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In recent years, LOHAS (Lifestyles of Health And Sustainability) has emerged as  
a constantly rising global phenomenon. The LOHAS trend contains major drivers 
for the package sector, such as a growing interest in personal health and well-
being, as well as in ecological, socially responsible and ethical products. Hence, 
the environmentally conscious and creative LOHAS consumers provide an inter-
esting research target for the packaging industry.

The Association of Packaging Technology and Research became focused on the 
LOHAS phenomenon, as our previous research project indicated that an expand-
ing number of environmentally conscious consumers also experienced value from 
design [1,2]. By launching this joint project, we wanted to gain a better under-
standing about the LOHAS lifestyles and these pioneering consumers. 

As the LOHASPACK project proceeded, it started to attract more attention from 
the packaging sector, both in Finland and internationally. The results of this pro-
ject have been presented at international packaging conferences, and they have 
raised considerable interest. 

More companies are beginning to integrate sustainability into their core strate-
gies and product development, realizing that packages are becoming the most 
important media for communicating these values to the end users.

This report presents the key findings of our three-year LOHASPACK project.  

The project was coordinated by The Association of Packaging Technology and 
Research (PTR). The other research partner was Aalto ARTS, and the workshops 
and seminars were facilitated by the Aalto MIND research group. The project was 
funded by The Finnish Funding Agency for Technology and Innovation (TEKES), 
and fourteen companies. In 2011–2014, the following companies were involved 
in the LOHASPACK project: Kanniston Leipomo, Kuulas Research Agency, HK 
Ruokatalo, Metsä Board, Anton & Anton, Atria, Coveris Rigid Finland, The Envi-
ronmental Register of Packaging PYR, The Finnish Corrugated Board Association, 
Myllyn Paras, Saarioinen, Stora Enso, Verman, and Westpak.

In this project we learned about LOHAS consumers and their relationship to 
packaging. We hope the readers enjoy our journey into the values, hopes, fears, 
and aesthetic preferences of LOHAS consumers. We also want to express special 
thanks to the participating business partners for their insightful discussions and 
feedback in the course of this project. 

Helsinki, November 2014

Virpi Korhonen
Satu Jokinen 
Markus Joutsela

Preface
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A new kind of consumer

LOHAS (acronym for Lifestyles Of Health And Sus-
tainability) is a global consumer trend that has been 
spreading from Japan and the USA since the late 
1990s. The Cultural Creatives [3] form the basis for 
the LOHAS segment.  

The LOHAS trend represents a new kind of consumer 
activism, containing major drivers for the package 
sector, such as an interest in personal development, 
health and well-being, as well as in ecological, socially 
responsible and ethical products. Hence, the environ-
mentally conscious and creative LOHAS consumers 
can provide packaging manufacturers and packagers 
with valuable insights. Of adult consumers, 20 % in the 
USA, 30 % in Japan, 33 % in Europe and 8 % in Austral-
ia, are estimated to represent the LOHAS segment [4].

In Finland, 10% of consumers aged 15-75 are con-
sidered as LOHAS heavy consumers. Their values are 
grounded in modern humanism, and they show a 
strong interest in social responsibility, aesthetics, as 
well as ecological and ethical products. They consider 
themselves creative and are satisfied with their lives. 
Up to 50% of LOHAS heavy consumers produce con-
tent in social media. 

LOHAS medium consumers account for 24% of all 
consumers. They support both modern and tra-
ditional humanism. They are equally interested in 
climate change and nature conservation. They prefer 
organic and ethical production and also encourage 
their friends to do so. They consider themselves as 
ordinary consumers and feel satisfied with their lives.
LOHAS light consumers account for 16 % of all con-
sumers. They have expressed an interest towards the 
LOHAS lifestyle, but have not yet applied it in their 
consumption behavior. The not-interested group 
(40 %) shows no interest in LOHAS values, but at the 
same time they do not feel uncomfortable with such 
selling arguments. The Anti-LOHAS consumers (10%) 
are unmotivated by LOHAS values and are unwilling 
to buy products aimed at this market.
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LOHAS consumer profiles

LOHAS GROUPS
N=1000

2014

LOHAS heavy 

LOHAS medium

24%

LOHAS light 

Not interested 

Are unmotivated by 
LOHAS argumentation 

and unwilling to buy 
products aimed

 at this market.

Values are grounded in modern humanism.
Strong interest in social responsibility, aesthetics, as well as in ecological 
and ethical products. 
They consider themselves creative and are satis�ed with their lives. 
Up to 50% of LOHAS heavy consumers produce content in social media.

Support both modern and traditional humanism. 
Are equally interested in climate change and nature conservation. 
Prefer organic and ethical production, also encourage their friends to do so. 
Consider themselves as ordinary consumers and feel satis�ed with their lives.

Show no interest in LOHAS values, but at the same time they do not 
feel uncomfortable with such selling arguments.

Have expressed an interest towards the LOHAS lifestyle, but have not yet 
applied it in their consumption behavior.

1 in three

Anti-LOHAS

40%

10%

16%

10%
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Knowledge and understanding

The aim of the three-year LOHASPACK research project 
was to: 

All publications related to this project are listed in 
Appendix A. 

CORNERSTONES OF LOHAS BEHAVIOR

1. increase and spread LOHAS knowledge and 
understanding in package value networks, 

2. study how LOHAS-related meanings (health, well-
being, ecology, ethical and social responsibility) are 
communicated and perceived in packaging, and

3. develop and test consumer research methods for 
studying multisensory package concepts. 

Health & well-being

AttentionEthical & social responsibility

AttentionEcology

LOHAS Strong drivers for
the packaging industry
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Surveys

The aim of the LOHASPACK surveys was to iden-
tify the main sources of value in packaging for the 
LOHAS consumers and study how LOHAS-related 
meanings are communicated and perceived. 

The surveys were conducted using an M3 Inter-
net panel in Finland in August–September 2011 
(N=1967) and February 2014 (N=1000). 

The survey data were weighted to represent the 
overall demographics of the Finnish population 
aged 15-75 years. The respondents were catego-
rized into five LOHAS groups based on the LOHAS 
classification developed by Tripod Research Ltd. 

The surveys contained the following measures: 

Package value for LOHAS consumers (2011 and 2014)
Evaluation of 43 value items on a 7-point scale (1= strongly disagree; 7= strongly agree). Part of the items were adapted from 
Uotila & Alakärppä 2011 [5].  

Perceptions of pro-environmental packaging (2011 and 2014)
Nomination of 5 most important characteristics of pro-environmental packaging  out of 11 pre-listed attributes.

Packaging preferences (2011)
Preference for 2 alternative packages for 15 different products.
Preference for packaging type, color and illustration style investigated for a fictional LOHAS-product (oatmeal cookie), 
applying an experimental design (10 alternatives for each element).

Packaging perceptions (2014)
Evaluation of 5 visual images of a LOHAS-relevant product (oatmeal) on a 7-point semantic differential attribute scale.
Evaluation of 6 most common packaging materials on a 7-point semantic differential attribute scale.

Values & perceptions
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Accompanied shopping & 
home interview

A qualitative study was conducted to validate the main 
findings of the LOHAS surveys and to identify the role 
of packaging in LOHAS consumers’ everyday decision 
making processes. 

Each round of accompanied shopping and following 
thematic interviews held at participants’ homes lasted 
approximately three hours. The participants were 
recruited from Research Insight Finland’s qualitative 
panel, qualified either as LOHAS heavy (n=5) or LOHAS 
light consumers (n=5), applying the Tripod Research’s 
LOHAS screener. All participants lived in the Helsinki 
metropolitan area. Their ages ranged from 30 to 51 
years, and they had at least one child living at home.

