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Abstract 

Fifty well-educated consumers over 50 years of age selected pnnt 

variables within the safety zone for optimal pnnt presentation. A 

Typography Variable Score (TVScore) matrix based on deviations fkom 

optimal p i n t  was developed in order to provide a means of assessing 

consumer product instruction labels. There was a significant correlation 

bctween the TVScore and participants' ratings of ease of reading and 

attrricti venrss of U) product instruction labels presented. A modifird Miscue 

hnalysis procedure was developed and used to assess the influence of 

typosraphy on the case of reading of labels with different typography and 

TVScores. Pxricipants who read the label with most deviations from 

optimal print. and therefore the highest TVScore, made significantly more 

readi ng miscurs. Typography of product instruction labels is an important 

Iraturt: for case of reading. The Typography Variable Score provides a 

reliablr rnrans of predicting sase of reading for wzll-educated consumers 

over 50 y r x s  of age. 



Résumé 

A 8 

Cinquante consommateurs instmits. ages de plus de cinquante ans, ont evalué differents 

modes d'emploi utilisés sur les Ctiquettes de 40 produits de consommation. Le plus haut 

pointage a etc accordé pour l'attrait et la facilité avec laquelle pouvait se Lire le mode d'emploi 

sur les etiquettes se rapprochant le plus de la typographie optirnale telle que definie par 

<<Typogr~phy Variable Score Matrix (TVScore)>>. Celle-ci cc WScore >> a été conçue par 

l'auteur afin d'accorder un pointage pour l'impression typographique. Dans le test des 

préfCrences des diverses impressions, le choix des participants &ait conforme a la variance de 

l'impression typographique optimale utilisee. n y avait une corrélation significative entre le 

<<TVScore>z et les réponses des participants pour l'attrait et la facilité de lecture. 

Un test de < ~Modijied Miscue Analysis Procedure>> a éd conçu par l'auteur et 

utilisé afin d'estimer l'influence de la typographie sur la facilité de lecture des modes 

d'emploi sur les étiquettes. Pour les modes d'emploi utilisés sur les Ctiquettes de deux 

nettoyeurs en aerosol pour le four qui etaient presque identiques, à l'exception de la 

typographie, les resultats de cc Modified Miscue Analysis Prodecure>> démontrent une 

erreur de lecture significative reliee à la typographie utilisée. Un plus grand nombre 

d'erreurs selon cc Modified Miscue Analysis >correspond à un plus haut pointage de 

<<Typography Variable Score>> et démontrent un plus grand écart par rapport à la 

conception de l'impression optimale. On peut donc se fier au < <TVScore> > pour predire la 

facilité de lecture des consommateurs instruits de plus de cinquante ans. 
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This is the first sîudy to examine the case of reading of product 

instruction labels by well-educated consumers over 50 years of age. No 

studies were found that directly relate to the difficulties experienced by 

consumers over age fifty when reading less than optimal typography on 

consumer product instruction labels. Canadian Government regulations 

which apply to the front panel of product labels concern content, pnnt size, 

contrast, placement and wording of required texts. No regulations apply to 

the back or side panel of the label where the instructions for using the 

product are printed. 

Studies and tests of selected isolated typographic variables have been 

conducted for the purpose of determinhg ideal typography for textbooks, 

newspaper and journal page designs, and for the design of in-house 

medication labels. 

A TVScoring procedure was developed to quanti@ existing 

typographic designs or design components. This scoring procedure has 

proven reliable in predicting ease of reading of well-educated consumers 

over 50 years of age. 



Researchers studying print variables for ease of reading have focused 

on printed texts designed for books or newspapers. The research into 

isolated typographic variables has provided optimal and non-optimal 

parameters for typographic design. This is the h t  time that these factors 

have been exarnined with respect to the preferences of the over f i fq  

population for instructions on consumer product labels. 

In an extensive re-examination of labelhg regulations for Hazardous 

Consumer Products by the Product Safety Division of Health Canada, no 

regulations were proposed specific to instructions on product instruction 

labels. 

Miscue Analysis, a procedure developed to examine how readers 

reconstmct meaning from text, directs attention to the decisions made and 

strategies emplo yed when readers engage in reconstnicting text meanings, 

through examination of the kinds of miscues they rnake in the process. This 

strategic miscue information provides a view of the readers' reading process. 

In my study 1 used a rnodified rniscue analysis procedure to examine 

miscues of proficient readers experiencing difficulties reconstnicting text(s) 

presented in a non-optimal typographic desi-ns. This is the first time a 

vi 



modified Miscue Analysis procedure has been used to determine the 

difficulties of well-educated readers over 50 years of age when presented 

with non-optimal typographie text designs. 
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Preface 

Grandparents may be getting younger these days, but most Wear glasses to 

read directions on microwave popcorn, program the video cassette recorder and 

check the fat content of food products. We live longer, enjoy being fit and doing 

things ou. ancestors gave up decades earlier. However, our eyes still begin an 

aging process that peaks in our fifth decade when we fmd ourselves struggling to 

keep up with shrinking print. As a teenager 1 heard my parents joke about needing 

longer m s  to read the newspaper. They eventually succumbed to glasses and a 

tri-light lamp for reading . In my forties, print that I had no difficulty reading a 

decade eariier, required ideal conditions. At a tirne in life when many things were 

in transition. rny eyes were betraying me. Myopia. a life-long condition had 

evolved into presbyopia. A well fitted pair of bifocals restored normdity for a 

few years. but in my fifties they no longer compensate completely for my ageing 

eyes. I am part of the presbyopic population through no fault or neglect on my 

part. 1 find myself needing more light. higher contrast, adjusting my focal range 

and angle. and still having difficulty reading. 1 am reluctant to accept the effort 

and inconvenience of these adaptations without a cry of protest. I am not done. 

Colleagues around me either put on or take off their glasses and fuss with a variety 

of gadgetry in preparation for making sense of product instructions and a diversity 



of other reading matenals. all the while grumbling about the small pnnt that is 

daily getting smaller. When I began this study 1 was struck by the number of 

product labels that were difficult, and in some cases. nearly impossible to read. 1 

discovered unacceptable print designs on hazardous product labels such as 

chernical foam oven cleaners as well as on cake mixes, and pizza sauce. 

Typography. the designing of print, is a complex integrated profession that 

also incorporates an art form. My study of typography does not qualify me as a 

typographer, but 1 have become an infomed presbyopic consumer in an 

environment of shnnking print. 

As an educator. 1 am disturbed at the effort and strategies required to read 

instruction texts on some consumer product labels. .\s a consumer. I feel cheated 

of instructions and safety information that I believe should be easier to find and 

much easier to read. Product labels are the means of conveying many kinds of 

information to consumers. and are therefore a tool in consumer education. 

However, they have not had the same kind of attention to typographic design as 

other informative texts such as reading texts and test matenal?. As an academic. 1 

wonder why the body of research into typography and print variables has not been 

more evident in printing practices and is not reflected in guideluies for print. As a 

cornputer neophyte, 1 struggled with instructions in early rnanuals seemingly 

printed in some other language. 1 became aware of a desk top publishing 

industry. This industry is quietly making inroads into typography and chmging 
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print environments. In the next centwy, typopphy  may not exist as we have 

known it. Wi11 the basics of good typographie design. already threatened, simply 

vanish into defaults in desktop publishing cornputer software? 

In this study of a multi-faceted adult and consumer education issue, I have 

brought together my concerns for typography on consumer product information 

labels. and my questions and assurnptions about the preferences for print of a 

significant portion of our population. I have integrated my knowledge of our 

complex marketplaces and consumer regulations. with research in print and 

typography. My purpose has been to address the print environment for the 

presbyopic reader as it has been addressed for the beginning reader. 1 would like 

to see ease of reading for the over fifty population considered when print is 

designed. Perhaps. my grandchildren will benefit from the results of my efforts. 

1 have had the pleasure of this process of inquiry. 



CHAPTER 1 

Introduction 

North Americans are continuaily required tu leam new skills and 

procedures. Many are the direct result of the introduction of new products into our 

marketplaces. Microwave ovens, computer chips, and high technology foms of 

everything from sharnpoo and toothpaste to wall cleaners and floor wax have 

made the product label an important medium for instructing consumers in theû 

safe and effective use. 

Background 

Some important distinctions need to be made between tems used 

throughout this thesis. The term proàuct label will be used to indicate ail of the 

information that is printed on a product package or container, and will not be used 

to refer to paper inserts or display rnaterials. The product label is seen as an 

integral part of the product container which supplies required information 

appropriate for the consumer. That portion of the product label where directions. 

ingredients and safety information are found, is refened to in this study as the 

product instruction label to distinguish it from other portions of the label. The 



front panel or brand and product narne panel is the portion of the product label 

that carries the manufacturer's narne and nademark. Since consumen recognize 

products by this part of the label, it is commonly displayed on a store shelf. The 

label text is the printed information in word fom, and not the illustration. 

The ubiquitous "new and improved" product and the recent addition of 

environmental syrnbols on product labels require that consumers continue their 

education process on a daily basis. Product labels have become essential 

mediating texts (Goodman. 1982; Vygotsky, 1962. 1978) in the communication 

process that takes place between the producer and the consumer of a product. 

Product labels function as both message and medium as their role expands to 

include not only individual product information but also product safety 

information. nutrition. eiectronic inventory. container. and environmentai 

information presented in various formats. languages and images. 

The front panel or brand and product name panel of the label is what the 

consumer sees f ~ s t  on the store shelf. The front panels of all consumer products 

sold in Canada must, according to The Consumer Packaging and Labelling Act 

and Regulations (Consumer and Corporate Affairs Canada, 1980). and the Food 

and Drugs Act and Regulations (Consumer and Corporate Affairs Canada. 1983). 

present narne and type of product, name and address of manufacturer and weight 

or volume of the contents. The front panels of hazardous products must also 

display hazard symbols and statements, and signal words. The product instruction 



label. usually found on the back or side of a consumer product package. is used to 

communicate information and instructions for use. storage. and disposal of the 

product as well as any required safety information. Roduct labels function as 

primary texts conveying information to educate amsumers in the use of consumer 

products. The focus of this study is the descriptive. informative label which is 

referred to as the instruction label to distinguish it from the front panel. 

Information on product use and contents is found- on the instruction label. The 

poduc; instruction label is defined for this study as a printed text designed to 

fulfill an educational purpose. namely the instruction of consumers about the 

product ingredients and the safe. effective. efficient use. storage and disposai of 

the product contents and container. Instruction labeis on consumer products 

appear in a myriad of languages. shapes. contents and designs. with one principal 

function. that of providing information to the consumer. 

The twentieth cenniry has wimessed the growth of an aging population. 

