
Packaging – What consumers think

can help to test products with prices from:

£449 per product

Sample base 278 

We know that packaging plays a vital role in product selection 

and in this highly competitive market it is more important than 

ever to get the packaging right to boost sales.

We surveyed 278 of our Neighbourhood Net to see how they look at packaging

What consumers say they want is an informative pack with an appealing product 

description and the ability to recycle after they’ve used it

They say that quality of design is not that important to them, but the response to a 

range of Value packs indicates that looking too cheap can be off-putting

Brand Name prompted a mixed response – a top three slot for 38% but least important to 1 in 5

What did 
we find 

out?

Important considerations for Food and Drink Packaging

Given the current economic 
climate, the retailers are 

extending their Value ranges and 
some, like Asda, have re-

launched their pack design to 
mixed reviews.

The packaging for the premium 
retailers’ Value Beans performed 
well but Tesco was the strongest 

of the mainstream 
supermarkets. Both Discounters 
and Co-op were considered the 

least appealing in design.

Information on Pack was the most important consideration for 34%

(with 32% opting for this in second place). 

Product Description played a vital role, in first place for 17% but a secondary 

consideration for a notable 31%

The ability to Recycle is clearly very important to some consumers – 22% selecting 

this as the most important factor and was far more important than sustainability of 

materials, quality of design or practicality of format

Baked Beans - Value Packaging

M&S Remarksable (51%)

Tesco Stockwell & Co (47%)

Essential Waitrose (35%)

Aldi Everyday Essentials (17%)

Lidl Simply (21%)

Co-op Honest Value (15%)

Asda Just Essentials (22%)

Sainsbury’s Hubbard’s (23%)

Very/quite appealing


