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Label’s Best Forms –  

Prospects’ and Customers’ First Impression versus Expert Analyses 

 

 Summary 

 

The aim is to identify similarities and differences between prospects’ and customers’ first 

impression and expert analyses of mineral water label’s best form. This investigation is a 

quantitative research, which utilises expert analyses and survey to collect data among 81 

Brazilian respondents, aged between 18 to 30 years old, class “B”, which evaluate labels of 42 

brands from different parts of the world. The sampling is collected by convenience. 44% of 

the labels are better evaluated by the prospects and customers comparing the results of the 

expert analyses. The respondents also state the lowest scores to labels that have been 

considered as best forms during the professional analyses process, such as Santa Catarina 

(Brazil), Gulfa (Arab Emirates), Santa Croce (Italy) Strathmore (UK) and Poland Spring 

(USA). The contribution is to highlight the role of Business School which is to provide 

organisations with expertise to avoid unneeded changes in the label visual elements. 
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Abstract 

 

The aim of this study, an improvement of Palmeira and Palmeira (2013), is to identify the 

similarities and the differences between the prospects’ and customers’ first impression (FI) 

and the expert analyses (ExA) related to the mineral water label’s best form. This 

investigation is a quantitative research, which utilises an expert analyses and a survey to 

collect the data among 81 Brazilian respondents, aged between 18 to 30 years old, from class 

“B”, which evaluate labels of 42 brands from different parts of the world. The sampling is 

collected by convenience. 44% of the labels are better evaluated by the prospects and 

customers comparing the results of the expert analyses. On the other hand, the respondents 

state the lowest scores to labels that have been considered as best forms during the 

professional analyses process, such as Santa Catarina, a Brazilian brand, Gulfa from Arab 

Emirates, Highland Spring (new label) from UK, Santa Croce (Italy) Strathmore (UK) and 

Poland Spring from USA. The main recommendation of this research is to show that the 

companies should be very careful when they try to renew their labels based only on design 

expert analyses, without assessing the prospect’s and customer’s first impression. The 

contribution of the study is to highlight the role of Business School which is to provide 

organisations with expertise to avoid superfluous changes in the label visual elements. 

 

1. Introduction 

 

Since the beginning of the XXI Century, the time spam to renew the brands’ visual elements 

is becoming shorter and shorter. As the “New” is always better in the Western culture, the 

companies are eager to be better comparing to their competitors. So, if all product managers 

and Marketing CEOs, graduated from Business Schools, have this paradigm in mind, 

everybody is renewing the labels in a speedy race, using expert analyses, for instance, to 

provide the labels best form. Sometimes the results are quite pleasant, but in many situations, 

the customers do not evaluate these changes with positive scores. The good example can be 

the study of mineral water labels (Palmeira and Palmeira, 2013), which provides a ranking of 

expert analyses suggesting that at least 15 out of 42 brand labels present the “best form”. 

Although the mentioned study was just published in BAM 2013 proceedings, it still is a valid 

source of research due to the seriousness and reliability of the conference. In this study, the 

same labels are evaluated by prospects and customers and it seems they do not agree with the 

results of the professional analyses process. Maybe one of the roles of Business Schools is to 

provide companies executives with some expertise related to brand best forms in a way to 

avoid unnecessary changes in the label visual elements, reducing the cost of label changing 

process, due to the visual and financial implications. Considering this context, the research 

problem and the objectives are set: 

 

1.1 Research Problem: Are there similarities and differences between prospects/customer’s 

first impression and expert analyses related to the mineral water brand label’s best form? 

 

1.2 Objectives 

a) Central Objective – to identify the similarities and differences between 

prospects/customer’s first impression (FI) and expert analyses (ExA) related to the mineral 

water brand label’s best form. From now on, the term “customers” is referring for both groups 

of respondents, prospects and customers, because they can be in the different status depending 

on the brands. 
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b) Operational Objectives 

 To describe the customers’ profile (characteristics of the respondents related to age, 

gender, and social class); 

 To identify the customers’ first impression concerning to mineral water brand labels; 

 To describe how customers evaluate the labels when they already know the brands; 

 To detect how customers assess the labels when they already know and consume the 

brands; and 

 To compare the customers’ responses to the expert analyses results of Palmeira and 

Palmeira (2013) research. 

 

2. Literature Review 

 

The subjects of this research are presented in two groups of concepts and theories: Label’s 

best form and customer’s first impression versus expert analyses. They are of great 

importance when it comes to helping the companies to realise the need of avoiding 

unessential alterations in the label visual elements so the customers do not disconnect from 

the brand because its graphic elements had being changed too much, and avoiding, as a 

consequence, the lack of brand’s recognition (Engel, Backwell and Miniard, 2000). 

 

2.1 Label’s Best form 

The label is one of the most important visual parts of the brand and it contains the elements, 

such as, the brand’s name, the symbols, the logo, the rights reserve – copyright, registered or 

trade mark – that are recognisable from the customer’s point-of-view (Gurgel, 2007, p.157).  
 

The label is one of the brand’s elements and it can be a piece of paper, 

polymer, cloth, metal or any other material that is attached to a product 

to show some information concerning the item, the address, the legal 

and technical data, promotional information and brand’s name, 

warnings, recycling recommendations, and so on. Sometimes the label 

can be printed directly on the packaging or on the item. Special types 

of labels are printed for security reasons and/or to control the item’s 

quantity, with the use of barcode (Palmeira and Palmeira, 2013). 