The percentage of the Canadian population over age 50 estimated by Statistics 

Canada as of July 1994 (S tatistics Canada, 1995). is 25.9%. Many of this age 

group are stiil in the work force and will rernain so for some years to corne. The 

designation "Senior" used to be used to descnbe those age 65 and over and 

therefore retired. This term is now commonly used to mean those who are part of 

the age group over 50 years of age. A Fifty Plus designation is used for an annuai 

Seniors' Conference held in Montreal with the purpose of presenting services. 



resources and information to meet the needs and preferences of this growing 

segment of the population. Seniors have begun to demand that services and 

products be designed to meet their needs and preferences. Advocacy groups have 

been organized at the comrnunity. provincial and national levels. The Canadian 

Seniors Packaging Advisory Council (CASPAC) has addressed the needs and 

preferences of seniors for packaging. CASPAC is a CO-operative volunteer 

national agency formed to "heighten the awareness of industry to the needs of an 

aging population in the context of package creation and to educate seniors on the 

safe use of existing products" (CASPAC Executive Sumrnary, 1991). Yvonne 

Momssene of the Senior Citizens' F o m  (Montreal. Quebec) presented the need 

for standardized medication labels so that the name of the medication could be 

easily read (Private meeting. January 29. 1988). Jane Leitch, President of the 

United Senior Citizens of Ontario. speaking to a seminar organized in Toronto in 

March 1993. by the Packaging Association of Canada to address the needs of the 

"silver market", dernonstrated "how hard it was for seniors to use some 

packages". One Voice. a national organization, serves as an umbrella organization 

for Canadian seniors advocacy groups. Andrew Aitkens. Director of Research for 

One Voice, expressed that h o p  that "industries wake up to the realities of 

Canada's aging population" (CASPAC Executive Sumrnary November 1 99 1). 

As we age, our eyes undergo changes. This normal process, referred to a 

presbyopia or aging eyes. begins at birth, is evident in the third decade of life and 



by the mid-forties affects nearly everyone. In practice. many adults over 40 years 

of age require some kind of correction to their vision for reading, and b y age fifty . 
nearly ail adults who habituaily read are using corrective lenses. Many who w e u  

corrective lenses for other purposes. choose b i - fd lenses  rather than adding a 

second pair of glasses for reading. Even with comction. vision over 50 years of 

age is not the same as at age 25 or 30. Colour perception, the need for light, and 

the need for contrast change as the eye ages. 

Seniors have repeatedly expressed the need for changes to existing product 

labels to make them easier to read. This study examines the preferences of a 

group of well educated consumers over age 50 for typographie designs of 

consumer product instruction labels. 

The proactive nature of today's consumers and the study of consumer 

preferences are twentieth century phenornena, but the histozy of the development 

and regulation of consumer product labels is a long one. A brief background to 

the development of consumer product labelling is presented in the next section. 

Histoncal Perspective 

As eariy as the ninth century, seals were placed on goods by their 

producers. When identifcation of both the goods and îhe seller was necessary. 

these marks took the form of trade tokens which were used when goods travelled 

beyond a distance that ailowed for personal exchange between buyer and seller. If 
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a container was required to transport the goods, information about the goods was 

attached to the container to prevent confusion during shipping. As mding routes 

grew. growers. shippers, traders and the commodities had to be identified even if 

the language of each was different (Haddon. 1986 and Joseph. 1988). For such 

communication between a producer and a purchaser to function well. goods had to 

be marked in some way that was understandable to al1 involved, especially the 

buyer. These marks were the forerumers of our commonly recognizable 

tradernarks used to label products. 

Sixteenth century Geman paper manufacturers began wrapping and 

marking their writing paper. The information on these package labels was 

certainly read and understood by those buying writing paper for personal use. 

However. even those who could not read were able to recognize and distinguish 

label marks for medicines. wines and tobacco that soon appeared (Davis. 1967). 

In a small marketplace it was possible for an individual who could not read to 

remember the trademarks of al1 of the commodities used on a regular basis. The 

danger of confusion was not a concem. Specifc container shapes were also used 

to indicate the contents. M i k  and wine bottle shapes are contemporary examples. 

Wine bottle shapes survive as visual indicators of their contents. 

Improvements in the manufacture of paper. print reproduction techniques 

and the use of colour combined with mass production techniques have resulted in 

a very rapid expansion of the numbers of product labels, and great improvements 



in label durability. However, a consumer c m  no longer expect to read, much less 

remember, the wide variety of brand labels available and used in day-to-day 

modem life. More information is available on product labels in the marketplace 

than most consumers would want or need to read. 

Consumer Product Labels 

Currenr labels present images designed to be rernembered. characterized by 

specific colours. shape. pnnt styles and sizes. Monnation on consumer product 

labels in Canada is required in both English and French. Figure 1. is typical. 

Figure 1. 

A Typical Food Product Label Showing Both Engiish and French Texts. 

EAiBB BBVBM[P 1 Livre (jûû g) de 
boeuf haché dans une poile de 10 po 1 POLID im ai 

! LIVRE rfl g) (5 cm); égoutter. 
1 

Sï?E in Sauce Mix, 3 112 cups (87, mL) 
hot water. t 

'aAUXUI 

PK]OIW]BBB le mélange à sauce, 3 1 / 2 tasses (875 mL) 
d'eau chaude. i 

! 
1 EUT ia boiling, stinm d o n a i i y ;  stjr m un cwked Pata. Reduce : 

kat; corer and O minutes, stimng occasiondv. Remove h m  i 

hat Stir a i m e  Topping ,Mix and 113 cup (3 mL) milk in borvl ahut 30 i 
seconds or und ah& smooth. Spoon and spread d i e  mixture evenlv : 
over beef mixture. Let stand unmered 10 mutes  (sauce will hicken as it : 

jusqu'à ébullition, en remuant de temps en temps. Aj~uter j 
les pâtes crues. Réduire le feu; couvrir et mijoter 10 minutes, en remuant ; 

de temps en tem Retirer du feu. Dans un bol, combiner le mélange de i 
hrnage et l/3 (75 m ~ )  de lait et m u e r  M secondes ou i . 4 ~ u à  : 
consisîance presque onctueuse. .4 i'aide d'une cuiiiére, mettre le melange i 
de fromage sur le mélan de boeuf et I'étaier uniformiment Laisser t 
cepuser à découvert pen&t 10 minutes (la sauce épaüsira au repos). j 
5 portions de 1 taae (23 mL1 chacune. t 



Another function of a label is to communicate information about effective 

use(s). storage. ingredients and nutritional values of the product. Symbols 

indicating environmentally safe products andor containers. as well as instructions 

for safe disposal of the container and contents have recenùy been approved for use 

on product labels. Universal Product Codes or bar codes also appear on the labels 

of nearly aU products with the exception of perishable products. 

Definitions of Label 

The brief synoptic history sumrnarized above is echoed in the following 

definitions of label: 

1. a slip of paper. cardboard, metal, etc. attached or intended to be attached to 

. . 
an object and bearing its name, description or destination (The C- 

f TL4xfarbEnelishPicMnap! . , 1971. Vol 1. p.1553). 

2. a slip of paper, cloth or other material, marked or inscribed for attachent 

to something to indicate its manufacturer, nature, ownership. destination etc. 

(Flexner. S .B .; Hauck. L.C. 1993. p. 1071). 

3. a slip of paper or other material to be attached to an object, beanng an 

inscription indicating size. contents. price. ownership or other pertinent facts 

(Williams. E.B. et al, 1977. p. 503). 

Defmitions two and three reflect the consumer's experience, however labelling 

regulations further define what a label is and what rnust appear thereon. 



Government of Canada Labeiiing Regdations 

The main statutes regulating what must appear on product labels in Canada 

are the H a .  R o r t u c a . ( H a z a r d o u s .  C.R.C., c.926 

(Consumer and Corporate Affairs Canada 1970 and 1995). The Food 

ct and Reeulahons.41- 1-90 (Agriculture and Agri-Food Canada, 1990) . and 

. . sLabelline (Consumer and Corporate 

Affairs Canada 1980). The information required varies depending on the nature 

of the product. AU information must appear in both officiai languages. English and 

French. The C o n n  (Consumer and Corporate 

Affairs Canada, 197 1, p. 2) defines a label as "...any label(sic), mark, sign. device. 

imprint. stamp, brand, ticket or tag". The recent to Foe- 
. . 

v e m  (Agriculture and Agri-Food Canada, 1996. p. 1-2) includes in its 

definition of label "any legend, word or mark attached to, included in, belonging 

to or accompanying any food. dmg. cosmetic device or package". 

The brand label, comrnoniy referred to as the front panel, is unique to the 

product and part of the producer's marketing plan designed to make the product 

recognizable and mernorable. This label may include a registered eademark. 

According to the Consumer Packaging and Labelling Act, three elernents must 

appear on the front panel of any consume product: 

1. net quantity of the product 

2. the generic or common name of the product 



3. harard symbol. and warning statements required by the Hazardous 

Products Act (Agriculture and Agri-Food Canada, 1 996; Consumer 

and Corporate Affairs Canada 1988 ). 

For hazardous products. regulations cover the size and placement of hazard 

symbols. required warnings and safety statements. The hazard symbols and the 

frarnes that enclose them convey important visual warnings. The symbols and 

frames are intended to alert consumers to instructions and safety information on 

the label. Food product labels cary expiry dates, precise indication of contents, 

instructions, storage and number of semhgs. Textiles have labels disclosing the 

genenc name and percentage of fibres. care symbols and the narne of the 

manufacturer or dealer. 

Instruction Labels 

In The of Marketing (S tanton. Sommers and Bames. 1985). 

Stanton distinguishes between the brand label as previously described. and the 

descriptive, informative label w hich provides " written or ihstrative objective 

information about the use. construction, care, performance. or other features of the 

product" ( p. 227). No specific regulations exist for the cypography of product 

instmc tion labels. 



TY pography 

Information on a product label is presented in a format designed for the 

specific needs of that product by a typographer. Typography is the " ... art., or 

skill. of designing printed matter, especially printed words ... designing 

communications by means of the printed word" (McLean. 1980. P.8): " ... art or 

process of pnnting with type; the work of setting and arranging types and of 

printing from hem; the general character of appearance of printed matter" 

(Flexner & Hauck. 1993, p. 2046). These defuiitions imply not only the 

mechanical presentation of words on paper. but also the selection of style. lettering 

and emphasis for parts of the text, in order to convey a cohesive message. Unity 

of typographic design is the art of typography. 

The history of typography began with the written word. and developed 

with block pnnting. The process of producing text became more complex when it 

became mechanized. In the fifteenth century Gutenberg (1400- 1468) set out to 

rnechanically produce texts which were indistinguishable from handwritten 

manuscnpts (McLean, 1980). Hand decoration of pages after prinhg was 

gradually replaced by the art of printed book design. The art of typography had 

corne into its own. While texhnologycontinues to modify the work of the 

typographer. the objective of this skilled art remains to communicate words 

(McLean. 1980). Typography has been influenced by cornputer software 

prograrns that allow the user to employ electronic typographic tools to execute 



desktop print design for printed texts. However, notall printed text represents 

good typogra~h~. 