The participants were asked to do their regular grocery 
shopping and explain their choices of products. In 
addition to this, conversations were generated about 
products and packaging in six pre-chosen product cat-
egories. The categories were coffee, juice, beer & cider, 
cultured dairy, bakery products and dish detergents. 
The aim of these discussions was to prompt opinions on 
ethical and health issues and choices between different 
kinds of packaging. 

EXAMPLES OF SHOPPING BASKETS IN 
ACCOMPPANIED SHOPPING STUDY

They say they do, but do they?

2014
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Expert interviews

To complement the quantitative data on the visual 
image of Finnish oatmeal packages collected in the 
2014 survey (Chapter 2.1), an additional set of expert 
interviews (N=10) was conducted using the same 
stimulus material. 

The aim was to learn whether professional packaging 
designers view the oatmeal packages and their mes-
sages in the same way as consumers do. 

The underlying assumption was that designers work-
ing in visual communication can easily evaluate and 
describe how the sample packages communicate and 
express different ideas through visual means. The se-
mantic scales applied in the survey were transformed 
into semi-structured interview questions. Ten profes-
sional designers were interviewed, but only nine were 
used in the final analysis (one of the designers was 
unfamiliar with the Finnish culture and market).

THE EVALUATED OATMEAL PACKAGES

Pros vs. consumers

2014
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Eye tracking & 
electroencephalogram (EEG)

Survey data or focus group discussions are often criti-
cized for their poor reliability. Participants are suspect-
ed to provide the researchers with the ”right” answers 
instead of expressing their true opinions or prefer-
ences. Hence, there is a growing interest in research 
methods that can capture subconscious reactions.

The aim of the experiment was to study the benefits, 
challenges, and opportunities of eye tracking and EEG 
for package testing purposes. A total of 90 personal  
experiments were conducted in Helsinki in August 
2012. The respondents were asked to evaluate pack-
ages of two traditional Finnish foodstuffs: frozen rice 
pastry (4 visual images) and ready prepared casseroles 
(4 visual images). 

Of the respondents, 30 took part in both of the experi-
ments, 30 participated in eye tracking, and the remain-
ing 30 in EEG. After the experiments, all respondents 
filled out a questionnaire.

The research partners in the study were Tutkimusto-
imisto Puosi (eye tracking), Exakti Intelligence (EEG), 
and Research Insight Finland (the questionnaire and 
field work).

RESEARCH SETTING OF EYE 
TRACKING & EEG STUDIES

N=90

Experimentation

Cell 1 n=30 Cell 2 n=30 Cell 3 n=30

5-45 min

10 min

10 min

15 min

Recruiting

Survey
questionnaire

Survey
questionnaire

Survey
questionnaire

EEG EEG

Eye tracking

Recruiting Recruiting

Eye tracking

2012
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Online research community (ORC)

The rapid development of Web 2.0 technology has ena-
bled new types of online research methods. The collec-
tive intelligence of online communities or “crowds” can 
be harnessed to contribute actively to bodies of knowl-
edge, work or value by means of crowdsourcing. 

An online research community is a community set up 
by researchers for a limited period of time. It is “a group 
of people who have been provided with an online envi-
ronment in which to interact with each other (and the 
client and researcher) about topics related to a research 
interest.” [6] It can be used for information collection, 
innovation and co-creation using a variety of stimulus 
materials and means.

A total of 137 participants were recruited to a closed 
online platform (IdeaBlog by Millward Brown), with 86 
of them as active participants. The discussion topics 
and tasks were predetermined by the researchers, and 
new topics were introduced daily over a period of thir-
teen days. The discussions were moderated in order to 
keep them on topic, and to propose additional ques-
tions when required.

WHAT ORC IS

Research on a closed online platform

Online community

Collective intelligence

Curated crowdsourcingORC

Each day consisted of 1–3 themes with different types 
of tasks. The order of topics and tasks was predesigned 
to give a sensible structure to the process, and to 
streamline information collection.

Applied tasks were categorized on two dimensions: 
task orientation and type of stimulus. 

Task orientation describes the nature of the sourced 
data, i.e. informative, reflective, or ideative. Type of 
stimulus refers to the provided material that was as-
sociated with the tasks.

Daily research themes and tasks

Task types

2012
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Online research community (ORC)
DAILY RESEARCH THEMES AND TASKS

Package communication
Emotional value of packages
Visual & aesthetic packages

Personal introduction
Packages and I

Price image of packages
Designer packages
Package communication

Misleading packages
Natural packages

Functional packages

Ecological packages

Day 1

Day 3

Day 2

Day 5

Day 6/7

Day 4

Multisensory packagesDay 7

Packages and food lossDay 8/9

Preferences for packaging materialsDay 10

Packaging and brandingDay 11

Package labellingDay 12

Closing and feedbackDay 13

2012
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Online research community (ORC)
ONLINE RESEARCH COMMUNITY TASK TYPES

1.

2.

4.

Visual material:
Voting, rating, 
and sorting 
visual material

Re�ection 
on presented 
visual material

Ideation based 
on presented 
visual material

Output of 
assignment

Re�ection 
(on) assignment

Ideation based 
on assignment

Thematic 
discussion

Personal 
experience 
on topic

Ideation based 
on topic

Assignment:

Given topic:

Informative Re�ective

Task orientation

Type of stim
ulus

Ideative

3.

5.

6.

7.

8.

9.

2012
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Quick Response (QR) 
code studies 

QR codes are becoming common in packaging, yet 
they are rarely used as a means to collect consumer 
feedback on products for research purposes. The aim 
of the QR studies was to study the application of QR 
codes for marketing purposes and collecting cus-
tomer feedback.

A total of four QR code studies were conducted in 
April-September 2013.

The first study took place at Anton&Anton, a grocery 
store operating in the LOHAS market. A total of 1200 
QR codes were installed in take-out soups (n=300), 
salads (n=300) and ready-prepared meals (n=600). 
The codes offered means to give feedback on the 
purchase, to place an order for Easter lamb, or to 
subscribe to a customer letter. 

The second study consisted of 2 focus groups (n=16), 
discussing the following issues:

 » attitudes and experiences from QR codes
 » expectations for QR codes
 » obstacles for using QR codes
 » motives for using QR codes

Turning the tide to feed-back

The third study took place in a pharmacy, where a 
total of 100 packages of RELA probiotics were fur-
nished with QR codes and sold in a period of 2 days. 
The code contained a mobile survey studying cus-
tomer knowledge on probiotics and their opinions 
on the product and its package.

The fourth study took place on the Internet, as 150 
probiotic package samples were distributed to the 
current users through the RELA Facebook group. The 
code contained the same questionnaire that was 
used in the third study.

The research partners were Opinator Nordic (QR cloud 
services) and Kuulas Research Agency (focus groups).
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Quick Response (QR) 
code studies 

Anton & Anton studies

EXAMPLES OF QR CODES FOR ANTON & ANTON
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Soup Meal Salad

2013
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Quick Response (QR) 
code studies 

 EXAMPLES OF QR CODES FOR RELA & 
RELA QR CODE RESEARCH QUESTIONNAIRE

Rela studies

2013
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Seminars & workshops 

LOHASPACK organized three open seminars (Appen-
dix B). 

The themes of the seminars were planned around the 
cornerstones of the LOHAS trend, i.e. health and well-
being (2011), environment (2013), and ethical and 
social responsibility (2014). 