 

The form is the visual aspect of any kind of object, which it can be one-dimensional (the 

point), two-dimensional (any two-line geometric figure), such as drawings, pictures and 

photos, and three-dimensional (any object that has a place in the space). The two basic 

elements of the form are the point (dot) and the line (Kandinsky, 2012, p. xix). To Kandinsky, 

the point is the “initial element of the Form Theory” […] “The geometric point is invisible”. 

[…] “From the visual approach (or material), the point is equal of zero” (Kandinsky, 2012, p. 

xix). The form can be developed through (1) a direction creating the line, the second basic 

element. When producing a two-dimension figure (2) the point develops a surface figure. And 

(3) when the point and lines are together, they produce the logic structure of forms. All 

figures can be designed from simple forms, such as, the horizontal and vertical lines, the 

diagonal one and the circle (Kandinsky, 2012, p.xxiii). The combination of these simple 

forms allows the design of different figures that can be ‘best forms’ if they keep the principles 

of harmony and balance among their graphic elements. The “form is the shape, the visual 

appearance or configuration of an object or, in this case, the shape of labels and labels visual 

elements” (Palmeira and Palmeira, 2013). The label’s best forms present those elements of 

harmony and balance.    
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The form is more important than its parts separated (Guillaume, 1966, p.8). The best form is 

simple and symmetric, so it is perceived as the finest one. A good form of graphic image 

shows harmony between the object’s form and its content elements. This harmony can be 

evaluated on a continuum of grades from 1 to 10 (figure 01). On the extreme close to score 1, 

form and message are very difficult to be understood, the graphic elements are individualised, 

there is no harmony between form and message and the result is the absence of pleasant 

feelings, thoughts and/or experiences. On the other extreme, close to score 10, there is 

coherence and balance among the parts of the image, which leads to an easy reading and 

understanding of the message. In the score that are in the middle of the evaluation continuum, 

the image presents some organised graphic elements, but still there are some aspects of 

coherence and clearness to put together (Gomes, 2000, p.37). The scale is used in this study 

to evaluate the prospects and customers’ responses, adding zero in the beginning of the 

Continuum. 

 

Figure 01 – Best Form Evaluation Continuum 

1 2 3 4 5 6 7 8 9 10 

1. Form and message 

are very difficult to 

be understood 

1. The image presents 

some organised 

graphic elements 

1. There is coherence and balance 

among the parts of the image 

2. The graphic elements 

are individualised 

2. Still there are some 

aspects of coherence 

and clearness to put 

together 

2. Leads to an easy reading and 

understanding of the message 

3. There is no harmony 

between form and 

message 

 3. There is harmony between form 

and message 

4. The result is the 

absence of pleasant 

feelings, thoughts 

and/or experiences 

 4. The result is the presence of 

pleasant feelings, thoughts and/or 

experiences 

Source: adapted from Gomes, 2000, p.37.  

 

The customer visually recognises a label’s best form between 2 to 10 seconds; the process of 

recognition is very quick (Farina, 1982). 

 

2.2 Customer’s First Impression versus Expert Analyses 

Customer’s behaviour is a group of concepts and theories that covers different approach of 

the consuming process. Initially the field refers to the “buyer behaviour” (Solomon and 

Rabolt, 2009, pp. 26-27), focusing on the interactions between customers and producers at the 

moment of purchase. Afterwards, a customer ‘is generally thought of a person who identifies 

a need or desire, makes a purchase, and then dispose of the product during […] the 

consumption process’ (Solomon and Rabolt, 2009, p. 27). The customer’s behaviour is 

influenced by different factors related to cultural, social, personal and psychological elements 

(Kotler and Armstrong, 2008, pp. 113-125). Urdan and Urdan (2010, pp. 236-238) include 

economic and legal features, as it can be seen in figure 02, next page. 

 

Perception starts with a first impression which is the initial step of customer’s recognition 

process. Perception is the development of recognition through the human’s senses (sight, 

sound, smell, touch, and taste), according to Lindstrom (2005) and Schmitt (1999). When an 

object is exposed to prospects and customers, one or more senses can be activated and the 

process of recognition begins in the people’s mind. Perception, already influenced by people’s 
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past experiences (Brakus, Schmitt and Zarantonello, 2009), prints a mark, an image in their 

brain, producing positive, neutral or negative judgement related to the exposed object (Engel, 

Blackwell and Miniard, 2000, p. 97). Perception is related to the customer attitude which “is 

the general evaluation of an alternative” (Engel, Blackwell and Miniard, 2000, p. 93), being 

positive, neutral or negative. The attitude influences the behaviour and it formats future 

process of purchase. When it is crystallised in the customer’s mind, it is very hard to be 

changed.  