Print techniques and design characteristicS. A full range of print style. 

pnnt techniques and design characteristics are availible for use in presentation of 

a given text in the space available and with the desired emphasis. Print techniques 

and characteristics which are the variables of print design are listed in Figure 2. 

Figure 2. 

Print Techniques and Design Characteristics 

print size 
case 
pnnt style (serif or sans serif, compressed, iight) 
highlighted text (bold or italic) 
leading 
colour of print and background 
contrat 
line length (curved text h e ,  vertical text) 
justification 
text surfaces (paper, plastic, metal) and properties (shiny, math 

textured. smooth) 
text reproduction (method and result) 
reverse print 

The above design elements are available in most desktop publishing 

software. as well as in word processing software. Computerized procedures are 

increasingly used in the design of the product labels and packaging materials 

generated for the marketplace. 



The Marketplace 

Products move into the marketplace and must compte with sirnilar 

products for shelf space and consumer awaremss It is possible to be faced with 

many variations of the same basic product and with labels that are not standard. 

Labels may also be designed to look Like other labels for similar products and the 

consumer may or may not observe a ciifference. The problem of distinguishing 

between similar and multiple products is not limited to the consumer, but exists 

for wholesalen and marketers also. An electronic soiution to multiple products 

has been found in the bar coding system. 

The bar code or universai product code The categories of information 

presented on product labels continue to expand as the marketplace becomes more 

sophisticated and various needs for information on package labels expand. 

Whoiesale and retail tracking and pricing of products is increasingly done by 

computenzed technology. An international bar code system developed for 

machine reading as well as for the human eye makes the labelling of products 

uniform and efficient. This system is in use throughout the worfd. The 

international use of bar codes is subject to strict regdation and print standards 

appropriate for electronic scanners. The use of bar codes is one more in the man y 

kinds of information texts currently found on consumer product labels. 



Literate Consumers and Product Information 

Literary theorist, Margaret Meek ( 199 1 ) argues: "Powerful literates are 

those who read a lot, and know their way around the world of print. ... They 

choose with confidence what they want or need to read" (p.33). By reading and 

following information on product labels. consumers should be able to use the 

product as safely and effectively as the manufacturer intended. Consumers who 

want increasing arnounts of information on the labels of products have the 

responsibility to read and use information provided. The limited space on product 

labels is already subject to cornpetition. Roduct trademark or advertising images. 

required symbols. required and regulated generic and safety information compete 

for limited space on a l l  but the largest containers. Remaining product label space 

is used to present instructions and other non-regulated information. often in a size 

and print design which are less than optimal. This less than optimal design may 

present a reading challenge to even weLl-educated and highly motivated 

consumers. When the text is not well organized consumers will find it more 

difficult to locate the information they want or need. When the text is not easy to 

read. consumers may be less motivated to make the effort to read the information. 

and "... find excuses for not making the effort .. ." (Meek, 199 1, p.33). If the 

desired information c m o t  be easily located. or efforts made to read the text are 

unrewarded. an information gap is created and the purposes of the label and 

instructions are not achieved. The effort to bridge the communication gap falls to 



the consumer who must also know when to expend the energy required to acquire 

the information. It is the consumer who determines when to stop reading label 

information. The consumer alone decides how much information is enough. 

Being a literate consumer requires the ability to read. write and calculate as a 

means of making sense of and use of information in the marketplace. Much 

information is available on product labels for the consumer who has both the 

Iiteracy skills to acquire this information, and who has the knowledge to look for it 

in the first place. Consumers want and need to how about the products they use. 

But  in addition to literac y strategies enabling them to acquire available 

information, consumers need texts on product labels which present clearly 

designed. unified messages that are easy to read. S ticht ( 1 979). maintains that 

The acquisition of literacy includes the development of processes for 
recognizing and producing written language. the leaming of vocabulary and 
conceptual knowledge. techniques for comprehending sentences and larger 
segments of discourse. and various strategies for learning. using written 
materials ( p.275). 

For most adults over 50 years of age. a lifetime of experience has provided 

frameworks within which to place various kinds of information. The language of 

instruction may be specific to a particular type of product and activity. For 

example. food products have specific content ùiformation and preparation 

instructions invoked by a specialized vocabulary and procedures. The concems 

which a reader would answer by reading a food product label are different than 

those answered by reading instructions for the use of hair spray or floor wax. The 



capacity to differentiate is not one that cm be taken for granted. Studies of 

instructions translated from other languages provide evidence, humorous and 

frightening, about the complexity of meanings embedded in so-called simple 

Ianguage. An accumulation of experience with instruction labels for various 

sirnilar consumer products does not preclude a need to read the information and 

instructions on a pdcular  product label. A decision not to read instructions on a 

product label is not simply a consequence of being familiar with the product. 

When it is ciifficuit to read the instructions on a more or less familiar 

product the temptation to forego the reading may be compelling. If it is necessary 

to put on reading glasses, use a magnifying glass, move to better light conditions, 

constantiy tum and manipulate the surface of a container to avoid reflection. then 

the decision to read infoxmation invoives several complex and t h e  consurning 

behaviours. If a consumer deems his or her prior knowledge of a product to be 

adequate, that prior knowledge will likely be invoked. Remembered instructions 

rnay not be appropriate for the current product. An information gap has been 

created. Some of the factors that contribute to such a communication gap. result 

from the normal aging of the human eye. The condition of aging eyes or 

presbyopia, has implications for typography of printed texts. 



Presbyopia and Le@ bility 

The normal aging of the human eye is a factor for the population over 50 

years of age. The aging eye (presbyopia) implies a set of conditions for continued 

and efficient ease of reading for the over 50 population. References for more 

light in the reading environment, longer adaptation time for changes in light and 

focal distance, preference for larger p ~ t  and greater contrast between print and 

background are a i i  characteristic of presbyopics. Consamers may prefer easy-to- 

read labels: however, whether product labels are easy to read or not, consumers 

are nevertheless responsible for reading information about safety. hazards. 

environment and cost, presented in a variety of typographie formats. 

Consumers acquire and use information on consumer product labels to 

make product selections and to instruct themselves about the appropriate and safe 

use of these products. Canadian Govemment regulations apply to the front panel 

of product labels concerning content, print size. contrast, placement and wording 

of required texts. However, no Canadian regulations apply to the back or side 

panel of the label where the instructions for using the product are printed. 

Studies and tests of selected isolated typographie variables have been 

conducted for the purpose of determining ideal typography for textbooks. 

newspaper and joumal page designs (Paterson & Tinker. 1940; Tinker. 1963; 
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Tinker 1965; Burt, Cooper & Martin, 1955). and for the design of in-house 

medication labels (Dennis, 1975). The fmdings of these studies have not been 

adopted for instruction panels on consumer product labels. Research into isoiated 

typographic variables, whether for readability or legibility, has provided optimal 

and non-optimal parameters for typographic design (Paterson & Tinker, 1940; 

Tinker 1963. 1965). S tudies of typographic variables address the design 

components for print. The impact of text design,. the interaction of a reader with a 

text. and the unified nature of the reading process imply that the reader is an 

essential part of the information transaction. 

Miscue Analysis 

Miscue Analysis (Goodman. 1965) is an established theoretical and 

empirically researched means of examining a reader's process of acquiring 

information fiom texts through analyses of the miscues which result when reading 

aloud a selected text Miscue Analysis has international acceptance as a procedure 

for analysis of reading strategies in diverse contexts. Miscuing when reading text 

provides a means of examining 'and understanding what a reader does when 

reconstcucting textual meaning. Employing Miscue Analysis to assess the kinds of 

miscues made by well-educated, presbyopic readers. presented with non-optimal 

versus optimal typographic design of texts in non-academic contexts is an 

appropriate and practical application of this meîbodology. 

18 



Purpose of the Study 

Using the general framing question of what consumers over 50 years of age 

would prefer as typography on product instruction labels. the snidy was designed 

to achieve three main purposes: 

1. To describe participants' self-reported use of information on 

product labels and their ranhng of the importance of product 

label components and categories of product label information. 

2. To examine the relationship between participants' assessrnent of ease 

of reading, and attractiveness for instruction labels on 40 consumer 

products with the typography of those instruction labels. 

3. To determine the relationship arnong the nurnber and type of 

miscues made in oral reading, the ratings for ease of reading, and 

attractiveness, and the typography of sirnila- instruction texts 

presented in different typographie designs on two spray oven cleaner 

labels. 

Research Assurnptions. 

This study is based on the following four assumptions: 

1. Consumers over 50 years of age will prefer the product instruction label 

closest to optimal typography when offered a choice between two 



typographic designs of similar information. 

2. Consumer product instruction labels preferred and rated easiest to read will 

have fewest deviations from optimal typographic design. and therefore the lowest 

number of typographic faults in a typography variable score. 

3. A consumer product instruction label with a typographic design nearer to 

optimal and a low score of typography deviations from optimal, will elicit fewer 

miscues when read aloud by weikducated consumers over 50 years of age. than 

an instruction label with a less optimal design and a higher score of deviations 

fiom optimal typograp hic design. 

1. Preferences of selected well-educated consumers over 50 years of age for 

paùed print variables will correspond to optimal typography. 

Approvai of Research Procedures and Material 

Research procedures and materials used in this study were approved by the 

Ethical Review Cornmittee of the Faculty of Education, McGili University on 

May 24, 1989. The CertiFicate of Ethical Acceptability. consent form and letter of 

introduction, are found in Appendix A. 

To identify components which contribute to easy-to-read instruction labels 

for consurners with aging eyes, various domains of related research were 

examined. and are discussed in the next chapter. 
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CHAPTIER 2 

Review of Literature 

The literature reviewed for this study has been selected to illuminate the 

product instruction label as a texf a vehicle of consumer education. and a tool in 

consumer education and adult Lifelong learning in the use of consumer products. 

This review consists of five sections: Studies of traditional literacies, and 

theoretical perspectives on adult literacy and lifelong education. Consumer and 

adult education and the marketplace, Senior consumers and presbyopia. 

Typography. legibility and print design. Consumer product label regulations. 

Studies of traditional literacies. and theoretical perspectives on adult 

literacy and lifelong education were consulted to determine how these literacies 

are conceptualized and described w hen applied to the daily life activities of adult 

consumers reading information on product labels. 

Consumer education and adult education studies provided information on 

consumer's rights and obligations. Consumer needs and rights to information and 

attendant responsibilities to acquire and use information about products were 

explored to understand their history and current status with respect to consumer 
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product instruction labels. Studies of the current marketplace were examined for 

needs and expectations of literate consumers. 