Each seminar attracted up to 200 participants from 
all sectors of the packaging value chain, representing 
material and packaging manufacturers, brand owners, 
design and printing, retail, research, and material 
recycling. 

The seminar presentations are available at the PTR 
website www.ptr.fi/lohaspack.

Seminars

CLOSING SEMINAR LOHASPACK HIGHLIGHTS
2014

LLLOOOOOOOOOOOOHHHHAAAAAAAAASSSSSSSSPPPPPAAAAAAAAPAAAAA KKCCCCKKKKCC HHHHigggggg hhhhhtttttttssssssLOHASPACK Highlights
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Seminars & workshops 

Six project workshops were arranged with the LOHAS-
PACK companies. The workshops were facilitated by 
Aalto MIND research group. 

The themes of the workshops were:

For example the topics for Dream audit 2011 were:

Workshops

1. Dream audit (13.9.2011)
2. Researcher workshop (15.2.2012)
3. Packages reducing food waste (18.4.2012)
4. Eye tracking demonstration (2.10.2012)
5. Smart & Fresh! (9.10.2013)
6. Sustainable Design Tool Kit demo (9.4.2014)

 » It is year 2020: How would you describe a perfect 
packaging user experience?

 » If packages were the number one media in 2020, 
what would they be like?

 » Flexible package size: If every consumer had a 
chance to purchase the right size of package, 
what would that mean in practice?

SUSTAINABLE DESIGN TOOL KIT DEMO
2014
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Student collaboration 

Parts of the LOHASPACK project were carried out in col-
laboration with students of the Aalto University and the 
Lahti Institute of Design and Fine Arts. 

In 2012, LOHASPACK collaborated with the Aalto Univer-
sity’s Mind! course at the Aalto Design Factory. The course 
aims to create innovations, challenge old conventions and 
shake common assumptions. As a course assignment, a 
group of students received the following challenge from 
LOHASPACK: “How can packages reduce food waste?”  
The output of the assignment can be viewed at: https://
www.youtube.com/watch?v=087318cD7s0

Another form of collaboration took place with the Aalto 
University’s PACK-AGE course in the spring of 2012. Five 
LOHASPACK business partners – Atria, Saarioinen, Verman 
and Anton & Anton in collaboration with Kanniston Leipo-
mo – gave briefs to interdisciplinary student teams. The 
developed concepts are presented on the next pages.

In 2013, a packaging design competition was organized 
for the 3rd year packaging major students at the Lahti 
Institute of Design and Fine Arts. The developed concepts 
were presented to and evaluated by “Lion’s lair board 
members” in the LOHASPACK annual seminar of 2013.

MIND! course, PACK-AGE course and LAMK

MIND! COURSE: HOW CAN PACKAGES 
REDUCE FOOD WASTE?

2012
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PACK-AGE COURSE STUDENT WORK 
Student collaboration 2012
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LAMK: Lion’s lair design challenge

Lion’s lair was part of the programme for the 2013 
LOHASPACK seminar. 

The presented student cases

Responsible teacher

The lions & lionesses of the lair

 » Musch – LOHAS dogfood concept packaging* 
By Jenna Virrankari & Heidi Holopainen

 » Shirts and Stuff – sustainable packaging for online retail 
By Iina Havo & Rikhard Hormia

 » Karhu Active – user-friendly & renewable materials 
packaging for heart rate monitor 
By Juuso Känkänen & Saara Marjanne

*winners

 » Noora Nylander, LAMK: Lahti Institute of Design and 
Fine Arts

 » Annukka Leppänen-Turkula, The Environmental 
Register of Packaging PYR

 » Jonas Skuthälla, Oy Westpak Ab
 » Nina Hietalahti, Anton & Anton Oy
 » Eija Jokela, The Finnish Corrugated Board Association
 » Mari Savio, Uudenmaan taidetoimikunta

ECO-VALUE BY PACKAGING 
SEMINAR INVITATION

Student collaboration 2013
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LION’S LAIR STUDENT WORK

MUSCH - LOHAS DOGFOOD CONCEPT AND PACKAGING
BY JENNA VIRRANKARI & HEIDI HOLOPAINEN

SHIRTS AND STUFF – CLOTHES PACKAGING CONCEPT FOR INTERNET RETAIL
BY IINA HAVO & RIKHARD HORMIA

KARHU ACTIVE – USABILITY CONSCIOUS & RENEWABLE 
MATERIALS PACKAGING FOR KARHU HEART RATE MONITOR

BY JUUSO KÄNKÄNEN & SAARA MARJANNE

Student collaboration 2013
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Research exchange 

The Michigan State University School of Packaging is 
one of the leading schools in packaging education. 
Since 1950, a total of 7000 students have graduated 
from this school and work as packaging professionals 
world wide.

A LOHASPACK research exchange to the MSU School 
of Packaging took place in March-May 2013. Virpi   
Korhonen visited professor Laura Bix and her Packag-
ing Hub research team.

The travel journal of the exchange was published in 
the Finnish Packaging Magazine 8/2013.

MSU School of Packaging

RESEARCH EXCHANGE
2013
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LOHAS demographics & 
pro-environmental behavior 

The demographic profiles of the LOHAS groups show 
gender to be strongly related to LOHAS values. Both in 
2014 and 2011, 62% of the LOHAS heavy consumers 
were female, while in the Anti-LOHAS group the same 
portion consisted of men. 

The age profiles of the LOHAS groups address a particu-
lar generation that is highly represented in the LOHAS 
segments: the so-called ”Great generation”, or Baby 
Boomers born in the years after World War II. They have 
experienced the scarcity and poverty of the post-war 
era in Finland, so motives for sustainable behavior could 
also be grounded in their experiences. 

Education levels were also found to be somewhat re-
lated to LOHAS values. Especially in the 2014 data, high 
education levels were found among the respondents 
within the LOHAS heavy group.

The respondents evaluated the most important char-
acteristics of pro-environmental packaging. Recyclable 
packaging and packaging made of recycled materials 
were of major interest in the LOHAS heavy and medium 
groups, as compared with the total population.  

LOHAS groups by gender

LOHAS GROUPS BY GENDER
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
LOHAS light n=159 (285) 

Not interested =387 (824) 
Anti-LOHAS =107 (191) 

N=1000 (1967)

LOHAS heavy

LOHAS medium

LOHAS light

Not interested

Anti-LOHAS

Female Male

33% (42%) 67% (58%)

47% (45%) 53% (55%)

53% (49%) 47% (51%)

55% (56%) 45% (44%)

62% (62%) 38% (38%)

2014 (2011)

The relations to the values
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LOHAS demographics & 
pro-environmental behavior 

LOHAS groups by age

LOHAS GROUPS BY AGE
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
LOHAS light n=159 (285) 

Not interested =387 (824) 
Anti-LOHAS =107 (191) 

N=1000 (1967)

LOHAS heavy

LOHAS medium

LOHAS light

Not interested

Anti-LOHAS

18-24 25-34 35-44 45-54 55-65 65-75

13% (16%)

25% (19%) 33% (18%) 19% (18%)

17% (17%) 17% (19%) 20% (20%) 22% (19%) 16% (16%) 8% (10%)

6%(4%)9% (22%)8% (20%)

17% (14%) 12% (15%) 16% (14%) 18% (23%) 22% (19%) 15% (14%)

12% (13%) 16% (14%) 20% (17%) 21% (27%) 18% (14%)

13% (13%) 13% (10%) 17% (13%) 29% (26%) 16% (22%)12% (16%)

