in line with other previous 
studies which demonstrated the positive effect of eco-la-
belling on perceived quality (for example, Larceneux, 
Benoit-Moreau & Renaudin, 2012). This is the case even 
when ecological cues refer not only to the product, but 
also to the packaging itself - its sustainability (Bratić, Mil-
jković & Gajdek, 2018; Magnier et al., 2016), eco-friendly 
design (Magnier & Crié, 2015) and packaging environ-
mental claims (Ertz, François & Durif, 2017). Our finding is 
also supported by the studies which reported about the 
enhancement of taste perception of other food products 
with an organic label, such as yoghurt (Hemmerling et al., 
2013), coffee (Sörqvist et al., 2013) and chips (Lee et al., 
2013). Therefore, it may be that the perception of quality 

in our experiment was guided by the taste impressions 
that participants got in their everyday life, in which they 
associate the quality of food taste with organic origin.

The additional choice experiment showed consistent 
results in the participants buying preferences. Particular-
ly, the eco-marked packaging was preferred over the one 
with no eco-label. This is in accordance with Drexler et 
al. (2018) who pointed out that organic product labeling 
can play a significant role in consumers’ decision-mak-
ing. What is more, people are willing to pay more for 
eco-labeled food (Banovic et al., 2019; Lee et al., 2013). 
However, a few previous studies showed that, in some 
cases, there is no effect of the organic label on consum-
ers’ purchase intentions (Loebnitz, Schuitema & Grunert, 
2015). In certain circumstances (i.e. isolated use of an 
environmental cue on non-food packaging) the eco-label 
can have a negative effect on consumers’ perceptions 
and subsequent purchase intentions (Pancer, McShane & 
Noseworthy, 2017). Thus, our findings cannot be general-
ized to all product categories. Also, when arguing about 
different effects of eco-labels on people’s perception, 
the design of an eco-mark should be taken into consid-
eration. In our study there was a greater proportion of 
participants who chose the packaging with the rede-
signed version of the eco-mark over its standard version. 
Although statistically insignificant, this result implies that 
graphic designers should create eco-marks with special 
care. The reason is twofold. Good graphic design of an 
eco-mark can have a positive impact on both attracting 
the attention of potential buyers (Taufique, Siwar & 
Chamhuri, 2016) and the comprehension of the envi-
ronmental-related information (Polonsky et al., 2002).

After the first experiment revealed that the presence of 
the eco-mark on the packaging has a positive influence 
on the participants’ responses, our second experiment 
went further in the investigation of its other potential 
effects. We manipulated the position of the eco-mark 
(i.e. center vs. corner) in order to examine the influence 
on the participants’ evaluations. Our results suggest 
that the eco-mark located in the less salient position 
(i.e. the low-right corner) indicates better tea quality 
and increases the attractiveness of the packaging. This 
may be explained by the fact that people are used to 
view the packaging design in which organic labels are 
the least centrally positioned elements (Orquin et al., 
2019). Another reason could be the overlapping of the 
most informative element on the packaging (i.e. illus-
tration) and the eco-mark located in the center. This 
caused visual clutter which probably led to an impres-
sion of bad design. The positive effect of positioning the 
design element on the right side of the packaging was 
also demonstrated in the study by Simmonds, Woods 
and Spence (2018). However, our results are not com-
parable due to differences in the design of the stimuli.



22

Conclusions

In sum, the results of our experiments suggest that the 
eco-mark significantly influences how people perceive 
the quality of the tea and the packaging’s visual appeal. 
Both the perceived quality and the attractiveness seem 
to be more influenced by the positon of the eco-mark 
than by its design characteristics. Thus, in the process of 
designing and arranging visual elements on the packag-
ing, designers should not neglect the power of deliberate 
locating of the eco-mark. In this regard, future research 
is needed to explore the effects of various locations of 
the eco-mark which were not tested in our study. Fur-
thermore, our experiments dealt only with the packaging 
for tea. Different food product categories should also be 
investigated. Finally, due to the nature of our dependent 
variables (subjective evaluations), the characteristics of 
the participants should also be taken into consideration. 
It would also be interesting to see if the effect of the eco-
mark is consistent across various groups of participants, 
e.g. those who are not environmentally concerned.
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