 

Figure 02 – Factors that influence Customer’s Behaviour 

Economic       

 Legal      

Country 

Level of 

Development 

 Cultural     

 Current 

Legislations 
 Social    

Products and 

Services 

Availability  

 Cultures  Personal   

 Customer 

Protection 

Laws 

 Reference 

Groups 

 Psychological  

Economic 

Conditions 

 Subcultures  Age and 

Life Cycle 

  

 Public 

Organisations 

Format 

 Family  Motivation  

 

  Social 

Classes 

 Occupation PERCEPTION 

1st Impression 

 

CUSTOMER’S 

BEHAVIOUR 

   Social 

Roles 

   

    Life Style Learning Process  

       

    Personality   

     Attitudes and 

Beliefs 

 

       

       

  

Source: Adapted from Kotler and Armstrong (2008) and Urdan and Urdan (2010). 

 

First impression, one of the most important elements of this study, occurs when prospects 

and customers are exposed to the very first time to an object, such as products, packaging, 

brands and labels. Just a glance of the image is enough to make people remind the object, in 

the case, the label (Aaker, 2010, p. 84). On the other hand, if the person had a previous 

knowledge about it, the judgment towards the object would be influenced by that. If prospects 

and customers are already exposed to and consume the object, their process of evaluation can 

reflect their level of satisfaction (or dissatisfaction) with the object, instead of only 

recognition, because they experienced the object in some way (Park and Choi, 1998, 

Marchetti and Prado, 2003). So, the three different stages of recognition, first impression (FI), 

knowing the object (K), and knowing plus consuming the object (K+C), produce different 

levels of awareness (figure 03). To this research, to have an specific object assessment, the 

experiments of customer first impression, knowing and knowing plus consuming levels are 

made testing 42 different mineral water brand labels (18 Brazilian and 24 Foreigner ones), 

judged through Expert Analyses in Palmeira and Palmeira (2013). Although in this study, the 
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main focus is on the customer First Impression, some results of knowing and knowing plus 

consuming are shown in the analyses (Figures 10a and 10b). 

 

Figure 03 – Different Levels of Customer’s Awareness 

First Impression 

(FI) 

 Knowing the Object 

(K) 

 Knowing and consuming 

the Object (K+C) 

     

Context Elements  Context Elements  Context Elements 

+  +  + 

Individual Filters  Individual Filters  Individual Filters 

  +  + 

  Previous Evaluation 

Process towards the 

brand (and the label) 

 Previous Evaluation 

Process towards the brand 

(and the label) 

    + 

    Experiencing process the 

brand (and the label) 

Source: adapted from Engel, Blackwell and Miniard, 2000. 

 

A favourable first impression is really important because it probably raises the effectiveness 

of Marketing Communication or any tool that will be used to convince the prospects and 

customers toward the consuming development. 

 

Expert Analyses (ExA) is the process of object evaluation by design professionals, 

considering forms and functions. They use concepts and theories of Gestalt, Semiotics, 

Psychology, Culture, Design, Architecture, Engineering, and Marketing among other fields to 

analyse forms and functions (Gomes, 2000). In this research, the best form evaluation 

continuum is used to analyse the responses of prospects and customers related to mineral 

water brand labels. 

 

In the next section, the methodology is presented. 

 

3. Research Methodology 

 

The methodology includes a number of aspects (Gil, 2002; Malhotra, 2001; Mattar, 2007, 

Siegel and Castellan, 2006, Spiegel, 1971 and Wonnacott and Wonnacott, 1981): the nature of 

the research, the population and sampling and the limitations of the study. 

 

The research questions are related to the operational objectives of the study: (1) which are the 

elements of the customers’ profile? (2) Do demographics (age, gender, and social class) 

influence the results of customers’ perception? And (3) are customers’ responses similar of 

the expert analyses of Palmeira and Palmeira (2013) research? 

 

3.1 The nature of the research 

This investigation, an improvement of Palmeira and Palmeira (2013), is a quantitative study 

(Gil, 2002), which utilises a survey to collect the data. Through the use of comparative 

analyses between the results of an expert analysis (Palmeira and Palmeira, 2013; Creswell, 

1998) and customers’ responses of the evaluation of 42 different mineral water brands, their 

labels are assessed. According to Palmeira and Palmeira (2013), mineral water is from “… 

natural sources or from artificial ones, that have the chemical and/or physical formula 

different from the common water, and it can reacts as a medicine” (Brazilian Mineral Water 
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Law nº 7841, 1945). The Rattam (1998) protocol is used to create social classification 

(Rattam, 1998) based on the level of formal education, income, spatial residential area, size of 

residence and professional occupation. The Rattam social classification Model (Rattam, 1998) 

is based on the idea that formal education level, size of residence, and occupation are more 

important than income in order to format customer behaviour and to classify the segments as 

A, B, C, D and E. The protocol is used to identify in which segment the respondents are 

classified. Communication with the respondents is face-to-face. The researcher supplies the 

questionnaires, shows the labels’ images, through an overhead projector, the respondents 

answer the questions and they return the document to the researcher as soon as they have 

filled in the forms.  

 

Simple statistical analyses are used to describe the customers’ profile and some cross tabs 

analyses to produce their responses. The results are measured on 11-point scales to show 

theirs evaluation related to the labels’ images (Mattar, 2007, pp. 111). The comparison 

between the findings of this study and the results of Palmeira and Palmeira (2013) is done by 

the use of Likert scales which format the graphic “Customers versus Expert Analyses” 

(figure11). Neither the SPSS nor the Mann-Whitney tests are used to organise the data, but 

they could be applied when working with larger samples (Wonnacott and Wonnacott, 1981). 