2014 (2011)
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LOHAS demographics & 
pro-environmental behavior 

LOHAS groups by education

LOHAS GROUPS BY EDUCATION
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
LOHAS light n=159 (285) 

Not interested =387 (824) 
Anti-LOHAS =107 (191) 

N=1000 (1967)

LOHAS heavy

LOHAS medium

LOHAS light

Not interested

Anti-LOHAS

Primary Vocational Bachelor Master

42% (50%)

28% (18%) 55% (57%) 9% (19%) 7% (6%)

17% (15%) 56% (52%) 18% (22%) 9% (11%)

10% (12%) 57% (56%) 14% (20%) 18% (12%)

13% (16%) 53% (54%) 21% (17%) 14% (13%)

20% (16%) 25% (13%)11% (20%)

2014 (2011)
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LOHAS demographics & 
pro-environmental behavior 

LOHAS pro-environmental behaviors*

DESCRIBES ME OR MY ACTIONS WELL OR VERY WELL 
LOHAS heavy n=99 

LOHAS medium n=248  
Finnish population 15-75 yrs N=1000 

*Some of the behavioral items were included in the 
LOHAS screener byt Tripod Research

I sort household 
waste carefully.

51%

92%
73% I recycle empty 

cans and bottles.

85%

100%
97%

I try to avoid 
products that are packed 

in too many packages.
35%

86%
62%

 When choosing detergents 
I consider their impact 

on the environment.
26%

72%
52% I prefer organic products.

21%

67%
36% I prefer eco-friendly products.

36%

92%
69%

  I prefer products made of 
natural/organic materials.

26%

76%
46% I prefer non-toxic products.

47%

81%
71%

I want the products I buy 
to be made of recyclable 

or reusable materials.
23%

75%
41%

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

2014
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LOHAS demographics & 
pro-environmental behavior 

LOHAS perceptions of pro-environmental packaging

Packaging material 
is recyclable.

56% (59%)

(83%)82%
75% (76%)

The package functions and
empties in such a way

 that no product is wasted.
43% (44%)

(42%)42%
42% (42%)

Package can be
 returned and refilled.

43% (44%)

(36%)36%
46% (47%) Package is manufactured

from renewable resources.

42% (43%)

(47%)47%
50% (50%)

50% (51%)

(58%)58%
55% (55%)Package is manufactured

 from recycled material.

45% (46%)

(48%)49%
46% (46%)Package is biodegradable.

44% (45%)

(37%)37%
44% (46%)Packaging material can

be recovered as energy.

Package consists 
of as little material 

as possible.
43% (44%)

(52%)53%
44% (44%)

35% (36%)

(32%)33%
27% (27%)

The package folds up 
so that it takes up little 

space in waste bin.

31% (32%)

(28%)27%
32% (32%)

The package can be used for
other purposes, for example

as a storage container.
11% (11%)

(8%)8%
10% (10%)Package contains only

single type of material.

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

DESCRIBES ME OR MY ACTIONS WELL OR VERY WELL 
LOHAS heavy n=99 

LOHAS medium n=248  
Finnish population 15-75 yrs N=1000 

2014 (2011)
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Environmental

Informational

Functional

Symbolic & 
expressive

Aesthetic &
emotional

Instrumental

Price

consumer
FOr the
Package value

DIMENSIONS OF PACKAGE VALUE 
FOR THE CONSUMER

Package value for LOHAS 
consumers 

2014
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Package value for LOHAS 
consumers 

One of the most important tasks of packages is to add 
convenience of use to the packaged products. 

In packages, consumers value functional benefits 
such as easy-to-open, increased product safety and 
appropriate sizes. LOHAS heavy and medium seg-
ments rated functional benefits higher than the 
respondents on average. 

The largest difference between the LOHAS heavy and 
medium segments as compared with the total popu-
lation was measured within the preference for appro-
priate package sizes in order to reduce food wastage. 

Functional value

STRONGLY OR SOMEWHAT AGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

I always choose a package
from which I can clearly see that 

no-one has opened it before me.

Packages with empty
space make me angry.

I prefer packages that
 provide long shelf life.

I often choose packages 
based on their functionality.

I can think of several packages
 that I avoid buying because 
they are too difficult to open.

To avoid wasting food,
 I prefer appropriate 

packaging sizes.

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

100 %

(73%)75%

(79%)79%

51% (54%)

50% (51%)

24% (41%)

17% (27%)

43% (48%)

56% (59%)

66% (59%)

(40%)30%

(54%)45%

(61%)62%

(60%)63%

20% (30%)

28% (49%)

58% (54%)

45% (55%)

70% (65%)

Accompanied shopping:
For me empty space means more 
packaging and is wasteful.

2014 (2011)
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Package value for LOHAS 
consumers 

Another important task for the packages to fulfill is to 
provide product information. 

According to the surveys conducted in 2011 and 2014, 
LOHAS consumers pay much more attention to the 
origin of products than average consumers. 

Informational value

STRONGLY OR SOMEWHAT AGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

I always check the producer
and country of origin when

I buy private label products.

Before buying,
I carefully read the product

descriptions on packages.

I prefer packages that
 clearly show the producer
and origin of the product.

100 %

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

(48%)50%

(55%)60%

(74%)71%
40% (47%)

26% (24%)

33% (32%)

38% (31%)

47% (41%)

53% (54%)

Accompanied shopping:

Accompanied shopping:

I don’t want these (products) from 
that country, the environment 
there is not in a condition to grow 
healthy produce.

They’re trying to make me believe 
this is Finnish by leaving out the 
country of origin all together.

2014 (2011)
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Package value for LOHAS 
consumers 

After the package has fulfilled its task to provide con-
sumers with products in perfect condition, the package 
must be disposed of. 

Since the 1990s, environmental issues related to pack-
aging have been a popular topic. Since then, package 
recycling systems have developed, and the amounts of 
packaging per unit of product weight have decreased be-
cause of lighter and more efficient packaging materials. 

For an increasing number of consumers, especially for the 
LOHAS segments, sustainable packaging has become 
one of the most important choice criteria for products.

Environmental value

STRONGLY OR SOMEWHAT AGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

I buy non-packaged food,
if possible.

I feel guilty buying
environmentally

 harmful packages.

I won’t buy products if I
 think they’re over-packaged.

I like buying products with
recyclable packaging.

Environmentally harmful
packaging stops me

 from buying a product.

I’m willing to pay a higher
price per kilo for products

with environmentally
friendly packaging.

I value re-usable packaging.

14% (14%)

41% (35%)

45% (38%)

21%(19%)

22% (22%)

(33%)40%

(55%)73%

(60%)73%

18% (20%)

10% (12%)
(34%)33%

14% (18%)

62% (41%)

64% (44%)

(41%)55%
35% (23%)

(33%)53%
33% (30%)

22% (27%)
(46%)50%

29% (33%)

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

100 %

2014 (2011)

Accompanied shopping:
I would be happy to pay 
30 cents more per kilo for 
unpackaged organic apples. 
But for now I have no choice, 
so I just live with the guilt.
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Package value for LOHAS 
consumers 

As the emphasis of consumer marketing is shifting 
from mass media to retail environments, the role of 
package design has gained importance as a vehicle for 
marketing communication.

About 70% of purchase decisions are made at the point 
of sale, and on average, each package receives 0.6 
seconds of consumer attention. In many retail envi-
ronments, the package is the most important media 
for communicating product benefits to the consum-
ers, acting as a salesperson between the company 
and the consumer.
 
