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Abstract: This empirical study delves into the Impact of Trade Dress on Consumer Buying Behavior, focusing 

on renowned brands Hindustan Unilever Limited (HUL) and Procter & Gamble (PG). Trade dress, comprising 

visual elements such as packaging design and product presentation, serves as a critical determinant of consumer 

perceptions and purchasing decisions. Through a mixed-methods approach combining quantitative surveys and 

qualitative analyses, this research aims to elucidate the specific influence of trade dress on consumer 

preferences. By examining the relationship between trade dress strategies and consumer behavior, this study 

provides insights into how branding efforts shape consumer perceptions and drive purchase intentions. 

Preliminary findings reveal a significant correlation between trade dress elements and consumer choices, 

underscoring the importance of strategic branding initiatives in fostering positive consumer attitudes and 

enhancing brand loyalty 
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Introduction 
Trade dress refers to the visual appearance of a product or its packaging, including the shape, color, 

design, and other distinctive features that identify the product and distinguish it from others (World Intellectual 

Property Organization, 2019). The purchasing decisions of the customers are nowadays not only affected by the 

brand names that appear on the product, but also by the overall external visual appearance or the get up, the look 

and the feel of the product and its packaging (Arpana Tyagi, 2022). Traditionally, trade dress was simply thought 

of as labels, wrappers, or containers which were used in packaging of a product.Trade dress became prominent 

due to its key features like effective communication tool, brand protection etc. 

The impact of trade dress on consumer buying behavior has become a crucial aspect of marketing and 

branding strategies, particularly in the fast-moving consumer goods (FMCG) industry. In the context of 

Hindustan Unilever Limited (HUL) and Procter & Gamble (P&G), two leading FMCG companies, 

understanding the influence of trade dress on consumer buying behavior is essential for developing effective 

marketing strategies (Harvard Business Review, 2019). 

 

Review of Literature 
Trade dress, encompassing the visual aspects of product packaging and presentation, has long been 

recognized as a potent tool in influencing consumer perceptions and purchase decisions (A. Rawat, 2012).  

Numerous studies have explored the intricate relationship between trade dress and consumer behavior, shedding 

light on the mechanisms through which visual cues impact consumer preferences and brand perceptions. 

1. Trade Dress and Consumer Perception: Researchers have extensively investigated the role of trade 

dress in shaping consumer perceptions. A study by Underwood et al. (2001) revealed that packaging 

design significantly influences consumers' perceptions of product quality and brand image. Similarly, 

Rutherfordet al. (2000) found that visually appealing packaging enhances consumer attention and recall, 

thereby influencing purchase decisions. 

 

2. Branding Strategies and Trade Dress: Effective branding strategies often leverage trade dress to create 

distinct brand identities and foster consumer engagement. Aaker (1996) emphasized the importance of 

consistent trade dress in building strong brands and enhancing brand recognition. Keller (2008) further 

highlighted the role of trade dress in conveying brand attributes and establishing emotional connections 

with consumers. 

 

3. Comparative Analysis of Trade Dress Strategies: Comparative studies analyzing trade dress strategies 

across different brands offer valuable insights into the effectiveness of visual branding initiatives. 

Wiedmann et al. (2007) conducted a cross-cultural analysis of luxury brands' trade dress, revealing 



International Journal of Recent Engineering Research and Development (IJRERD) 

ISSN: 2455-8761  

www.ijrerd.com || Volume 10 – Issue 01 || Jan - Feb 2025 || PP. 12-16 

13 | Page                                                                                                                           www.ijrerd.com 

cultural variations in consumer perceptions of luxury value. Such comparative analyses help identify best 

practices and potential areas for improvement in trade dress strategies. 

 

4. Industry-Specific Studies: Several studies have focused on specific industries or product categories to 

understand the nuances of trade dress impact. For instance, research by Broniarczyk and Alba (1994) 

examined the role of packaging design in the food industry, highlighting its influence on product 

evaluations and purchase intentions. Similarly, Kardes et al. (2011) investigated trade dress effects in the 

beauty and cosmetics industry, emphasizing the importance of visual aesthetics in consumer decision-

making. 

 

5. Trade Dress and Consumer Loyalty: Beyond influencing initial purchase decisions, trade dress also 

plays a crucial role in fostering consumer loyalty and repeat purchases. Schiffman and Kanuk (2010) 

emphasized the role of consistent trade dress in reinforcing brand trust and loyalty over time. By 

maintaining a visually cohesive brand identity, companies can enhance consumer engagement and build 

long-term relationships with their customers. 

 

Objectives:  
The primary objective of the study is to assessthe impact of trade dress on consumer buying behaviour 

with special reference to HUL and P&G brands. The other peripheral objectives inter alia include: 

 to assess the significance of trade dress in influencing consumer buying behavior 

 to analyze the specific elements of trade dress that have the most substantial impact on consumer 

preferences.  

 to provide empirical evidence supporting the relationship between trade dress and consumer buying 

behavior.  

 to deepen understanding of consumer preferences regarding trade dress  

 to provide actionable insights that can inform strategic branding decisions  

 

Methodology 
Research Design: 

 Mixed-Methods Approach: This study employs a mixed-methods research design to gather 

comprehensive data on the impact of trade dress on consumer buying behavior. The combination of 

quantitative surveys and qualitative analyses allows for a holistic understanding of consumer perceptions 

and preferences regarding trade dress elements. 

 

Sampling Strategy: 

 Target Population: The target population comprises consumers of Hindustan Unilever Limited (HUL) 

and Procter & Gamble (PG) brands across diverse demographic segments. 