The data collected are organised to meet the objective of this article. This criterion formats the 

presentation of the results. 

 

3.2 Population and Sampling 

The population of the research is made up of all mineral water brands’ prospects and 

customers. The sample is selected by convenience. The former sample includes 114 

respondents, who can be prospects (when they do not know the brands, or they know the 

brands but they do no consume them) or customers (when they know and consume the 

brands). Twenty-four elements are excluded due to lack of information, resulting in 90 units, 

which 81 is from class B. Class A (3 samples) and Class C (6 units) are excluded from the 

analyses. So, the actual sampling includes 81 Brazilian people aged between 18 and 30 years 

old, from class B from Curitiba, Parana, Brazil (figure 04). The survey is conducted from 

November to December 2013. 

 

Figure 04 – Sampling Characteristics 
Gender Total % 

   

Male 39 48 

Female 42 52 

Total 81 100 

Source: survey, 2013. 

 

Although a random sample is technically more superior to produce precise results that explain 

the population, there are reasons to select the sample by convenience (Mattar, 2007), for 

instance: (1) there is not available database to list the population’s members and to produce a 

random sample and (2) the financial and human resources are limited to use a random 

sampling process. 

 

Forty-two brand labels are evaluated, 18 labels from different parts of Brazil and 24 foreigner 

brands from United Kingdom, France, Italy, United States of America, Canada, and Union of 

Arab Emirates (Palmeira and Palmeira, 2013). The collection is the result of the search of 
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mineral water labels during trips to different countries. Figure 05 shows some of the labels 

characteristics. 

 

Figure 05 - Labels Characteristics 

Brazilian Brands 

States Regions 

South South East Central West 

Parana 4   

Santa Catarina 2     

Rio Grande do Sul 1     

Sao Paulo   7   

Minas Gerais   3   

Goias     1 

    

Total/region 7 10 1 

∑Brazilian Brands 18 

 

Foreigner Brands 

Countries Regions 

North 

America 

Europe  

and UK 

Middle 

East 

USA 2   

Canada 2     

France  4   

Italy   4   

United Kingdom   11   

Unions of Arab  

Emirates 

    1 

    

Total/region 4 19 1 

∑Foreign Brands 24 

 

 

Total 42 

 

Source: Palmeira and Palmeira, 2013. 

 

3.3 Research Limitations 

The type of study explains the results only for the sample units. The kind of sampling that is 

used limits the conclusions. The analysis is focus on the mineral water labels only. Kind or 

bottles materials are not evaluated. The presentation of the results is restricted due to the 

format of this article. The respondents viewed the labels images when they evaluated the best 

forms. They do not see them in their packaging. The transparent labels lost their transparency 

in the labels image, different from the real label attached on the bottles. And, the first 

impression, linked to attitude, does not necessarily reflect the customer behaviour. Due to 

copyrights issues, the brands’ images, logos, etc. are not shown is the study, only their names 

which are extracted from public sources. 
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4. Results 

 

The information related to the similarities and the differences between the prospects’ and 

customers’ first impression and the expert analyses related to the mineral water label’s best 

form is presented in two sections in a way to respond the research questions, shown in the 

Methodology: (1) the description of the prospects’ and customers’ profile (characteristics of 

the respondents related to age, gender, income, professional status and social class) and (2) 

the comparative analyses between the prospects’ and customers’ responses and the expert 

analyses results of Palmeira and Palmeira (2013) research. 

 

4.1 The description of the prospects’ and customers’ profile (characteristics of the 

respondents related to age, gender, income, professional status and social class) 

As it is explained in the Methodology, the final group of respondents is represented by 81 

young prospects and customers, aged between 18 and 30 years old, 48% of masculine gender 

and 52% of feminine one, residents of Curitiba, Parana, Brazil, from B Class (Rattam 1998). 

The monthly income for 69% of male and 64% of female is higher than £ 1,200. Their 

professional ranks are mainly of middle level executives and/or small business owners (46% 

of males and 49% of female). All respondents are still on the undergraduate level of 

education. Considering that age group is similar and social class is the same, the only 

demographic variable that can show some influence in the responses in different ways is the 

gender, although this is not a gender-oriented comparative study. 

 

4.2 The comparative analyses between the prospects’ and customers’ responses and the 

expert analyses (ExA) results of Palmeira and Palmeira (2013) research 

The results of this study show that the differences outnumber the similarities between 

prospects/customers and design specialists, as it can be seen in figure 06. 44% of the 

customers evaluate the Brazilian Brands with higher scores than the Expert Analyses. 

However, only 21% does the same to the Foreigner Brands. As the local brands have more 

chance to be recognised by the prospects and customers, the frequencies of First Impression 

(FI) are reduced for these brands. On the other hand, the Foreigner Labels get more 

frequencies in the FI pattern. 