Senior consumers and presbyopia involves the population over fifty years 

of age affected by normal ageing of the human eye. The literature on the ageing 

eye was consulted for the effects of presbyopia and other dianges associated with 

normal ageing of the eye. on vision. The implications for consumer information 

presentation for ease of reading by the over 50 populafion were researched. 

Typography. legibility and print design were examined. The literature on 

pnnt typography was consulted to detexmine what constitutes easy to read print 

design. Research into typgraphic variables was examined for the implications of 

the results of that research for legible consumer product instruction label design. 

Consumer product label regulations of the Government of Canada, and 

international regdations for consumer product labels were searched for 

requirements and guidelines for both print design, and presentation of consumer 

product instruction labels. As a result of undertakmg this research study and a 

search of governent regulations, 1 became directly involved in a revision of the 

regulations for Hazardous Product labels. The C-50 Projecf a review of the 

regulations for hazardous producü was undertaken by the Roduct Safety Division 



of Health Canada, as a joint CO-operative initiative involving Health Canada. 

Product Safety Division, other governrnent departments and agencies, business. 

industry and education. The purpose of the project is to review the labelling 

regulations for hazardous products. Repons cornmissioned for the C-50 project 

were made available to cornmittee members and have been included in the 

literature reviewed for this study. 

Traditional Literacies, Theoretical Perspectives oa Adult Literacy and 

Lifelong Education 

Literacy, allows an individuai to participate in the practical events of daily 

life by applying appropriate skiUs with print to achieve private and public goals 

(Hanis and Associates. 1970; Venezky. Kaestly and Sum. 1987). 

To be information literate, a person must be able to recognize when 

information is needed and have the ability to locate, evaluate and use 

effectively the neeaed information (Wisconsin Education Media 

Association, 1993 as cited in 9, 1995, 

p. 11). 

A person is literate when he has acquired the essentid knowledge 

and skills which enable him to engage in all those activities in which 

literacy is required for effective functioning in his group and 
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community and whose attainment in reading, writing and arithmetic 

make it possible for hirn to continue to use those skills toward his 

own and the community's development (UNESCO, 1962. as cited in 

Hunter and Harman, 1979. p. 14). 

Since literacy involves the ability to read , write and calculate in response 

to everyday problems. it is not possible to separate the above definitions of 

literacy from the context of a given society in a given t h e .  The definition of 

iiteracy adopted by the Canadian Council of Ministers of Education (1988) 

includes cognitive skills of reading and writing, functional ability and knowledge 

related to the leamer's society and milieu. UNESCO defmes literacy in the 

follow ing way: 

Literacy is a characteristic acquired by individuals in varying 

degrees from just above none to an indeterminate upper Ievel. Some 

individuals are more iiterate or less literate than others, but it is not 

possible to speak of literate and illiterate persons as two distinct 

categories. Nor is the problem solved by introducing a thud 

category, semi-literates, placed between the üterates and illitentes 

(UNESCO. 1957. p.18). 

in Canada. A -(1987) defmes literacy as "Using printed 

and wntten information to function in society. to achieve one's goals, and to 



develop one's knowledge and potential" ( p.6). The Canadian Secretary of State 

views literacy as an essential prerequisite for a full and active participation in 

Canadian society (Council of Ministen of Education. Canada. 1988). 

Developing Literacies 

Individuais who are able to meet the demands of their society, whose 

reading. writing and cdculating abilities are adequate to the demands of the 

situation (Haman. 1987), will nevertheless need to acquire and develop new 

literacies to meet the demands of changing circurnstances. An abiiity to function 

in one literacy domain does not necessady imply an ability to function in another. 

An example of a developing Literacy is the term "computer literates" used to refer 

to those who are able to meet the demands for computer Literacies resulting from 

the increased use of computer technology in everyday life. Each decade rnakes 

increased and different demands for continuing education on the individual. 

Regardless of how literacy is defined, it is clearly a necessity in contemporary 

daily life. 

Literacy is not simply a set of technical skills that. once acquired. equip one 

for a lifetime. Friere and Macedo (1987) agree that it is the individuals who must 

assume both the right and responsibility to read, to undentand. and thereby 

transform not only their own experiences. but their relationship to the larger 

cornmunity. In this manner. they state: 
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. . Ateracy becomes a meaningful construct to the degree that it is 

viewed as a set of practices that function to either empower or 

disempower people. ... We need to ... view it as the relationship of 

learners to the world. mediated by the transforming practice of this 

world taking place in the very general milieu in which learners travel 

(p.viii). 

Consumer Education and Literacy 

Literacy has direct implications for ongoing adult and consumer education. 

especiaily from the viewpoint of cost to society and the individual (Calamai. 1987; 

Costa. 1988; and Venezky. et ai. 1987). Ours is a society of consumers, whether 

or not they are able to fully participate in the marketplace from which they acquire 

their cornmodities. Educating consumers to be full participants in their society can 

be a realistic goal, and should be an important concern in all consumer education 

prograrns. 

Reading 

Reading is the key ingredient in lifelong consumer education. Two theories 

of reading provide insight into information transaction. Kenneth Goodman's 

transactional. interactive theory of reading (1 982) is intemationally recognized. 

Through the transaction of reading, writer and reader are engaged in a flexible. 
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constructive communicative process which varies with purpose. audience. content. 

language and orthography. Goodman views reading as a holistic language process 

which c m  be conceptualized and examined as  the process of text production by a 

writer, characteristics of the text(s). and the process by which the reader consuucts 

meaning (Goodman 1982; Goodman, 1984). Goodman's categorizing of the 

process presents both a theoretical and practical mode1 for the examination of 

reading which he describes as a "... psycholinguistic guessing game ... an 

interaction between thought and language" (Goodman. 1982. p.34 1). Further. 

Goodman States: 

The level of confidence of the reader at any point in t h e  strongly affects 

the process. If the reader is unsure of the rneaning being consmicted, finds 

the text syntactically cornplex. the concept load heavy, or the concepts 

saange. then the reader becomes more tentative. more cautious. more 

careful. The reader uses more cues. monitors more closely. reprocesses 

frequently, corrects often. If the reader has a high level of confidence then 

the reading plunges fonvard with only minimal sampling and self- 

monitoring. Reading depends on the use of sûategies for comprehending. 

.. .constructing meaning in interaction with texts ... the more proficient the 

reader is the less constraïned the reader is by close attention to text features 

(Goodman. 1982. p. 341). 



The importance of "reading to learn" (Brice Heath. 1986 p.23) in an 

education milieu that al l  too often emphasizes "leaming to read" (Brice Heath. 

1986 p.23) underlies the above definitions of reading as they apply to information 

transaction. Rosenblatt. a literac y theorist, further distinguishes pragmatic reading 

as "efferent" reading for the purpose of rapidly acquiring information (Rosenblatt. 

1978, p.24). In the marketplace where consumers are expected to continually be 

acquiring information about products and services. reading to learn is a rneans of 

lifelong consumer education while efferent reading is a pragrnatic strategy in day- 

to-day lived experiences. Both are needed. 

Consumer and Adult Education and the Marketplace 

In most developed countries, the right to education is included among the 

basic rights of citizen. In 1986 the United Nations Economic and Social Council 

. - adopted -s for Consumer Pr- which set forth both a framework and 

guidelines for the education and protection of consumers (United Nations, 1986). 

The general principles of these guidelines reflect the belief that a i l  consumers have 

legitirnate rights w hich include: 

Access . . . to adequate information to enable them to make informed 

choices according to individual wishes and needs (p.3); 

Govemments should develop or encourage the development 

of general consumer education and information programmes . . . to 
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enable people to act as discriminating consumers. capable of making 

an informed choice of goods and services and conscious of their 

rights and responsibilities (p.5). 

Consumers should be insmcted in the proper use of goods and 

should be informed of the risks involved in intended or normally 

foreseeable use. 

Vital safety infonnation should be conveyed to consumers by 

internationdy understandable symbols wherever possible (p.4). 

Bannister and Monsma (1982) define Consumer Education as ". . . the 

process of gaining the knowledge and skills needed in managing consumer 

resources and taking actions to influence the factors which affect consumer 

decisions" (p.5). 

A representative of Consumer and Corporate Affairs Canada. addressing 

the Canadian Association for Research in Home Econornics stated: 

The consumers now in the marketplace use information ... to guide 

their decision making, to maximize benefits, and to reduce nsk. Not 

only do today's consumers want information and want to use it, they 

w ant to receive weIl organized information. Today's consumers 

think it is the marketer of the product or service that must organize 



and present the information in a useful and usable form (Neveu, 

1989, p. 153-6). 

In their "Study of Consumer Knowledge. Attitudes and Behaviour in a Selected 

Group of Quebec CEGEP S tudents", Stafford Smith and Mackey conclude: 

Consumer education programs have the potential to conmbute to a 

better quality of life. Attitudes and behaviour cm be influenced by 

knowledge. The importance is emphasized of providing adequate 

education to promote informed decision making and understanding 

of the marketplace. and the rights and responsibilities of consurners. 

government, and business (Stafford Smith. & Mackey, 1989. p.173). 

The Marketplace 

At some point in their lifetimes, all individuals are consumers of goods and 

services. An individual consumer should be able to idenm. differentiate and 

choose from among the products. services and information available in the 

marketplace. As the world marketplace becomes a more technologically cornpiex 

environment, it becomes increasingly important that all individu& participating in 

the marketplace as consumers, are able to do so M y  and effectively. Those who 

are unable to employ appropriate iïteracies in the marketplace, are dispossessed, 
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and must rely on the decisions and dialogues of others, the literate. who are able to 

function (Levine, 1986). 

Uninformed consumers are not abie to function as full members of their 

cornmunities. When the focus of the consumer movement shifted from 

involvement to education. the right to education was added to those of safety, 

information, choice, voice, and redress (Aaker & Day. 1982). Gaining a right 

without the capacity to exercise it is an empty victory. In the case of consumer 

education, literacy is an essential partner if dl consumers know and are able to 

exercise their acquired rights. The consumer's right to choice is based upon the 

ability to make an informed decision (United Nations, 1986). Often consumers 

reduce theu probability of error by removing the element of selection and 

choosing to purchase the sarne brand or other products from the same 

manufacturer Moschis. 1987 Ch.7). Sometirnes one product is avoided and 

another purchased as a result of recognition of the colour of the package. the lid or 

the image on the label. Consumers may also choose to rely on physical search as 

a principie means of finding product information (Mason and Smith. 1974). A 

mistake cm be devastahng. This was illustrated in an example of actual and 

potential disasters taken from data collected during interviews with adult literacy 

trainees. The "can with the red top" selected as bakepan spray. nimed out to be an 

insect repellent which also was a can with a red top (Calmai. 1987). Making an 

informed decision is a prerogative of the consumer in possession of the required 



literacy capabili ties. 