Packaging design has become a key factor in marketing 
communication, not only selling the product but also 
creating symbolic meanings and acting as a means 
for self expression adding up to the total value of the 
product. According to the survey results, LOHAS con-
sumers experience higher symbolic or expressive value 
than the respondents on average.

Symbolic & expressive value

STRONGLY OR SOMEWHAT AGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

Statements applied from Uotila & Alakärppä 2011 [5]

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

On the street, I easily notice
people carrying packages

or bags of brands.

I often buy products with
packaging that stands out from

 the others in a positive way.

I pay attention to packaging
when I’m shopping for myself.

I could pay more
 for individually

 packaged products.

I avoid buying
 cheap-looking packages.

I seldom look at the price
 tag, if a product has an

 especially appealing package.

I’m willing to pay more
for packaging designed

by famous designers.

17% (18%)

11% (11%)

9% (12%)

8% (9%)

6% (7%)

(31%)34%

(20%)23%

22% (25%)

14% (11%)

(19%)21%
11% (15%)

(9%)18%
10% (12%)

(10%)12%
9% (11%)

4% (4%)
(7%)12%

6% (5%)

5% (6%)
(9%)10%

5% (7%)

50 %

2014 (2011)
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Package value for LOHAS 
consumers 

Aesthetic & emotional value

Sometimes consumers establish emotional bonds 
with packages. These are usually packages that bring 
us childhood memories, the packages that grandma 
had, confectionary packages, or packages with a retro 
design. Packages creating aesthetic or emotional value 
usually inspire artists, clothing or interior designers. 

One in four LOHAS heavy consumers stated that they 
might keep a package because it’s pretty.

STRONGLY OR SOMEWHAT AGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

Statements applied from Uotila & Alakärppä 2011 [5]

Packages that I keep are often
 connected with a particular

 experience or story.

I collect unusual packages.

50 %

I keep some packages
because they are pretty.

(25%)29%
18% (13%)

21% (14%)

15% (14%)

6% (5%)

(31%)21%
21% (19%)

(14%)10%
8% (5%)

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

2014 (2011)

Accompanied shopping:
This product feels like it was made 
for people like me, it looks urban, 
northern and eco-conscious!
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Package value for LOHAS 
consumers 

Price value

Some consumers prioritize a low price over other 
product characteristics. Yet the package has to fulfill 
its tasks, i.e. protect and preserve the product on its 
way from the producer to the end user. If the package 
fails, it will result in product loss and higher prices. 

High preference for low priced products cannot usu-
ally be explained by consumer values, but rather by 
household income levels. 

However, in this survey, LOHAS heavy consumers were 
stated to be more active in preserving or freezing 
portions of large packages.

STRONGLY OR SOMEWHAT AGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

I buy all products based on
 package size available per kilo.

With food products, I often prefer
 the cheapest package sizes,

and I preserve or freeze a
portion of the food.

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

100 %

(55%)57%
40% (37%)

34% (35%)

48% (38%)

(39%)51%
39% (41%)

2014 (2011)

Accompanied shopping:
Also, the non-marinated meats 
are better value for money, 
because then I don’t pay for the 
extra weight of the sauce.
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Package value for LOHAS 
consumers 

Instrumental value

From manufacturers’ viewpoint, the package has to ful-
fill basic requirements, i.e. provide protection, contain-
ment, preservation and information, and promote the 
product. Normally consumers tend to underestimate the 
importance of packages. However, the surveys showed 
that not all consumers feel that packaging is indifferent. 

Of the LOHAS heavy consumers, 50% said they pay 
attention to packaging materials.

STRONGLY OR SOMEWHAT disAGREE 
LOHAS heavy n=99 (197) 

LOHAS medium n=248 (471) 
Finnish population 15-75 yrs N=1000 (1967)

Statements applied from Uotila & Alakärppä 2011 [5]

50 %

I often throw away
 packages without paying

 them any special attention.

The appearance of packaging
 is not important to me,

it’s the price that counts.

I don’t care what material
packages are made of.

I only consider packaging
as protection for products.

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

(50%)51%
24% (29%)

34% (32%)

(38%)31%
16% (20%)

18% (26%)

(15%)17%
8% (10%)

(21%)15%
8% (13%)

7% (10%)

6% (13%)

2014 (2011)

Accompanied shopping:
I have to choose this one in 
carton packaging because I 
fear the chemicals in the can 
absorb into the product.
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Observed similarities in LOHAS 
heavy & light consumers 

Observed similarities

The rounds of accompanied shopping and home 
interviews showed the shopping baskets and major 
concerns of the LOHAS heavy and light consumers 
to be very similar. If this is the case, it suggests that 
50% of the Finnish population share the same driv-
ers for grocery shopping.

The participants based most of their decisions on 
health grounds, which resulted in a high preference 
for unprocessed food and fresh ingredients for home 
cooked meals. All participants shared a critical view 
on materialism combined with a concern for nature. 

The study revealed various obstacles for purchasing. 
From the packaging perspective, the obstacles were 
the types of packaging that were perceived as health 
risks, too large, manufactured from unrenewable 
materials, heavy, bulky, or too energy-intensive to 
produce and reproduce.

The likemindedness of LOHAS light and LOHAS 
heavy consumers suggests that the main differences 
between the groups are mostly outside the grocery 
stores and fridges.

Personal health
is a strong driver
for food choice.

Preference for home cooked
food with fresh and
unprocessed ingredients.

Concern for human 
destruction of nature and 

heavy use of chemicals.
Critical view on materialism.

Type of packaging can be 
an obstacle for purchase.

LOHAS heavys
LOHAS lights &

OBSERVED SIMILARITIES BETWEEN 
GROUPS IN ETHNOGRAPHIC STUDY 

LOHAS heavy n=5 
LOHAS light n=5

2014
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Observed similarities in LOHAS 
heavy & light consumers 

Observed differences

Although similar on topic level, a closer look at the 
participants’  shopping baskets and the conversations 
reveals differences in attitudes between the groups. 

There were differences in what they considered healthy, 
how they allocated responsibility, how thrustworthy big 
business was seen, their consideration for environmen-
tal issues and in the intensity of their feelings of guilt.

Of these topics, consideration for environmental issues 
was strongly linked to packaging. All participants vo-
calized concerns for the environment, but the LOHAS 
heavy consumers considered it more already at grocery 
stores. Together with balancing health risks, environ-
mental concerns either drove their choices or caused 
frustration with the available selection of products 
and/or packaging. 

The LOHAS light consumers did make similar choices, 
but based them more often on their personal prefer-
ences. For example, less clutter with less plastic bags.

 OBSERVED DIFFERENCES BETWEEN 
GROUPS IN ETHNOGRAPHIC STUDY 

LOHAS heavy n=5 
LOHAS light n=5

Perception of “healthy”
More 

independent
More 
mainstream

AttentionSense of responsibilityOften 
global

Often
externalized

AttentionAttitude towards big brandsUntrust Trust

AttentionEnvironmental issuesOften
considered

Less
considered

AttentionSense of guiltIntense
Often
lighter

LOHAS heavys LOHAS lights

2014
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Material preferences and 
perceptions

Material preferences

Respondents evaluated fifteen products with two 
alternative packages. 

Overall, there were no large differences between 
the LOHAS heavy and medium groups and the total 
population. The LOHAS consumers showed slightly 
higher preferences for cartonboard over tin, glass 
over plastics, and paper over plastics. 