 

Figure 06 –Customers’ Responses versus Expert’s Evaluation Results 

First Impression (FI) Customer Masculine Feminine 

Scores f % f % f % 

Brazilian Brands       

Customers’ scores higher than the ExA 8 44 7 39 9 50 

Customers’ scores lower than the ExA 10 56 11 61 9 50 

TOTAL 18 100 18 100 18 100 

 

First Impression (FI) Customer Masculine Feminine 

Scores f % f % f % 

Foreigner Brands       

Customers’ scores higher than the ExA 5 21 7 29 5 21 

Customers’ scores lower than the ExA 19 79 17 71 19 79 

TOTAL 24 100 24 100 18 100 

 Source: Survey, 2013 

 

The ExA (Palmeira and Palmeira, 2013) produced at least 15 labels out of 42 as best forms, 

which received score 7.0 or higher in the ExA. However, only Brecon Carreg (number 22 in 
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the consolidated table, Figure 10b) from United Kingdom receives a higher score from the 

customers (8.08 in the consolidated results; 7.76 in the masculine group; and 8.40 in the 

feminine cluster) than the ExA result (7.00). The remaining 14 labels get lower grades from 

the respondents, according to Figure 07: 

 

Figure 07 – Lower Scores from Prospects’ and Customers’ Responses to Labels 

considered as Best Forms from Expert’s Analyses (ExA) 

  
CUSTOMERS MASCULINE FEMININE 

Mineral Water Brand Labels ExA FI FI FI 

Brazilian Labels 

    7. INDAIA 7.00 3.97 3.69 4.24 

10. OURO FINO 8.00 6.50 6.00 7.00 

12. SAO LOURENCO (OLD LABEL) 7.00 6.43 6.67 6.29 

14. SANTA CATARINA 7.00 3.48 3.34 3.45 

Foreigner Labels 

    20. ARTIC SOL 7.00 5.70 5.59 5.81 

24. CALEDONIAN 7.00 5.01 5.14 4.93 

25. EVIAN 7.00 5.07 5.12 5.03 

26. GULFA 8.00 3.58 3.72 3.26 

27. HIGHLAND SPRING (OLD LABEL) 7.00 5.78 5.74 5.81 

28. HIGHLAND SPRING (NEW LABEL) 8.00 5.98 6.00 5.95 

34. POLAND SPRING 8.00 5.38 5.44 5.33 

36. SANT’ANNA 7.00 5.73 5.90 5.56 

37. SANTA CROCE 8.00 6.59 6.89 6.29 

40. STRATHMORE 9.00 7.14 6.82 7.43 

 Source: survey, 2013. 
The numbers shown with the labels are the same of the tables in Figure 10a and 10b, which presents the consolidated results 

and it makes it easy to assess more detailed information. 

 

As it can be seen in Figure 07, the Masculine group produces lower scores 3 out of 4 

Brazilian Labels considered as best forms in the ExA. However, it is the Feminine set that 

gives lower scores to the Foreigner Labels (7 out of 9). 

 

The 8 labels with the lowest scores from ExA (6 Brazilian ones and 2 Foreigner) receive 

higher evaluation from prospects and customers (Figure 08): 
 

Figure 08 – Higher Evaluation from Customers’ Responses to Labels with the Lowest 

Scores from Expert’s Analyses (ExA) 

  
CUSTOMERS MASCULINE FEMININE 

Mineral Water Brand Labels ExA FI FI FI 

Brazilian Labels 

   

  

2. BONAFONT 1.00 5.67 5.48 5.84 

5. FRATELLI VITA 1.00 4.22 3.97 4.46 

6. GENUINA 1.00 2.44 2.49 2.40 

8. IPE 1.00 3.84 3.38 4.26 

11. PUREZA VITAL 1.00 7.78 7.57 8.50 

13. SAO LOURENCO (NEW LABEL) 1.00 6.04 6.00 6.07 
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Foreigner Labels 

   

  

38. SCOTTISH NATURAL 1.00 6.56 6.56 6.55 

39. STILL SCOTTISH 1.00 5.27 5.31 5.24 

 Source: survey, 2013. 
The numbers shown with the labels are the same of the tables in Figure 10a and 10b, which presents the consolidated results 

and it makes it easy to assess more detailed information. 

 

The two cases of Old Label versus New Label show that prospects and customers do not 

agree with the results of ExA either. The three labels’ best forms receive lower scores (Sao 

Lourenco old label, Highland Spring old label and Highland Spring new label); and the label 

with the lowest evaluation in ExA (Sao Lourenco new label) gets higher degrees from 

prospects and customers (Figure 09): 

 

Figure 09 – Old Label versus New Label 

  
CUSTOMERS MASCULINE FEMININE 

Mineral Water Brand Labels ExA FI FI FI 

Brazilian Brands 

    12. SAO LOURENCO (OLD LABEL) 7.00 6.43 6.67 6.29 

13. SAO LOURENCO (NEW LABEL) 1.00 6.04 6.00 6.07 

Foreigner Brands 

    27. HIGHLAND SPRING (OLD LABEL) 7.00 5.78 5.74 5.81 

28. HIGHLAND SPRING (NEW LABEL) 8.00 5.98 6.00 5.95 
 Source: survey, 2013. 

The numbers shown with the labels are the same of the tables in Figure 10, which presents the consolidated results and it 

makes it easy to assess more detailed information. 

 

The complete results with ExA, Prospects and Customers, Masculine segment and Feminine 

group, with scores and frequencies are consolidated in the tables of Figure 10 (“10a” for 

Brazilian brands and “10b” for Foreigner ones). 