In today's society, marketplaces Vary greatly. requiring consumers to use 

their literacy capabilities daiiy. Two surveys ( G r o c e r v t s  Manufacnirersof 

M. 1987; Grocerv P r o d u c m s  of C d .  1988) asked 

consumers how important it was to have easy to read price labels on products. In 

1987 participants rated ease of reading of the labelling of prices on products 4.3 

out of 5. and in 1988 the same question resulted in a 4.4 out of 5 ratin;. Using the 

same 5 point scale. consumers rated the performance of the products in their 

marketplace in providing easy to read price labels 2t 3.8 out of 5 in 1987 and 3.7 

out of 5 in 1988. 

Survey O- Packaging of m d o ~  

(Consumer and Corporate Affairs Canada, 1989) reports that 

when asked how often they use manufacturers instructions on how to use 

hazardous household products. 64% responded "frequently". 2 1% responded 

"occasionally". 9% "rarely" and 4% "never"( p.37,38). They were not asked to 

evaluate the ease of reading of such information. The same report indicates that 

recognition and identification of hazard symbois decreases with age. For example. 

those 50 to 64 years of age correctly identified the explosive symbol43% of the 

the ,  while those 65+ identified it correctly 28% of the t h e  (p.18). When asked 

to rate message characteristics for waming messages which are regulated on 



hazardous products, 38% of those age 50 to 64, and 36% of those over age 65 

found the pnnt not easy to read (p. 35). 

Consumer education, consumer rights and literacy all reveal a sirnilar 

purpose, enabling individuals in society to fûnction with equal opportunity 

regardless of their age. Equal opportunity is possible only when al1 members of a 

community enjoy fu1I rights to education, and information. If aging consurners are 

to have the information necessary to make appropriate selections of goods and 

services, use products wisely and safely, and have an impact on the development 

of policies regarding the marketplace and the environment, it is essential that they 

undertake lifelong education and have appropriate support for that undertaking. 

Senior Consumers and Presbyopia 

The aging of the eye, which begins at birth and advances slowly until the 

thirties and forties, is evident by age f~ty. Aging eyes, "presbyopia is the sight of 

the old" (Weale, 1982 p. 132). It is multifactorial and progressive. Furthemore, 

it is not possible to easily quantify the degree of presbyopia experienced by 

individuals. However, current and projected population profiles indicate that the 

Canadian society is an old and aging society, the result of declining birth and 

death rates, and an increasing Me expectancy (Novak, 1988). Cumenùy, one in 
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four Canadians is over fifty years of age. and Statistics Canada projects that the 

percentage will continue to increase into the Twenty-First Century ( S tatistic s 

Canada 1995). 

Many Canadian social structures are being adapted to cope with this 

anticipated demographic change, including alterations to the mandatory retirement 

at age 65 and the application of incentives to keep some retirement-age workers in 

the work force (Marshall & McPherson, 1994). More recent initiatives have seen 

the shrinking or downsizing of the labour force with early retirements options 

being offered to employees (Marshall & McPherson, 1994). 

Couritering the prejudice and fear of aging is an important part of social 

restructuring. "It is important for the public to regard these years as a period when 

intellectual. cognitive, affective and social development can be maintained and 

extended" (National Advisory Council on Aging. 198 1, p. 13). The Ministry of 

State for Seniors (incorporated into Health Canada in 1993) was the Govemment 

of Canada's response to the needs of Canadian seniors clearly indicated in 

Minis try polic y direction: 

As a result of aging, the majority of the population must adjust to some 

visud changes. It is important to take these limitations into account when 

developing pint  resources. Any positive changes to enhance pnnt 

communications for older adults and the visually impaired will also 

enhance readability for the general public (Verina, 1990 p. 38). 



People are living longer. People over age 50 want to optimize their visual 

capabilities arnong many other capabilities. Senibrs are increasingly proactive 

b o t .  about their needs and preferences and their desire not to be stereotyped. 

Seniors advocates express their desîre to maintain their independence. prolong 

independent living and decrease the burden to society through adaptations to 

support their needs (CASPAC, 1994; The National Advisory Council on Aging, 

1993). 

Market research has focused on this growing senior population by 

producing materials and services specifically designed for their consumption 

(Hadey. 1978: Ludwig. 1987; and Vezina, 1990). Information designed 

specifically for the senior market, but presented in typography which is not 

optimal for the needs of the aging eye. may create a negative reaction. or at best a 

neutral response. This fact has been noted by market researchers and typographers 

(Ludwig. 1987; and Cleary, 1988) in articles addressing the needs of what market 

researchers have termed the "grey market". 

The National Advisory Council on Aging (NACA), supported by the 

former Ministry of State for Seniors (now the Division of Aging and Seniors. 

Health Canada) functions as an advisory council to the Minister of National Health 

and Welfare. Health Canada funds programs whch include NACA. the Seniors 

Secretariat and the Seniors Independence Research Rograrn under the Senior's 



Strategy (Mary Collins, n.d.) to support "... the acquisition of research knowledge 

to address issues of an aging population" (Mary Collins. Minister of Health. n-d.). 

CASPAC (The Canadian Seniors Packaging Advisory Council). a CO-operative 

voluntary advisory and lobby group involving representatives from national lobby 

groups. business, indusûy and government was established in 199 1. CASPAC has 

two current projects: the development of a comprehensive leaming prograrn for 

older consumers on the safe and effective use of packages, and an awareness 

prograrn to inform designers and manufacturers of the needs and characteristics of 

older people (CASPAC. n.d.). The Council has endorsed the guideline 

out S m  (Health Canada, 199 1) in an on- 

going effort to improve the readability of materials intended for the senior market. 

. . - .  
The National Council of Aging in Bging in Canada: The NACA Po- on the 

(1993) has reinforcecl this position "by stipulating that al1 

communications take into account the normal sensory and perceptual changes 

associated with aging that may affect comprehension" (p. 5). In ne NACA 

. . . . .  . . 
0sitl~1.1 on C w s  Maintainingtbe O of- 

(1993) the issue of medication labelling is raised. "Cornpliance probiems due to 

the labelling or packaging of medications be clearly identified and addressed" 

(p. 16). Change to our vision is one form of aging that takes place over a lifetime. 

For senior consumers, the condition of presbyopia or aging eyes. alters the 

parameters for ideal presentation of printed text. Presbyopia is defined as a 



natural aging of the normal eye which becomes noticeable about age 45. As 

people age, there is a gradua1 loss of visual acnity and sensitivity. For example. 

- approximatel y 300% more light is required at age 60 

than at age 20 to see the sarne @ted information; 

- colour discrimination declines steadily with age, particularl y 

colours in the blue-violet/green specûum; 

- visual acuity or the ability to resolve fine detail declines with 

age; 

- sensitivity to glare and the increased scattering of light in the 

eye begins after age 45: 

- loss of near vision or the ability to focus at short distances 

begins about age 40. 

These nomal changes in the eye affect an older person's ability to read small 

print, fine print, low contrast print, to distinguish between blues and greens, and to 

read print on a surface that produces glare. (Fozard. J.. 1990. pp. 150- 159; Kline 

& Schieber. 1985, pp. 296-3 16). 

Typography, Legibiüty and Print Design 

Consumers read instruction labels to acquire information. Typography is 

the medium through which the printed text is communicated. The purpose of 

good typographie design is «> cornmunicaîe text through the medium of print to 



the reader. On product instruction labels. effective communication is influenced 

by the design of the label, the language in which die infcumation is communicated. 

the legibility of the presentation and the ease with which a consumer is able to 

read the printed information. ïhere are several typographical factors which make 

up print design: print size, print style. combinations of print and background 

colours. length of the text line. leading (space betwetn lines). use of teft and right 

justification. use of d-capital or mixed case letters. and use of bold and italic 

type. Optimum values for each of the above factors is desirable for maximum 

legibility of print. Many tests of typography and typographie variables have been 

conducted. notably by Paterson and Tinker (1 940) who undertook exhaustive 

research into legibility of print for application to textbooks, professional journals. 

newsprint design and public signage. The body of their work presents the 

relationship between typographical factors and the legibility of pnnt in the reading 

process. 

Ease of Reading 

Legibility. defmed as "ease and speed of reading" (Tinker. 1965). is 

according to Paterson and Tinker (1 940). 

. . . seldom at variance with reader preference. Readers are consumers of 

printed rnaterials. Publishers and printers should foiiow reader preferences 

when this can be done without loss of legibility. Readers seldom prefer a 



typographical arrangement of less than optimal legibility. . . . legibility 

may be accepted as equivalent to pleasingness (p.20). 

Optimal Typography and the Zone of Optimal Typography 

Research into the legibility of type for use in books has provided an 

extensive set of guidelines for the print typography which allow for flexibility 

w hile respecang the principies of good typography (Paterson & Tinker, 1 940; 

Tinker. 1963; Burt, et al, 1955; Gilliland, 1972). Reviews of this body of 

research demonstrate minor differences but it is fair to state that a safety zone for 

print (Tinker. 1965). or Zone of Optimal Typography (Sutherland, 1989) respect 

the body of research on print typography. Studies conducted on the comparative 

ease of reading of print styles and sizes (Tinker. 1963; Burt et al. 1955: Gilliland. 

1972) demonstrate that iittie has changed since Paterson and Tinker ( 1940) 

summarized their work in )low to h&&~ Ty- A h h , u , d  Fpr 

d v e m .  In the preface they state, "Our own studies 

point clearly to the existence of ... optimums" (p. xiv), and in the last chapter they 

provide expanded matrices for optimal ranges of print variables. Tinker referred 

to a later compressed mamx as the Optimal Zone for Print (Tinker 1963). 

Sutherland, revisituig Tinker's work, dubbed ths maûix the Zone of Optimal 

Typography or ZOT( Sutherland, 1989). It is the Optimal Zone for Prinf or ZOT. 

which forms the basis for analysis and scofing of typography variables presented 



as part of this stuciy. Tinker descnbed the flexibility possible in print design as 

"averaging the possible strengths of a typographical arrangement" (Tinker. 1963, 

p.44). By this. Tinker meant a typographer makes choices between type forms 

and characteristics which not only "avoid combinatitms of non-optimal printing 

arrangements, but also avoid(s) combinations of marginal arrangements" (Tinker, 

1963. p. 168). 

Some combinations of print and background colour (for example. orange 

on white, red on orange and red on green) are very mcult to read (Tinker. 1963). 

Lines of print that are long and curve around the container make reading 

continuous text more difficult and prone to misreading (Paterson & Tinker. 1940; 

Spencer. 1969). These problems are increased when there is no paragraph or point 

form organization of the text providing dues to the importance of information 

(Hartiey, 1978). Ali-capital print is particularly difficult for new readers to read, 

since the characteristic shape of the word. important in word recognition is lost in 

all-capital presentation (Spencer. 1969; Paterson & Tinker. 1940; Tinker. 1963 ; 

Tinker. 1965). The more desirable a typographic design. the easier it is for a 

reader to acquke meaning frorn the tex& and the more accurate wilI be the 

perception of intended rneaning. 



