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Background

Consumers could confuse certified labels with
product labels of similar color

« Marketers use certified labels to signal premium
oroduct features such as sustainability or

Study 1: Measure consumer confusion

Consumer confusion is reflected in final choice and
choice conflict during correct choices

« Preregistered, online study, within-subjects design, N =67/

Study 2: Validation and generalization

Consumer confusion is reflected in final choice and
choice conflict during correct choices

« Preregistered, online study, within-between mixed-subjects design, N =135
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Choice and choice conflict can be integrated by Study 3: Testing the mechanism

The market yields many product labels that resemble coining the response as a continuous signal

the color of certified labels (pilot study)
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Consumer confusion is mainly driven by the color

Preregistered, online study, within-subjects design, N = 51
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Consumer confusion due to product labels can be
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' measured with our 2AFC mouse-tracking paradigm
Copycat labels can be classified based on the and be used to identify confusing (copycat) labels
sensitivity (d) in signal detection theory + What have we learned?
it « Consumers are confused by product labels that resemble the color of certified
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