 

Figure 10a – Consolidated Results from Prospects’ and Customers’ Responses 

 versus Expert Analyses (ExA) 

 

Table 1 

 

 CUSTOMERS MASCULINE   FEMININE  

Mineral Water Brand Labels ExA FI K K+C FI K K+C FI K K+C 

Brazilian Labels 

          1. AGUA DA PEDRA 5.00 4.12 3.60 6.00 4.09 3.67 6.00 4.13 3.50 6.00 

Freq 

 

73 5 3 34 3 2 39 2 1 

2. BONAFONT 1.00 5.67 7.43 6.50 5.48 7.75 7.50 5.84 7.00 5.50 

Freq 

 

70 7 4 33 4 2 37 3 2 

3. CRYSTAL 5.00 4.97 5.65 6.22 4.65 6.50 6.38 5.40 5.35 6.00 

Freq 

 

35 23 23 20 6 13 15 17 10 

4. FONT LIFE 5.00 6.17 6.06 6.97 4.67 7.00 7.00 7.67 5.13 6.94 

Freq 

 

6 16 59 3 8 28 3 8 31 

5. FRATELLI VITA 1.00 4.22 3.50 6.00 3.97 4.67 6.00 4.46 2.80 0.00 

Freq 

 

72 8 1 35 3 1 37 5 0 

6. GENUINA 1.00 2.44 2.33 5.00 2.49 2.00 5.00 2.40 2.50 0.00 

Freq 

 

77 3 1 37 1 1 40 2 0 
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7. INDAIA 7.00 3.97 4.00 6.33 3.69 3.50 5.00 4.24 4.33 7.00 

Freq 

 

73 5 3 36 2 1 37 3 2 

8. IPE 1.00 3.84 0.00 0.00 3.38 0.00 0.00 4.26 0.00 0.00 

Freq 

 

80 1 0 39 0 0 41 1 0 

9. MINALBA 5.00 3.71 5.05 5.35 3.32 5.25 5.17 4.04 4.93 5.80 

Freq 

 

42 22 17 19 8 12 23 14 5 

10. OURO FINO 8.00 6.50 6.57 7.37 6.00 8.67 7.29 7.00 5.00 7.44 

Freq 

 

4 7 70 2 3 34 2 4 36 

11. PUREZA VITAL 1.00 7.78 6.87 8.24 7.57 7.00 7.86 8.50 6.75 8.54 

Freq 

 

9 23 49 7 11 21 2 12 28 
12. SAO LOURENCO  

(OLD LABEL) 7.00 6.43 7.44 7.71 6.67 7.55 7.60 6.29 7.29 7.86 

Freq 

 

46 18 17 18 11 10 28 7 7 
13. SAO LOURENCO 

(NEW LABEL) 1.00 6.04 8.30 7.67 6.00 8.38 7.50 6.07 8.20 8.00 

Freq 

 

52 23 6 22 13 4 30 10 2 

14. SANTA CATARINA 7.00 3.48 4.00 0.00 3.34 4.00 0.00 3.45 0.00 0.00 

Freq 

 

80 1 0 38 1 0 42 0 0 

15. SCHIN 5.00 4.47 4.75 5.89 4.86 5.12 5.80 4.20 4.42 6.00 

Freq 

 

17 36 28 7 17 15 10 19 13 

16. SERRA DA GRACIOSA 5.00 4.57 5.45 6.28 4.47 5.67 6.06 4.65 5.36 7.00 

Freq 

 

37 20 24 17 6 16 20 14 8 

17. ÚNICA 5.00 3.43 5,00 5,00 3.38 0.00 0.00 3.48 5.00 5.00 

Freq 

 

79 1 1 39 0 0 40 1 1 

18. VITTALEV 5.00 6.43 5,88 6,74 6.20 6.20 6.72 7.00 5.42 6.75 

Freq 

 

7 17 57 5 5 29 2 12 28 
Source: survey, 2013. 

Bold numbers: NIHIL 

           

The results of the Foreigner Labels are shown in the figure 10b, below: 

Figure 10b – Consolidated Results from Customers versus Expert Analyses (ExA) 

Table 2 

 
 CUSTOMERS  MASCULINE FEMININE 

Mineral Water Brand Labels ExA FI K K+C FI K K+C FI K K+C 

Foreigner Labels 

          19. ABBEY WELL 5.00 4.86 8.00 0.00 5.24 8.00 0.00 4.52 0.00 0.00 

Freq 

 

80 1 0 38 1 0 42 0 0 

20. ARTIC SOL 7.00 5.70 0.00 0.00 5.59 0.00 0.00 5.81 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 
21. ASHBECK MOUNTAIN 

SPRING 6.00 4,56 0,00 0,00 4,62 0,00 0.00 4.50 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

22. BRECON CARREG 7.00 8.08 5.00 0.00 7.76 5.00 0,00 8.40 5.00 0.00 

Freq 

 

79 2 0 38 1 0 41 1 0 

23. BUXTON 5.00 4.56 0.00 0.00 5.26 0.00 0,00 3.90 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

24. CALEDONIAN 7.00 5.01 7.00 5.00 5.14 7.00 5,00 4.93 0.00 0.00 

Freq 

 