Good Typography for Ease of Reading 

Good typography follows basic niles of legibility to provide ease of reading 

conditions for text that is meant to be read continuously. The following 

characteristics constitute ease of reading conditions. 

1. M c e  of tvoeface. Research into the ease of reading of serif print 

compared to sansenf print demonstrated no great differences in the relative 

legibility of typefaces in cornrnon use (Pyke. 1926; Paterson & Tinker. 1940; 

But ,  et al. 1955). Letters in a typeface should be ctear. open and easily 

distinguishable. Generally serif type is acceptexi as being more legible than sans 

serif type because of its unique distinguishing marks in the form of cross-strokes 

at the top or bottom of letters These marks aid in word recognition (Tinker. 1965; 

Spencer. 1969). However clear medium to bold stroke type in a modem 

uncompressed sans serif style reproduces most clearly. Mass reproduction 
# 

techniques give sanserif print some advantages over senf print. 

2. Or-& . . The use of headings, logical ordering of 

information. paragraphing and numbered points with numbers set out on the left 

rather than buried in the text constitutes optimal text organization. Left 

justification is preferable to fully justified or centred text since it allows spaces 

between words to remain the same and hyphenation c m  be avoided. Shaped text 

should be avoided. Rint  in mixed upper and lower case type is easier to read than 

al1 capital, italic or condensed venions. 
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3. Brightness Contrast, defined as the difference in brightness 

between print and background (Tinker. 1965 p. 212) and between print and paper, 

should be high (between 70 and 80%). There should be more interlineu space 

(leading) between the lines of print than between the words. Leading should be 

120% of print size. Text should not be placed over illustrations or following the 

curve of a round container so that the ends of the text line are not visible at the 

same tirne. Line width or line length should be between 35 and 65 characters. 

roughly one and one-half alphabets of the type or depending on pnnt size. between 

14 and 34 picas with appropriate leading. (Black, 1990; Burt. et al. 1955; 

Department of Trade and Industry Consumer Safety Unit, 1989; Hartley. 1978; 

McLean. 1988; Paterson and Tinker, 1940; Spencer. 1969; Tinker, 1965). 

Construction of meaning fiom print designed with two or more non-optimal 

factors increases the level of difficulty encountered by the reader (Paterson & 

Tinker 1940; Tinker 1965). Optimal conditions for print without an appreciable 

loss of legibility as presented in f (Paterson & Tinker. 

1940). and revised in B a s e s t i v e  (Tinker. 19651, forrn a basis for 

cment typography (McLean 1980). Typographers (Cleary. 1 988; Craig. 1 980) 

and researchers (Spencer, 1969; Hartley. 1978) agree that while there is no 

definitive pnnt size and style. legibility or ease of reading requires optimal 

t~ P W ~ P ~ Y .  



The British Department of Trade and Industry publication 

-cts (1 989). cIearly states the need to provide text for consumers 

that is legible. readable and clearly written. Professional typgraphers 

commenting on the current state of the art of typography report: 

. . .because of the drarnatically reduced cost of publishing on a 

desktop. much of the knowledge accumulated over the years and 

carried on by professional typographers was ignored or had never 

even been heard of by a significant proportion of those people doing 

typographic and graphic work ( C d g h t ,  199 1. p.4). 

The tools are now in the hmds of its (the new technology's) users. 

and they dont know how to use the tools properly. so a lot of the 

work that's coming out is of poor quality. (DiPietro 1991. cited in 

Cartwright Jr.. 199 1. p.52 ). 

Texts printed in letters too small to be easily read, in al1 capital letters. in colours 

that are low in contrasf or colour combinations that are easily confused by 

readers, demand much more tirne and energy input on the part of the reader. 



Consumer Product Label Regdations 

The function of the label is to inform. The label is used to name both 

product and manufacturer, as weiI as attract and appeal to the consumer's interest. 

It also takes the role of medium, thmugh which information is communicated to 

the consumer. As such. the label should serve to help the consumer rnake 

infonned decisions about the product. maximize its benefits and reduce potential 

risks of inappropriate or uninformed use. 

Part of the product label is used as an inventory tool and provides a unique 

international identification through the Unifom Product Code (UPC), adopted in 

1974 for food. 1984 for dmgs and 1988 by the Retail Council of Canada (Soabar. 

1987) Today the UPC is in use on nearly al1 consumer products. providing 

information to retailers around the world. Product labels carry Uniform Product 

Codes. or bar codes. prepared to an international standard designed to be read by 

electronic scanners (Soabar Canada Ltd.. 1987). These codes are summarized in 

Figure 3. Each product has a unique and specific bar code identity which 

consurners do not usually read, but which cornpetes with other parts of the label 

for Iimited space. Since the bar code is electronically scanned, the letters. 

numbers and bars must be printed according to standards designed for the 

requirements of an electronic scanner. 



Figure 3. UNIFORM PRODUCT CODES OR BAR CODES 

* There are severai versions of the bar code. The fust digit O is the 

"Number S ystern Character" which defmes the type of product code 

being used. The version represented in Figure 3 is the "Regular 

version" or Universal Roduct Code A. 

* Digits 1 through 5 defme and are assigned to the manufacturer. 

They are referred to as the "Manufacturer Code". 

* Digits 6 through O are specific to the product and are referred to as 

"Product or Item Code". 

* The last digit . 5 ,  is a check of the code being used and is referred to 

as the "Modulo Check Character" or the "Check Digit". 

* Some products have dphanumeric codes employing both numbers 

and letters. 



Required Information on Product Labels 

In Canada the United States, and countries in the European Union. the 

following must appear on product labels: product name. manufacturer's name and 

mailing address, weight or volume. appropriate hazard symbol(s) for hazardous 

products, expiry date and content for foods (Bmows. 1978). The regulated 

caution statements, hazard warnings. and other mandatory texts on hazardous 

products nomally appear on the front panel or principle display panel. but may be 

printed on the back or side panels referred to in this study as the product 

instruction label. Such texts are regulated for presentation regardless of where 

they appear on the product label. 

Canadian labelling regulations measure print in centimeûes (inches) using 

the srna11 or capital 'O' of a given print style. The same minimum size print 

measured in inches can be 8 point in one print style and 9 point in another 

(Reynolds. 1979). A print style that conforms to the regulations may be much less 

legible than another print style that does not meet the regulation requirements. 

The regulation unfortunately c m  end up contribuhg to, rather than reducing 

illegibility (Cleary. 1988). 

The minimum print sizes for specific required information on various sizes 

of food and hazardous product labels are presented in Table 1. 



Table 1. 

Print Sizesl for Specific Required Information on Principal Display Areas of 
Food2 and Hazardous' Product Labels. 

Product Principal Display Areas Print Size Print 
Size 

Measured 
Square Centimetres Square Inches Milltmetres Inches 

(Points) 

Food 432 55 1.6 (4.5 pt.) 1/16 lower 

case O 

>32 tosS58 >5 tos40 3.2 (9.5 pt.) 1/8 

>258 to s645 9 0  to ~ 1 0 0  6.4 (18.5 pt.) 114 

>645 to 4 5 8 0  A00 tos4OO 9.5 (27.5 pt.) 3/8 

>2580 A00 12.7(36.5pt.) 1/2 

-- 

Hazardous slOO 

>IO0 to 1330 

>330 to &O 

>650 to ~ 2 6 0 0  

>260 

l S ( 4 p t . )  n/a Capital 

3 (9 pt.) d a  height 

6 (18 p.) d a  

9 (27 pt.) nia 

12(36pt.) d a  

Note: 1. Print Size regulations cited in this figure require sans serif print. 
2. Food Label Regulations: size of Numerals in Net Quantity declanition. 
3. Hazardous Roduct Regulations: Required RMary HazardStatements. 

Reference: Adapted from Agriculture and Ag~LFood Canada. 1996. p. 1 1-4.; 
Adapted from Consumer and Corporate Affairs Canada. 1995. pp 
11,12. 



. An extensive review of the consumer chernicals and 

containers regulations has been ondertaken by Health Canada in order to re- 

examine label regulations for Hazardous Products and to provide regulations for 

consumer chernical and hazardous products. Draft regulations awaiting adoption 

and implementaîion address specific concerns for typography on hazardous 

product labels, but they do not address the product instruction label (Health 

Canada, 1995). The nature and role of hazard symbols as primary messages has 

been the subject of much discussion by the Presentation / Symbols / Labelling 

Working group of C-50 (Health Canada. 1995). A 1989 Gallup Pol1 

comrnissioned by Consumer and Corporate AfTairs Canada (1989) questioned 

consumers about their understanding of hazard symbols and reported that as the 

age of respondents to their survey increased, the Likelihood they had seen any one 

of the four hazard symbols used on the front panel of hazardous product labels 

decreased. When asked whether they had noticed the hazard symbols. 30 percent 

of those age 50 to 64. and 15 percent of those age 65 and over had seen ail four 

symbols. Thirteen percent of those over age 65 had not seen even one symbol. 

compared to 6 percent of the 18 to 29 year-olds. and 5 percent of the 30 to 39 

year-olds. When asked the purpose of the hazard symbol fiames (the circle. 

triangle, square or octagon frarne used to indicate degree of hazard), 56 percent of 

those 65 and over did not know (Consumer and Corporate Affairs Canada. 1989). 

These results are addressed in the C-50 project as part of a cooperative effort to 



consumer education and print presentation on hazardous products for seniors in 

Canada. The C-50 mandate to revise label regulations reflects the lobbying efforts 

of seniors and has extended to involve business, industry, govemment and 

education interests. 

The percentage of the Canadians over 50 

years of age is steadily growing. Population estimates for 1995 published by 

Statistics Canada indicate 25.9% of Canadians are over 50 years of age (Statistics 

Canada, 1995). Statistics Canada projects figures for 2031 showing 22.4% of the 

population 65 and over (Consumer and Corporate Affairs Canada 1993. p.2 ). 

One in five Canadians will be in this age group, however one in five Canadians is 

already in the age group over 50 years of age (Statistics Canada. 1995). The 

needs and preferences of these seniors for information on hazardous product labels 

continue to be studied to determine how they use and respond to information 

presented on product labels (Health Canada, 1994). 