 WHICH PACKAGE WOULD YOU CHOOSE
LOHAS heavy n=197

LOHAS medium n=471
Finnish population 15-75 yrs N=1967

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

24%22%15% 85% 78% 76%

2011
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Material preferences and 
perceptions

Material preferences

 WHICH PACKAGE WOULD YOU CHOOSE
LOHAS heavy n=197

LOHAS medium n=471
Finnish population 15-75 yrs N=1967

45% 38%35%55% 65% 62%

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

2011
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Material preferences and 
perceptions

Material preferences

 WHICH PACKAGE WOULD YOU CHOOSE
LOHAS heavy n=197

LOHAS medium n=471
Finnish population 15-75 yrs N=1967

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

35%38% 62% 61%28% 72%

2011
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Material preferences and 
perceptions

Material preferences

 WHICH PACKAGE WOULD YOU CHOOSE
LOHAS heavy n=197

LOHAS medium n=471
Finnish population 15-75 yrs N=1967

LOHAS heavy LOHAS medium Finnish population 15-75 yrs

48% 36%37% 52% 63% 64%

2011
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MATERIAL IMAGES USED IN STUDY
Material preferences and 
perceptions

Material perceptions

Respondents evaluated six most common packaging 
materials in 2014. 

Fiber-based materials, i.e. cartonboard and paper, 
were perceived as the most inexpensive, natural and 
pro-environmental.

Glass was rated as the most hygienic and beautiful of 
all the materials.

Plastics received high ratings as the most everyday 
and ordinary material. It was also rated as the least 
natural and pro-environmental. 

Aluminum and tin received very similar ratings. The 
differences between material perceptions were that 
aluminum was perceived as modern, everyday and 
inexpensive, while tin was rated as old fashioned, less 
everyday and more expensive. As with plastics, both 
materials received low ratings for being natural and 
pro-environmental. 

2014
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WHICH ATTRIBUTES DESCRIBE THE MATERIALS
N=1000 

+++ ++ + 0    +  ++ +++

+++ ++  +    0       +   ++ +++

Modern

Everyday

Inexpensive

Beautiful

Natural

Hygienic

Safe

Environmentally
 friendly

Oldfashioned

Prestigious

Expensive

Ordinary

Unnatural 

Unhygienic

Risky 

Environmentally 
harmful

Aluminum Cartonboard Glass Plastics Paper Tin

Material preferences and 
perceptions

2014
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LOHAS consumers’ preferences for visual 
packaging design 

Type, color & illustration styles

With growing environmental concerns, sustainability 
has become a significant issue in the packaging indus-
try in recent years. A number of studies have identified 
consumer groups with a clear interest in ecological 
lifestyles, green consumerism, and sustainable pack-
aging. However, few studies address the aesthetic 
tastes of these consumer groups. 

An experimental food package design was presented 
in the LOHASPACK 2011 survey, with 10 systematically 
varied alternatives for font type, colour and illustra-
tion style. The respondents selected their most and 
least favourite alternative for each attribute. Visual 
attributes were evaluated in the product context of 
farmhouse oatmeal cookies.

For evaluating the typography, 10 samples were se-
lected from general typographic categories. Product 
names on packaging typically use bold and con-
densed lettering/type. This was taken into account 
also when selecting a font from each category. Each 
selected font is a typical specimen of its category and 
commonly used in graphic design products. 

Colors are the most powerful emotional factor in the 
appearance of packages. 8 out of 10 color samples were 
prepared by using a subtractive color wheel system, in 
addition to two other common colors, i.e. brown and 
black. To minimize the effect of shades and tints, each 
sample was made monochromatic with 4 hues.

The answers from the LOHAS heavy segment were 
compared with a group representing the rest of the 
population. The LOHAS heavy segment showed a 
higher preference for script fonts. 

The LOHAS heavy segment also showed slightly more 
preference towards artistic illustration styles, albeit re-
alistic color photography was clearly the most favored 
illustration style for both groups. 

Light green was seen as the most fitting color by the 
LOHAS heavy segment, while the control group regard-
ed dark blue as the most fitting color for the product 
when comparing different alternatives.
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LOHAS consumers’ preferences for visual 
packaging design 

THE TYPE ALTERNATIVES 
USED IN STUDY

2011
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LOHAS consumers’ preferences for visual 
packaging design 

Type styles

The LOHAS heavy segment regarded the three most 
fitting type styles for the product to be casual script 
(24%), formal script (19%), and slab serif (15%). 

The rest of the respondents regarded the three most 
fitting type styles to be casual script (19%), casual felt 
lettering (17%), and slab serif (13%). 

Serif oldstyle 4%
5%

Serif neoclassical 2%
4%

Sans serif varied 11%
12%

Sans serif grotesque 3%
8%

Sans serif geometric 2%
3%

Sans serif humanistic 9%
7%

Casual felt lettering 12%
17%

Formal script 19%
12%

Casual script 24%
19%

Slab serif 15%
13%

15%
13%

LOHAS heavy Others

25 %25 %

WHICH IS THE MOST FITTING STYLE 
FOR THE PRODUCT

LOHAS heavy n=197
Others n=1770

2011
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LOHAS consumers’ preferences for visual 
packaging design 

THE COLOR ALTERNATIVES 
USED IN STUDY

2011
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LOHAS consumers’ preferences for visual 
packaging design 

Color styles

The LOHAS heavy segment regarded the three most 
fitting colors to be light green (19%), yellow (14%) 
and dark blue (12%).

The rest of the respondents regarded dark blue 
(14%), yellow (14%) and light green (13%) as the 
most fitting colors. 

WHICH IS THE MOST FITTING STYLE 
FOR THE PRODUCT

LOHAS heavy n=197
Others n=1770

Dark green 9%
7%

Light green 19%
13%

Yellow 14%
14%

Orange 12%
12%

Red 6%
12%

Violet 7%
7%

Light blue 8%
7%

Dark blue 12%
14%

Brown 7%
8%

Black 4%
7%

LOHAS heavy Others

25 %25 %

2011
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LOHAS consumers’ preferences for visual 
packaging design 

THE ILLUSTRATION ALTERNATIVES 
USED IN STUDY

2011
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LOHAS consumers’ preferences for visual 
packaging design 

Illustration styles

WHICH IS THE MOST FITTING STYLE 
FOR THE PRODUCT

LOHAS heavy n=197
Others n=1770

The LOHAS heavy segment regarded the three most 
fitting illustration styles to be color photo (52%), half-
tone (14%) and watercolour (13%).
 
The rest of the respondents regarded color photo 
(58%), halftone (15%) and watercolor (10%) as the 
most fitting illustration styles.

Color photo 52%
58%

B&w photo 1%
3%

Retro photo 2%
3%

Sepia photo 6%
4%

Watercolor 13%
10%

Acrylic 2%
2%

Pencil 2%
1%

Halftone 14%
15%

Woodcut 1%
4%

Vector art 5%
3%

LOHAS heavy Others

100 %

2011
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LOHAS consumers’ preferences for visual 
packaging design 

How are LOHAS products presented to us?

LOHAS PACKAGING

Marketers have certain views about target groups 
and how organic and health oriented products 
should be sold.

Packaging designers easily settle for design conven-
tions and mannerisms when creating “green products”.

For consumers, ability to identify organic products is 
important. For producers, there are even brand manu-
als describing  how to use organic branding, icons 
and symbols on products.

From a practical point of view, products must also be 
differentiated from each otherin the market, so follow-
ing the organic brand manual strictly in the designing 
phase would not make sense.
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Product image based on visual packaging 
design: case oatmeal

Image perceptions: consumers vs. designers

OATMEAL PACKAGING USED IN STUDY

When comparing consumers’ and designers’ percep-
tions of the packaging images of 5 Finnish oatmeal 
packages, some differences were found.