79 1 1 37 1 1 42 0 0 
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25. EVIAN 7.00 5.07 6.92 8.5 5.12 6.86 8,43 5.03 7.00 9.00 

Freq 

 

60 13 8 25 7 7 35 6 1 

26. GULFA 8.00 3.58 0.00 0.00 3.72 0.00 0,00 3.26 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 
27. HIGHLAND SPRING 

(OLD LABEL) 7.00 5.78 7.00 0.00 5.74 7.00 0,00 5.81 0.00 0.00 

Freq 

 

80 1 0 38 1 0 42 0 0 
28. HIGHLAND SPRING 

(NEW LABEL) 8.00 5.98 7.00 0.00 6.00 7.00 0,00 5.95 0.00 0.00 

Freq 

 

80 1 0 38 1 0 42 0 0 

29. ISABELLE 6.00 4.54 9.00 0.00 4.81 9.00 0,00 4.31 0.00 0,00 

Freq 

 

80 1 0 38 1 0 42 0 0 

30. LIFE 5.00 4.86 5.00 0.00 4.87 5.00 0,00 4.86 0.00 0.00 

Freq 

 

80 1 0 38 1 0 42 0 0 

31. MONTCLAIR 5.00 4.41 0.00 0.00 4.64 0.00 0,00 4.19 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

32. MONTGOMERY 5.00 4.59 0.00 0.00 4.87 0.00 0,00 4.33 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

33. ONE 5.00 3.96 0.00 0.00 4.41 0.00 0,00 3.55 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

34. POLAND SPRING 8.00 5.38 7.00 6.75 5.44 7.00 6,75 5.33 0.00 0.00 

Freq 

 

76 1 4 34 1 4 42 0 0 

35. SAN BENEDETTO 5.00 6.36 0.00 0.00 5.92 0.00 0.00 6.76 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

36. SANT’ANNA 7.00 5.73 5.67 0.00 5.90 0.00 0.00 5.56 5.67 0.00 

Freq 

 

78 3 0 39 0 0 39 3 0 

37. SANTA CROCE 8.00 6.59 8.00 0.00 6.89 8.00 0.00 6.29 0.00 0.00 

Freq 

 

80 1 0 38 1 0 42 0 0 

38. SCOTTISH NATURAL 1.00 6.56 0.00 0.00 6.56 0.00 0.00 6.55 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

39. STILL SCOTTISH 1.00 5.27 0.00 0.00 5.31 0.00 0.00 5.24 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

40. STRATHMORE 9.00 7.14 0.00 0.00 6.82 0.00 0.00 7.43 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

41. VALLECHIARA 1.00 3.49 0.00 0.00 3.69 0.00 0.00 3.29 0.00 0.00 

Freq 

 

81 0 0 39 0 0 42 0 0 

42. VOLVIC 5.00 4.46 0.00 7.67 4.65 0.00 7.50 4.29 0.00 8.00 

Freq 

 

78 0 3 37 0 2 41 0 1 
Source: survey, 2013. 

Bold numbers: NIHIL 

           

The figure 11 shows the results First Impression (FI) and Expert Analyses (ExA), graphically. 

There are dissimilarities of responses of masculine and feminine groups, according to the 

different Likert scales. The more extreme and recurrent responses are from the feminine 

segments. 
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Figure 11 – Customers versus Expert Analyses (ExA) 

 
  Source: survey, 2013. 
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5. Final Comments 

 

From this research, it seems that there are more differences than similarities between 

Prospects’ and Customers’ First Impression (Aaker, 2010; Farina, 1982; Lindstrom, 2005; and 

Schmitt 1999) and the Expert’s point-of-view (Gomes, 2000). The labels considered best 

forms with high scores in ExA, such as Santa Catarina, a Brazilian brand, Gulfa from Arab 

Emirates, Highland Spring (new label) from UK, Poland Spring (USA), Santa Croce (Italy) 

and Strathmore (UK) receive the lowest scores from prospects and customers. Brecon Carreg 

(UK) is the only label best form which Design Expert (score 7.0) and Prospects and 

Customers (8.08) share the same tendency. 

 

A practical implication of this study is to show that Marketing professionals should be very 

careful in the renewing process of organisations’ labels. Excessive changing can disconnect 

the customers from the brand, maybe because its visual elements change too much, so the 

customers cannot recognise the label. Expert Analyses are not enough. Prospects and 

Customers should be assessed in the labels’ renewing process. 

 

The main recommendation is to show the companies they should avoid the changing process 

by itself where the aim is making something new, instead of something better. They should 

consider the cost reduction of label changing, due to visual and financial implications. The 

contribution is to highlight the role of Business School which is to provide organisations with 

expertise to avoid pointless changes in the label visual elements. 

 

6. Future Research  

 

This study is useful for improving the knowledge of labels’ best form concepts and how to 

evaluate the prospects’ and customers’ responses (first impression, knowing the brand/label, 

and knowing plus consuming the brand/label). The research format and its methodology can 

be used to study different kinds of products and services brands, especially in the B2C 

markets. Future studies can analyse brands labels and markets from other parts of the 

countries (Northeast of Brazil, Latin America, Africa, for instance). It is also possible to study 

the relationship between social class and the levels of prospects’ and customer’s awareness. 