Consumers in the marketplace are faced with more information than can be 

processed by even the most proficient reader. How and why the consumer 

chooses to search for and read information conceming the use of a product is a 

complex process. A decision-making process is influenced by external and 

personal factors such as farniliarity with the product, need for particular 

information. number of products to choose from and perception of the importance 



of the decision to be made and the information to be =ad. The decision making 

process also influences how a consumer will behave with respect to information 

presented for product choice and product use. Information in this context c m  be 

seen as reducing uncertainty, and reading as the active reduction of uncertainty 

(Smith. 197 1, p. 12). When making a decision to purchase a new product the 

consumer may be without previous experience of the product, without advertising 

information and unable to ask for advice from family or fiiends. Lacking these 

sources of information, the consumer has the information available on the product 

label. Based on a perception of how much time will be needed to evaluate the 

new product(s). compared to the importance of makùig an informed decision. the 

consumer may decide that the effort is not worthwhile. resulting in an information 

gap. defined as the difference between perceived value of the consumer's tirne and 

the value of the product (Thorelli and Thorelli. 1977). The consumer may ignore 

the information. misread it (Goodman. 1984) decide not to use the information. 

repeat a previous purchase decision, postpone, or abandon the effort entirely 

(Willrie. 1975). For example. in the 1970's many product labels appeared with 

"New" superimposed on the old label. Consumers who found that the product was 

sornewhat less than new, consequently perceived their need to attend to so-called 

new information greatly reduced. These consumers who developed and modified 

their purchasing and information processing behaviours in the 1970's are the 

current over age 50 consurning population. 



Problems With Labels 

Anything that interferes with the effective accurate communication of a 

message can be considered noise (Myers and Myers 1976). Translated into print 

texms. noise could result from poor typography and design providing interference 

with consumer information processing. Consumers search product labels for the 

narnes of substances which they wish to. or must, avoid (Haddon. 1986). The 

consumer who needs particular information (e.g. special diets, allergies, diabetes. 

environmental concems etc.) wili be motivated to a more interactive reading of 

product labels. Typography and design are important factors in the consumer's 

ease of reading of information on product labels. The value of having information 

available to consumers on product instruction labels depends upon consumers 

being able to read it easily. 

In the next chapter 1 will present the methodology used to descnbe the 

preferences of selected consumers over 50 years of age for typography and design 

of product instruction labels. 



CHAPTER 3 

Methudology 

This descriptive relationship study (cf. Gd. Borg, Gall. 1996). employed 

quasi-experimental components to explore the preferences of well educated 

consumers fifty years of age and over for print on consumer product instruction 

labels. Research procedures have been incorporateci h m  severai traditionally 

separate fields. survey sampling. preferences for print typography variables. 

sensory evaluation. and reading Miscue Analysis. Al1 research procedures and the 

tasks for which they were developed and used will be discussed in four sections 

corresponding to sections of the research design: 

S elf-administered questionnaire. 

Preferences for selected print variables. 

Assessrnent of product instruction labels. 

Miscue analysis of reading. 

Research Design 

The research design involved two groups of participants undertaking four 

tasks: completing a self-administered questionnaire. selecting preferences from 

pnnt variables, assessing consumer product instruction labels for ease of reading. 

attractiveness and preference. and reading aloud one of two selected spray oven 



cleaner instruction label. Each participant completed the same three tasks (self- 

administered questionnaire, paired print preferences and assessrnent and 

preference for selected product labels) and then on an alternating basis. a modified 

rniscue reading of either Label A or Label B. Those assigned Label A to read are 

refemed to as Group A and those given Label B to nad are referred to as Group B. 

A research log book was set up with the dates. times. location. and case 

identification numbers with pre-assignments for Reading Label A and Reading 

Label B on an alternating basis. The research design is outlined in Table 2. 

Table 2. 

The Research Design 

Research Procedures 

The procedures employed in the study are the following: Typographie 

Variable Scoring system for consumer product insmction labels; Selec ted print 

variables for Pnnt Preference test; Miscue Analysis for for ease of reading of two 

spray oven cleaner instruction labels. Product Selection and rating of instruction 

Tasks 

Group A 

Group B 

1 .SeIf- 
Adminis tered 
Questionnaire 

X 

X 

2.  Preferences 
for SeIected 
Print Variables 

X 

X 

3. Assessrnent 
of Product 
Instruction 
Labels 

X 

X 

4. ~Miscue 
Reading 

Labei A 
I 

Label B 



labels on 40 consumer products in 14 groups. for ease of reading and 

attractiveness, and the Self-Administered Questionnaire which will be discussed 

as one of the Tasks. 

1. A Typographic Variable Scoring (TVScore) matrix and procedures were 

developed. as part of the methodology for in this snidy. to provide an objective 

memurement or typography score for each consumer product instruction label. for 

cornparison with the subjective rneasurements used in Tasks 3 and 4. The 

Typographic Variable Score (TVScore) is based on the Optimal Zone of 

Typography (Paterson & Tinker 1940; Tinker. 1963), re-named the ZOT 

(Sutherland. 1989). The TVScore matrix and coding procedures will be presented 

and discussed with Task 3. 

2. Selected pnnt variables were developed for preference tests. These were used 

to assess participants' preferences for print and the relationship of their preferences 

with the ZOT, and will be presented and discussed with Task 3. 

3. Forty actual consumer products were selected for visual assessement by 

participants. Product instruction labels. in 14 groups. were assessed for ease of 

reading. attractiveness, and preference. The products, groupings, and rationale 

will be presented and discussed with Task 2. 



4. The Miscue Analysis procedure developed by Goodman (1965). and refined 

(Goodman & Goodman, 1977; Goodman, Watson & Burke, 1987). was modified 

for this study to permit cornparisons of the effect of different typography designs 

on the production of miscues made during oral readuig of the instruction labels by 

well-educated consumers. The modified miscue analysis procedure will be 

presented and discussed with Task 4. 

Approval of Research Procedures and Material 

Research procedures and materials used in this study approved by the 

Ethical Review Cornmittee of the Faculty of Education, McGill University on 

May 24. 1989 (See Appendix A) were pretested in April 1989. The results 

obtained during the pretest are included in the study results. 

The research materiais are found in Appendix E (Self-Administered 

Questionnaire). Appendix F (Seiected Print Preference Variable Booklet) and 

Appendix G (Assessrnent of Product Instruction Labels Booklet). The research 

tasks will be presented in the order in which they were undertaken by participants. 

Participants 

A purposefuI criteria sample of fifty was used (Babbie, 1983; Jackson . 
1988; Gall. et al. 1996). A sample nurnber of 50 was chosen as being appropriate 

for a non-probability multi-dimensional descriptive study. Consumer volunteers 
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from the Greater Montreal area were sought through College Marie Victorin, 

McGill University 's Faculty of Education and Faculty of Agriculture. and 

Southwest One Fitness Centre. A short presentation outlining the purpose of the 

study and the amount of time required. was presented in a printed letter distributed 

to potential volunteers. Those interested in participating were invited to cal1 for an 

appointment. No remuneration was offered. 

Fifty participants were selected to meet the following cnteria: 

- Age - 50 years of age or over. to erisure onset of presbyopia. 

- Education - High school completion to d e  out education as a variable. 

- Language - Fluency in English. 

- Living accommodation - Independent, defined as self-maintained home or 

apartment. to ensure a minimum consurnption of consumer products. 

- Active - Lnvolved in continuing education. work and /or fitness. 

Since a purposeful sampling technique (Babbie, 1983, p.124) was used. 

and specific cnteria established for selection of participants, the results of this 

smdy cannot be generaüzed to the entire population of consumers over fifty years 

of age. However, the participants selected do represent a defmed and specific 

group of consumers over 50 years of age whose education profile and activity 

levels would tend to eliminate those who may have greater difficulty. in addition 

to the problems presented by the aging process. reading non-optimal instruction 



labels. Typographie factors that are not easy to read and present difficulties for 

the sample group would very likely present the same or more diffculty for the 

general population over 50. 

The Research Tasks and Procedures 

Task 1. Structured, Self- Administered Questionnaire 

The questionnaire was designed to provide a profile of participants' 

charactenstics and to elicit participants' preferences for, and reported use of. 

selected types of product label information. Questions related to age, sex. 

education and language provided demographic information and characteristics of 

participants. The questionnaire gathered data on the following: 

1. self-reported reading habits 

2. importance of label information in making value for money choices 

3. usefulness and importance of product label characteristics 
- - . . . . . . . . . . . . . . . . . . . . . .  

4. ranking and scaling of specific information on categories of products 

. . 
use o VP. l-elf-assessment of ursion. Because 

the study involves presbyopia participants were asked to report on their use of 

corrective lenses. and to provide a self-assessrnent of their vision to ensure that the 

population sampled was not visuaily handicapped ( Appendix E. Questionnaire. 

page 7). 



Participants were asked about 

their shopping habits. frequency of shopping and living accommodation to 

determine their involvement with product labels as  consumers. (Appendix E. 

Questionnaire. page 7). 

The questionnaire included questions addressed to participants' 

rating of and reported use of information on consumer product labels. 

Participants were asked to: 

rate on a four point hedonic scale the importance of specific infonn ation 

on labels of three categories of consumer products; viz.. ordinary. food, 

hazardous. 

rank the sarne information (Appendix E. Questionnaire pages 1. 2.3). 

report the frequency of their reading habits with respect to finding, 

cornparing. r e j e c ~ g ,  reading and re-reading before use and disposal. of 

information on three categories of consumer product labels ( Appendix E. 

Questionnaire page 4). 

rank the importance of selected visual presentation aspects of label 

presentation (Appendix E, Questionnaire page 5). 

rate on a hedonic scaie the importance of label information in making value 

for money choices (Appndix E, Questionnaire page 5). 

report their use of/ subscriptions to. consumer publications (Appendix E. 



Questionnaire page 5). 

Task 2. Preferences for Selected Print Variables 

Selected print variables were presented for visual assessrnent and 

judgement by participants. To l h i t  to one the print variable being examined in 

each set, a common pnnt (Times Roman) and automatic leading (120%) were used 

as the default value for ai l  paired tests but two. For tests of print type. Times 

Roman print was used as one of four typefaces. For tests of leading. 120% 

leading was one of four leadings used. Participants were ako asked to select their 

preference frorn the set of selected print variables. 

Selected Print Variables Procedure 

Five variables were selected for presentation: print size; print style; line length; 

leading; and case. 

Pnnt Six print sizes were presented in Times Roman print: 6 point. 

8 point, 9 point, 10 point. 12 point and 14 point Participants were asked to 

iden- the minimum or sinallest print size they would prefer to read on the label 

of any consumer product. The print size variables were presented usinp the same 

text, on one page, in order ffom smaliest to largest moving down the page. 

Participants made their selection by placing a mark in the box beside their choice 

of print size. The print sizes used are presented in Figure 4. 



Figure 4. 

Print Sizes in Times Roman Print Used in Pigit Variable Presentations. 

Pnnt size Example of print size 

6 point T h u u a a a i m D ( c o f T i m a R o m i r 6 ~ ~  

8 point This is an exunple d Times Ranu! 8 point print. 