Consumers rated the stimulus material on twelve 
semantic differential scales more positively, whereas 
packaging designers perceived the same material 
much more critically in expert evaluation. 

According to the designers, oatmeal package designs 
were in most cases conservative and outdated.

Designers also provided constructive feedback with 
suggestions on how to fix perceived design problems.

Visualizations on the following pages present the 
evaluations on Elovena, showing that the LOHAS-
oriented subsets had a stronger idea of the packaging 
image than the anti-LOHAS subset.

2014
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PACKAGING IMAGE PROFILES BASED ON MEANS
N=1000 

+++ ++ + 0    +  ++ +++

+++ ++  +    0       +   ++ +++

 Modern Traditional

Cheap Expensive

Clear Confusing

 Beautiful Ugly

Reliable Unreliable

 Natural Unnatural

Ordinary Fancy

High quality Poor quality

 Healthy Unhealthy

Interesting Uninterestig

Informative Uninformative

Appetizing Unappetizing

Elovena Myllärin Nalle Myllyn Paras Nalle Pika

Product image based on visual packaging 
design: case oatmeal

2014



2014 I 3. Key findings 60/75

LOHAS EFFECT ON EVALUATIONS: SAMPLE ELOVENA
LOHAS heavy n=99

LOHAS medium n=248
LOHAS light n=159

Not interested =387
Anti-LOHAS =107

N=1000 +++ ++ + 0    +  ++ +++

+++ ++  +    0       +   ++ +++

 Modern Traditional

Cheap Expensive

Clear Confusing

 Beautiful Ugly

Reliable Unreliable

 Natural Unnatural

Ordinary Fancy

High quality Poor quality

 Healthy Unhealthy

Interesting Uninterestig

Informative Uninformative

Appetizing Unappetizing

LOHAS heavy LOHAS medium LOHAS light Not interested Anti-LOHAS

Product image based on visual packaging 
design: case oatmeal

2014
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Methodological findings

Basic measures of eye tracking

Eye tracking is the process of electronically locating the 
point of a person’s gaze, or following and recording the 
movement of the point of gaze. Eye tracking can be ap-
plied to various purposes in studying packaging designs.

Point of gaze
What draws the most attention in a package?

The red areas (heat spots) collected the highest number 
of glances in 0.6 seconds. Each test person may have 
looked at the same point for a number of times, thus 
accumulating with each glance to the total number of 
glances in the area.

Time to first fixation
Is my message noticed – i.e., how many seconds on 
average does it take for the test persons to look at the 
product name / logo / ingredients / product picture for 
the first time?

Gaze movement
How does the design layout succeed in guiding eye 
movement? Do test persons find all the package informa-
tion or do their gazes wander in an uncontrolled way?

EXAMPLES OF POINT OF GAZE & 
TIME TO FIRST FIXATION &  

GAZE MOVEMENT 
Eye+EEG+Q n=30 

Eye+Q n=30 
EEG+Q n=30 

All N=90

after 2 seconds

after 5 seconds

2013
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Methodological findings
CUMULATIVE TIMELINES

Eye+EEG+Q n=30 
Eye+Q n=30 
EEG+Q n=30 

All N=90

Basic measures of eye tracking

Cumulative timelines
How long did it take for the respondents to find the com-
pany logo (or another important packaging element)?

Shelf heatmaps
Is my package noticed on the shelf? If the package is 
placed on a different shelf, does it get noticed better? 
Who are my main competitors in attracting consumers’ 
attention?

Packaging 1 Packaging 2 Packaging 3 Packaging 4

100%

80%

60%

40%

20%

11%

20%

29%

39%

45%

62%

75%

91%

0%
0-1s 0-2s 0-3s 0-4s 0-5s 0-6s 0-7s

2013
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after 2 seconds after 10 seconds

EXAMPLES OF SHELF HEATMAPS
Eye+EEG+Q n=30 

Eye+Q n=30 
EEG+Q n=30 

All N=90

2013
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Basic measures of EEG

The EEG results are presented as 4 different rat-
ings. The results are always proportional to the test 
material. For each rating, the best package receives 
a value of 100 and the worst, 0. In this study, the 
Exakti rate™ is a combination of the 4 measures. 

In this figure, the results for a single package (bars) 
are compared with the mean ratings of all evalu-
ated packages (line). 

EXAMPLE OF BASIC EEG MEASURES

100

56

100

35

64

80

60

40

20

0
0

Attention First impression Wanting Engagement Exakti rate TM

2013
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Attention measures humans’ 
automatic tendency to focus 
attention to a given stimulus.

Unconscious �rst impression measures 
motivation to either approach or 

avoid presented stimulus. Unconscious �rst impression tells whether
a customer wants presented product 
even without realizing it. 

Wanting measures both the conscious and
unconscious wanting, with emphasis

on the conscious wanting. Do I like this or not? 

Engagement measures amount of resources that 
person allocates to processing the stimulus. 

Engagement describes whether stimulus is taken up 
properly or whether it remains indi�erent to customer.

Engagement correlates 
strongly with memorability, 
thus engagement tells 
whether this stimulus will 
be remembered later.

Attention value describes whether stimulus 
stands out among other stimuli.
Attention can be received  from positive 
or negative stimuli.

AttentionAttention Unconscious �rst impression Wanting Engagement

DESCRIPTIONS OF BASIC EEG MEASURES
2013
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Challenges & opportunities

Challenges in eye tracking and EEG for package 
testing:

Opportunities in eye tracking and EEG for package 
testing:

The full results of the experiment are reported in: 
Suomi, Irina & Vesanto, Juho: Usage of Electroencepha-
logram and Eye Tracking in Consumer Research. CASE: 
Pakkaustutkimus – PTR ry. Laurea University of Applied 
Sciences. Master of Business Administration (MBA). 
Kerava 2013.

 » neither method answers the question why a given package is preferred, so 
other methods, e.g. interviews or surveys are needed to explain the results

 » the tested package / shelf pictures must be of good and equal quality
 » the results of eye tracking and EEG could not be analyzed (yet) 

simultaneously on respondent level

 » package testing in the ideation stage
 » testing of various packaging elements in the product development stage
 » studying current packages in comparison with main competitors 
 » shelf testing (real or constructed store environment)
 » video testing (real or constructed store environment)
 » testing of 3D packaging samples

EYE TRACKING, EEG & QUESTIONNAIRE

Unconscious

Conscious

What is noticed?

Eye tracking EEG

Questionnaire

What are the e�ects?

2013
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Online research community

WORD CLOUD OF EXPIRED FOOD 
PRODUCTS IN THE ORC STUDY 

N=137

Online research communities (ORCs) can generate large 
amounts of qualitative and quantitative data in a highly 
time-efficient manner. It is a tool for tapping into the 
collective intelligence of a curated crowd.

The method is new in packaging research, but such an 
approach seems to produce useful and valid data in a 
highly efficient manner. ORC offers opportunities for 
collecting information on particular topics, attitudes or 
phenomena, and enables co-creating and evaluating 
new ideas and concepts.

The method requires careful pre-planning and modera-
tion, but one of the benefits of the approach is that all 
qualitative data is already transcribed.

Participants like the ORC method because it is flexible 
and unintrusive to use. Participation is effortless as the 
platform is accessible 24/7.

The full results of the ORC experiment are reported in: 
Joutsela M. & Korhonen V. 2013. Capturing the User 
Mindset – Using the Online Research Community 
Method in Packaging Research, Accepted to Packaging 
Technology and Science.