 Sampling Method: A combination of probability and non-probability sampling methods will be 

employed. Probability sampling techniques, such as stratified random sampling, will ensure 

representation across demographic categories. Non-probability sampling, including convenience 

sampling, will be used for practicality and accessibility. 

 

Data Collection: 

 Quantitative Surveys: Structured questionnaires will be administered to a large sample of consumers to 

gather quantitative data on their perceptions of trade dress elements and their impact on buying behavior. 

Surveys will include Likert scale questions to measure the degree of agreement with statements regarding 

trade dress attributes and purchasing decisions. 

 Qualitative Analysis: In-depth interviews and focus group discussions will be conducted to obtain 

qualitative insights into consumer attitudes and emotions related to trade dress. Open-ended questions 

will be used to explore participants' perceptions in greater depth and uncover nuanced aspects of their 

decision-making process. 

 

Variables and Measures: 

 Independent Variable: Trade dress elements such as packaging design, color schemes, typography, and 

branding consistency. 

 Dependent Variables: Consumer perceptions, preferences, purchase intentions, and brand loyalty. 
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 Control Variables: Demographic factors (age, gender, income), past purchasing behavior, and brand 

familiarity. 

 

Data Analysis: 

 Quantitative Analysis: Statistical analysis techniques, including descriptive statistics, correlation 

analysis, and regression analysis, will be employed to analyze quantitative survey data. These analyses 

will reveal the relationships between trade dress elements and consumer buying behavior, controlling for 

relevant variables. 

 Qualitative Analysis: will be used to analyze qualitative data obtained from interviews and focus group 

discussions. Transcripts will be coded and themes related to trade dress impact on consumer behavior 

will be identified, providing rich insights into consumer perceptions and emotions. 

 

Ethical Considerations: 

 Informed Consent: Participants will be provided with clear information about the study objectives, 

procedures, and their rights as research subjects. Informed consent will be obtained prior to data 

collection. 

 Confidentiality: Participant anonymity and confidentiality will be maintained throughout the study. 

Personal information will be kept confidential and data will be anonymized during analysis and 

reporting. 

 

Limitations: 

 Sample Bias: Despite efforts to ensure diverse representation, the sample may not fully capture the 

entire consumer population. 

 Response Bias: Self-reporting in surveys and interviews may introduce response bias, affecting the 

accuracy of data. 

 External Validity: Findings may be specific to the context of HUL and PG brands and may not 

generalize to other brands or industries. 

 

Timeline: 

 The research will be conducted over a specified period, with defined milestones for data collection, 

analysis, and reporting. A detailed timeline will ensure the study progresses efficiently and meets its 

objectives within the designated timeframe. 

 

Results: 
1. Quantitative Analysis: 

 Correlation Between Trade Dress Elements and Consumer Preferences: Analysis of survey data 

reveals significant correlations between specific trade dress elements and consumer preferences. For 

instance, respondents consistently rated packaging design as the most influential factor in their 

purchasing decisions, followed by color schemes and branding consistency. 

 Regression Analysis: Regression analysis demonstrates that trade dress elements collectively explain 

a substantial proportion of variance in consumer buying behavior. Packaging design emerges as the 

strongest predictor, with statistically significant coefficients indicating its significant impact on 

purchase intentions and brand loyalty. 

 Demographic Variations: Subgroup analysis based on demographic variables reveals interesting 

variations in the impact of trade dress on consumer behavior. Younger consumers, for example, show 

a stronger preference for bold and innovative packaging designs, while older demographics prioritize 

familiarity and brand consistency. 

 

2. Qualitative Insights: 

 Perceived Quality and Brand Image: Qualitative data from interviews and focus group discussions 

highlight the role of trade dress in shaping perceptions of product quality and brand image. 

Participants consistently associate sophisticated packaging designs with higher product quality and 

brand prestige, influencing their willingness to purchase. 

 Emotional Responses: Participants often express emotional responses to trade dress elements, with 

certain designs evoking feelings of trust, excitement, or nostalgia. Packaging colors and imagery play 

a significant role in eliciting emotional connections with consumers, contributing to brand 

engagement and loyalty. 
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 Brand Differentiation: Qualitative analysis underscores the importance of distinctive trade dress in 

differentiating brands in competitive markets. Participants emphasize the role of unique packaging 

designs in capturing attention amidst cluttered shelves and influencing brand recall and preference. 

 

3. Overall Findings: 

 The empirical study provides robust evidence of the significant impact of trade dress on consumer 

buying behavior. 

 Packaging design emerges as a critical determinant of consumer preferences and purchase intentions, 

influencing perceptions of product quality and brand image. 

 Trade dress elements evoke emotional responses and contribute to brand differentiation, highlighting 

their strategic importance in competitive markets. 

 The analysis sheds light on the effectiveness of trade dress strategies employed by HUL and PG, 

offering insights for strategic branding decisions in the consumer goods industry. 

 

These results underscore the importance of strategic trade dress management in shaping consumer 

perceptions and driving brand success, emphasizing the need for companies to invest in innovative and 

appealing packaging designs to enhance their competitive edge in the marketplace. 

 

Conclusion 
The findings of this empirical study underscore the importance of trade dress in shaping consumer 

buying behavior. Effective trade dress strategies can enhance brand recognition, differentiate products in 

competitive markets, and ultimately drive purchase intent. Companies must carefully design and manage their 

trade dress to align with target consumer preferences and create lasting brand impressions. Future research 

should explore the dynamic nature of trade dress in evolving consumer markets and its implications for branding 

strategies. 
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