And the use of the Mann-Whitney test, larger samples and random sampling can improve the 

quality of the results. The research methodology is useful to the analyses of different brands 

and labels of products, services and experiences. It seems that there are many possibilities for 

developing knowledge concerning to the best form elements. 

 

7. References 

 

Aaker, D. A. (2010). Building Strong Brands. UK: Simon & Schuster UK Ltd. 
 

Brakus, J. J.; Schmitt, B. H. and Zarantonello, L. (2009), Brand Experience: what is it? How 

is it measured? Does it affect loyalty? Journal of Marketing, vol 73 (May), pp.52-68. 

Brazilian Mineral Water Law nº 7841 of 08/08/1945. (1945). 

 

Creswell. J. W. (1998). Qualitative Inquiry and Research Design: Choosing among five 

traditions, California – USA: SAGE Publications, Inc. 

 



17 
 

Engel, J.F.; Blackwell, R.D.; Miniard, P. W. (2000). Comportamento do Consumidor 

[Consumer Behavior]. Rio de Janeiro: LTC Publishers (in Portuguese). 

 

Farina, M. (1982). Psicodinamica das Cores em Comunicacao. [The Psycho-dynamics of 

Colours in Communication]. Sao Paulo: Editora Edgard Blucher Ltda. (in Portuguese). 

 

Gil, A. C. (2002). Como elaborar projetos de pesquisa [How to do research projects]. Sao 

Paulo: 4. ed. Atlas (in Portuguese). 

 

Gomes Fº, J. (2000). Gestalt do Objeto. [The Object Gestalt) Sao Paulo: Editora Escrituras (in 

Portuguese). 

 

Guillame, Paul. (1966). Psicologia da Forma. [The form psychology]. Sao Paulo: Companhia 

Editora Nacional (in Portuguese). 

 

Gurgel, F. A. (2007). Administracao da Embalagem. [Packaging Managment]. Sao Paulo: 

Thomson Learning (in Portuguese). 

 

Kandinsky, W (2012). Ponto e Linha sobre Plano. [Point and Line on the Plane]. Sao Paulo: 

WMF Martins Fontes (in Portuguese). 

 

Kotler, P. & Armstrong, G. (2003). Principios de Marketing [Marketing Principles]. Rio de 

Janeiro: Prentice Hall do Brasil (in Portuguese). 

 

Lindstrom, M (2005), Brand Sense: How to build powerful brands through touch, taste, smell, 

sight & sound, London, UK: Kogan Page Limited. 
 

Malhotra, N. K. (2001). Pesquisa de marketing: uma orientacao aplicada [Marketing 

Research: an applied approach]. Porto Alegre: Bookman (in Portuguese). 

 

Marchetti, R. and Prado, P. (2003). Um Tour pelas Medidas de Satisfacao do Consumidor. in 

Parente, J.; Wood Jr., T. and Jones, V. Gestão Empresarial – Estrategias de Marketing. 

[A tour through Consumer Satisfaction Measures in Management – Marketing 

Strategies]. Sao Paulo: Atlas (in Portuguese). 

 

Mattar, F. N. (2007). Pesquisa de Marketing [Marketing Research]. Sao Paulo: 6ª ed., Atlas 

(in Portuguese). 

 

Palmeira, M. and Palmeira, D. (2013). Brands and Labels - Comparative analyses of visual 

elements of Mineral Spring Water bottles. British Academy of Management 

Conference – BAM 2013. Liverpool, UK. 

 

Park, J. W. and Choi, J. (1998). Potential Moderators for Comparison Standards in Consumer 

Satisfaction Formation: Some Exploratory Findings.  Advances in Consumer Research 

Volume 25, 1998, pp. 124-131. 

 

Rattam, E. (1998). ‘Novo modelo de estratificacao socioeconomica para marketing e 

pesquisas de marketing’ [New Social Classification Approach for Marketing and 

Marketing Research] (In Portuguese). [On line]: Retrieved July 1st, 2008, from  

<http://www.anpad.org.br/enanpad/1998/dwn/enanpad1998-mkt-27.pdf. 



18 
 

 

Solomon, M. R. and Rabolt, N. J. (2009). Consumer Behavior in Fashion. New Jersey: 

Pearson Education. 

 

Schmitt, B. H. (1999). Experiential Marketing: How to get customers to sense, feel, think, act, 

relate to your company and brands. New York: The Free Press. 
 

Siegel, S., & Castellan Jr, J. (2006). Estatistica Nao-parametrica para ciencias do 

comportamento. [Nonparametric Statistics for the Behavioural Sciences]. Porto Alegre: 

2.ed, Bookman (in Portuguese). 
 

Spiegel, M. R. (1971) Estatistica. [Statistics]. Rio de Janeiro: McGraw-Hill do Brasil (in 

Portuguese). 

 

Urdan, A. T. and Urdan, F.T (2010). Marketing Estrategico no Brasil [Strategic Marketing in 

Brazil]. Sao Paulo: Atlas (in Portuguese). 

 

Wonnacott, T.H., Wonnacott, R.J. (1981). Estatistica Aplicada a Economia e a 

Administracao [Applied Statistics for Economy and Business]. Rio de Janeiro, Brazil: 

LTC Publishers (in Portuguese). 