2012
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QR code studies

The general attitude towards QR codes was skeptical 
and consumers had previously experienced disap-
pointments with the contents. The codes were ex-
pected to provide obvious added value to the prod-
uct. The codes were considered cumbersome and 
time-consuming to use, so opening QR codes should 
provide consumers with some kind of a “reward”. 

The codes should clearly communicate the value of 
opening them. The codes were expected to provide 
shortcuts to otherwise undiscoverable information 
or a story, provide discounts, product samples, easy-
to-use services, or other valuable content. Opening 
codes should be rewarding and provide finders with 
the joy of discovery.

The most obvious barriers to using QR codes were 
a negative attitude towards technology and lack of 
motivation. Using codes was not expected to yield 
any benefits, it was only seen as waste of effort 
and time. Frustrations related to past experiences 
prevented the use of other codes: ending up at a 
website or Facebook page had put a damper on 
awakened interest.

The package should clearly point out how the code 
is interesting, personally relevant and necessary to 
the end user to ensure that the code is opened.

The QR code experiments showed that the more 
committed the user is to the product, the more likely 
the code will opened. 

The response rates of the experiments varied exten-
sively. In the Anton&Anton experiment (N=1200), 
the response rate was as low as 8%, the responses 
mostly being orders for Easter lamb (N=80). The 
remaining contacts were three customer comments 
on soup and salads, one order for a ”food bag”, and 
one subscription to a customer letter.

The RELA pharmacy  experiment (N=100) resulted 
in a response rate of 31%. A 50 euro gift card was 
drawn among the respondents. In the pharmacy 
case, personal contact advising in the use of QR 
code might have increased the relative portion of 
the respondents using the code instead of the web 
link. When asked, 90% of the participants stated 
that answering the survey was easy. 

The RELA Facebook experiment resulted in a re-
sponse rate as high as 66%. A large majority of the 
respondents were product users. A couple of prod-
uct prizes were drawn among the respondents. 
100% of the respondents stated that answering the 
survey was easy.
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RESPONSE RATES OF QR STUDIES

Anton & Anton N=1200
Pharmacy N=100

Facebook group N=150

100

80

60

40

20

0

Anton & Anton

1%

Pharmacy

9%

22%

Facebook group

Response rate %

48%

19%7%

QR code Web link

2013
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LOHAS consumers’ intensive relationship to packaging

The results of this project show that the growing 
LOHAS trend will provide the packaging industry with 
a challenge, but also a great opportunity. One third of 
the Finnish population are considered to support this 
lifestyle. Some retail chains in the USA, e.g. the Whole 
Foods Market have already adopted the LOHAS trend 
in their business strategies and retail environments, 
setting high requirements for the packaging manufac-
turers and packagers. 

The relationship between LOHAS consumers and 
packages can be characterized as intense. A majority 
of the LOHAS consumers experience high value from 
the environmental, informational, and functional ben-
efits of packaging. Higher value will emerge if packag-
ing succeeds to contribute to their lifestyle, resulting 
in delight and commitment. Packaging design is 
also considered as an important source of social and 
emotional value, that is also appreciated among the 
LOHAS consumers.

Hence, packaging materials that are considered safe 
and more ecological, and that promote social well-be-
ing at a global level, will be considered as pro-LOHAS. 

In Japan, there are already branded products for the 
LOHAS segment.

Appropriate design of packaging is always dependent 
on the product, market and the message to be com-
municated. Therefore, formulating universal LOHAS-
design guidelines makes little sense, as products do 
also need to be differentiated from competition.
 
However, our study revealed that consumers typically 
link earth colors, fiber-based packaging materials, clear 
packaging markings and simple (minimalistic) graphics 
or illustrations to LOHAS packaging.
 
LOHAS-meanings were often visually communicated 
with crafted hand-made styles and natural, product-
related colors and images. Consumers also value 
packaging that enables a multisensory experience of 
the product, i.e. the packaging feels right (congruency 
between look and feel), it is pleasant to handle and 
use, and it might even include the smell of the prod-
uct (like a natural smell of muesli).
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VISUAL DESIGN DRIVERS FOR PACKAGING 
ORGANIC MÜESLI IN THE ORC STUDY

N=137

2012
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Appendix B

LOHASPACK opening seminar AISTIKAS PAKKAUS – SENSIBLE PACKAGING
Time: 30.11.2011 Place: Design Factory, Aalto, Betonimiehenkuja 5, Espoo (Otaniemi)

LOHASPACK seminar ARVON PAKKAUS – ECO VALUE BY PACKAGING
Time: 19.3.2013 Place: Aalto yliopiston kauppakorkeakoulun juhlasali, Runeberginkatu 14-16, Helsinki

Avaus Jari Toivo, Tekes  
LOHAS-näkökulma pakkauksiin, Taru Eboreime, Tripod Research & Virpi Korhonen, The Association of Packaging Technology and Research (PTR)
LOHASPACK-projektin esittely, The Association of Packaging Technology and Research (PTR) & Aalto yliopisto  
Kirnuvoita ja kulmakauppatunnelmaa, Niina Hietalahti, Anton & Anton  
Sapuskaa senioreille, Janne Sallinen & Elina Rusko, VTT 
Superbrändien aika on ohi – entä sitten? Markus Keränen, 15/30 Research  
Älytön pakkaus? Mauri Reinilä, Solver  
Myyvät pakkaukset itsehoitotuotteissa, Kati Murto, Verman  
Palveleva pakkaus, Juha Andelin, Kesko  
Colors unveiled, Denise Turner Colortuners, USA  
Multisensory packaging, Charles Spence, Oxford university, UK  

Aika Pakkaus! Campaign launch
Pakkauksen rooli ruokahävikin synnyssä, Hanna Hartikainen, MTT
Luonnollinen pakkaus kuluttajan silmin, Markus Joutsela, Aalto yliopisto
Älypakkaukset: taatusti kylmää kyytiä, Kyösti Pennanen VTT
Opportunities to create value across the sustainable packaging value chain, Tamal Ghosh, Pepsico
Eco-efficient value creation – an alternative perspective, Renee Wever, Delft University
Leijonankita: ekologinen pakkaus
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LOHASPACK closing seminar LOHASPACK HIGHlights
Time: 9.4.2014 Place: Stage, Aalto Design Factory, Betonimiehenkuja 5, 02150 ESPOO 

Appendix B

LOHASPACK 2011–2014, Virpi Korhonen, The Association of Packaging Technology and Research (PTR)
LOHAS etnografia, Satu Jokinen, The Association of Packaging Technology and Research (PTR)
Merkityksellisen pakkauksen anatomia ,Toni Ryynänen, Helsingin yliopisto
Arkiset pakkaukset kuluttajan ja suunnittelijan silmin, Markus Joutsela, Aalto yliopisto
Resurssiviisasta ja vastuullista pikaruokailua, Janne Asikainen, Tulevaisuuden Katukeittiö Oy, EWÄS
Kun vastuu painaa - keinoja kuluttajien vastuullisten elintarvikevalintojen mahdollistamiseksi, Terhi Latvala, MTT
Vastuullista kauppaa, Pirjo Heiskanen, TUKO Logistics
Integrating Sustainability in Design: Introducing The Cambridge Sustainable Design Tool Kit, Dr Bernhard Dusch, Consultancy Analyst, Designer, IfM ECS
Transforming Packing into Media, Jon Evans, Marketing Director, Purity Soft Drinks Ltd
Clean happy, Lucie Van den Bosch, Method Brand Activation Manager Europe, Ecover
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