9 point This is an example of T i  Roman 9 point pnnt 

10 point mis is an example of Times Roman 10 point pnnt. 

12 point This is an example of Times Roman 12 point print. 

14 point This is an example of Times Roman 14 point print. 

Selected prints or typefaces presented in both 12 point and 10 

point size. included modem print styles in cornmon use: Narrow Helvetica Bold. 

Times Roman. Zapf Chancery, and Avant Garde. An example of each style 

displaying its characteristics in 13 point size is presented in Figure 5. 



Figure 5. 

Four Print Styles and Their Style Characteristics presented in 13 point print. 

Avant Garde, a modern clean open typeface. 

Times Roman. is a serif print. commonly used for book and newspaper print. It is 
also known as Times New Roman. London Roman, English and Times Ten. 

Narrow Bold Helvetica, a contemporary, bold, sans serif typeface available in many 
variations. Narrow Helvetica is achieved by cornpressing the type horizontally, to 
produce print that is shorter in line length than Helveüca or even Condensed 
Helvetica. Helvetica is commonly used for public signage. 

Line Line lengths of 14. 19, and 3 1 picas were presented in 

Times Roman 10 point print. Examples of line lengths are presented in Figure 6. 

In the preference for p ~ t  presentations of line length. 120% leading was used. 



Figure 6. 

Selected Line Lengths in Times Roman 10 Point Print Used in P i n t  Variable 

Presentations. 

Line length in picas Example 

Directions: 1. SHAKE WELL 2 Spray 
surface CO be cleaned, holriing comaber 
upright, 6 inches h m  surface. 3. W i  
ciean with a paper towel or lint-fnr clotfi. 
For best results, use two dry papa towels 
or Iint- free c Io ths... remove soii with 
the Fust and restore s hine w ith thc second. 

Directions: 1, SfiAKE WELL. 2. Spray sdace to be 
cleaned, holding container @ghf 6 inches £hm surface. 
3. Wipe clean with a papa towel or lint-free cloth. For 
best results, use two dry paper towels or ht-free do ths... 
remove soi1 with the first and restort shine with the second 

Directicmx 1. SHAKE WELL. 2. Spray sorface u, be cleaneû, holding container 
uprighk 6 inches from sraface. 3. Wipe clean with a papes towel or fint-free cloh. 
For best rcsults, use two dry paper towels or lht-free cloths ... remove soi1 wirh 
the fm and resmre shine with the second 



Various leadings or interlinear spacings were presented in Times 

Roman 6. 10 and 14 point print. Leading and print size are connected (Tinker, 

1963: McLean. 1980); therefore. in the tests of leading or interlinear spacing, each 

pnnt size was Ieaded 80%. 100%, 120% and 140%. These percentages are based 

on the print size. which accounts for slight variations in the arnount of leading 

used from one print size to another. 

A different text was used for each print size presentation of leading. The 

lines of the actual texts selected determined the line lengths used in presentations 

of leading. Exampies of leading used in the preferences for pnnt variables are 

found in Figure 7. Leading point sizes and percentages used for three Times 

Roman pnnt sizes are presented in Figure 8. For the complete presentations of 

leading see Appendk F. 



Figure 7. 

Leading Variables in Three Sizes of Times Roman Print. 

Print size Leading Example 

6 point 

IO point leaded 1 0 %  K e p  out of mich of  chi ihn.  Harmful if swallowed. inhaled or absortml 
W u g h  the skin. Do not breathe spray rnist. Wash thoroughly afticr use 
and btfore eating anû smoking. Wash cantaminated clothing btfore rcuse. 
Poisonous to bets, fish and wild-life. Avoid spraying blossoms and keep 
away from ponds and sthams. Do not use insidc buildings. 

II point leaded 170% DIRECTIONS: Surfaces to be adhered should be clean, 
free from oil, wax, etc. and dry. Shake well before using. 
Hold c m  6" to 8" from surface. Apply light for pressure 
sensitive bond. For a more immediate permanent bond 
apply a heavier coat. Allow 30 seconds for sprayea surface 
to drybefore mounting. Use rubbing alcohol to remove 
overspray. 

11 point leaded 140% DIRECTIONS: Surfaces to be adhered should be clean, 
free from oil, wax, etc. and dry. Shake well before using. 
Hold c m  6" to 8" from surface. Apply light for pressure 
sensitive bond. For a more immediate permanent bond 
apply a heavier coat. AUow 30 seconds for sprayed surface 
to drybefore mounting. Use mbbing alcohol to remove 
overspray. 



Figure 8. 

Leading Points and Percentages in Three Times Roman Print Sizes 

Times Roman 6 point TirnesRomanlOpoint TimesRoman14point 

5 point 83% 8 point 80% 1 1.5 point 82% 

6 point 100% 10 point 100% 14 point 100% 

7.2 point l20% 12 point 120% 16.5 point 1 178 

9 point 150% 14 point 140% 20 point 142% 

& Panicipants' preferences for case. the use of all capital print. mixed 

upper and lower case and smail capital print, were requested by means of paired 

presentations of Times Roman 10 and 12 point p ~ t  in mixed case. al1 capital and 

smaU capital form. A different text was used for each print size presentation of 

case. Al1 tex& used were taken from product instruction labels which are listed in 

the Research Log Book. Complete presentations of case appear in Appendix F. A 

sample of the case presentations in Times Roman 10 point print appears in Figure 

9. It should be noted that since the size of print is determined by its x-height. a 

measurement on lower case letters. typefaces can be designed to have small 

capitals letters that are as small or smaller than lower case letters. 
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Task 3. Assessment for Ease of Reading and A-tiveness of Selected 

Product Instruction LabeIs 

The purpose of this task was to determine the participants' ratings of the 

ease of reading, attractiveness, preferences and degrces of preference for 

instruction labels on products in the marketplace. 

An expert judgement selection (cf. Stone and Sidel, 

1985, p. 258 ff-) was made of forty food, hazarddus. and ordinary consumer 

products. A detailed rationaie for their selection is found in Appendix H. The 

products selected were popular brand names, readily available in a variety of 

stores. None of the products selected was a speciality product. Food products 

included cake mixes. baby foods, packaged pasta, margarine, pasta dinners. jam. 

and pizza sauce. Hazardous product included products in small containers. 

aerosol sprays. and household cleaners. Ordinary products included persona1 care 

products in small containers and small tubes, shampoo and non-aerosol hair 

spray. and liquid floor waxes. 

Product The products were classified into fourteen groups of 

two or three similar products. The following groupings were used: cake mixes, 

baby foods, pasta, margarine, pasta dinner. jam, pizza sauce, hair care products. 

health care products, topical crearn products. Boor polishes. hazardous liquid or 

powder. household aerosol sprays, household cleaners. 



A list of the brand names and generîc description of the products used in 

the study is included in the Research Log Book. Photocopies of the instruction 

labels of each of the products used are presented in Appendix 1. Unless noted 

otherwise. the photocopies are actud size. A list of tbe products used. and the 

product groupings. together with their labei design features is included in 

Appendix J. 

Typography Variable Score Procedure 

Some objective means of evaluating selected product instruction labels was 

needed in order to examine participants' scores. A Typographie Variable Sconng 

(TVScore) system was developed, as part of the methodology for in this study. to 

provide a typography score for each consumer product instruction label. The 

TVScore procedure was designed to examine the relationships between overall 

typography and participants' rating of ease of reading. and attractiveness of 

selected consumer product instruction labels. The TVScore, is based on the 

optimal or safe zone for typography (Patenon & Tinker 1940; Tinker, l963), 

which Sutherland calIed the Zone of Optimal Typography or the ZOT ( 1989) . 

Pault In devising the Typography Variable Score. a score of O was 

given if a print characteristic was within the ZOT. Deviations from the ZOT were 

weighted according to their degree of deviation from ZOT. For example. the 

optimal case presentation is a rnixed use of Capital and lower case ietters. The lise 



of mixed case therefore. was scored O. The use of some dl-capitai print in the 

text. a minor deviation. was given a fault weight of 1. while text in all-capital print 

was given a fault weight of 2. The accumulated deviations from ZOT are reflected 

in the TVScore. The higher the TVScore. the greater the number of deviations 

from the ZOT. 

of A TVScore was calculated for 

each product instruction label employed in the study. Ease of reading was not 

deemed to depend upon product classification or size; therefore. the same 

typographic variables and values were used for a i i  categories of labels whether on 

small size. ordinary, food or hazardous products. Line length, the use of boldface 

and or italic print and hyphenation are components of typography. However, in 

assessing the products for this study. the data for these three variables were 

disregarded, since they were non-optimal in nearly a i l  of the typographic designs 

of the product labels and did not contribute to differentiation mong the product 

labels. 

of v w  The variables Iisted below were assessed 

visually and measured using an overlay typometer and a screening overlay. The 

typometer was used to rneasure the distance between the capital or cap line and the 

baseline (see Appendix 3.1 for an illustration of this distance) to determine point 

size. A screening overlay was used to rneasure contrast. Photocopies of the 

typometers used to rneasure print size and leading appear in Appendix B; a 



photocopy of the screening overiay appears in Appendix C. 

Descriptive data were compiled on the typographie variables of each 

product in the snidy. The matrix developed for TVScoring, based on the ZOT. is 

presented in Table 3. The Typography Variable Scoring Procedures for coding of 

the variables is presented as notes to Table 3. following the table. 



Table 3. 
Typography Variable Scoring Matrix 

OPTIMAL MINOR h W O R  
RANGE NON-OPTIMAL NON-OPTIMAL 

Fauit Points 
Variable 

2 or more ris 

speci fied 

Style 

Size 

Leading 

Boldface or Itaiic 

Case 

Line length (picas) 

Justification 

Organization 

Hyphenation 

Abbreviation 

Conuast Level 

Reverse Print 

Alternathg conuast 

Shinyl light reflecting 

Reproduction 

open 

8 to 14 point 

120% 

Heaâings 

Mixed 

14 - 28 

Left 

Text box 

Yes 

no 

no 

80 %+ 

None 

No 

CIear 

Read through contents No 
and container 

over 14 points 
7 to 7.5 point 

100% (solid) 

None 

Some Ai1 Capital 

over 28 

Full 

Reverse with 
accommodation 

Some 

Condensed 

6-6.5 = 2, 5-5.5 = 3 
less than 5 = 4  

less than iOO% 

Al1 text 

Al1 capital text 

less than 14 

Cenued 
Shaped text 
Too many boxes 

none 
Run-together 
yes 

Yes 

Below 80%= 
1 point for every 5% 
Reverse- no 
accommodation. 

Yes 

Yes 

Total 



Notes to Table 3. 

Typogaphy Variable Scoring Procedures. 

Products were rated for typographie variables and assigned a Typographie 

Variable Score based on the following critena: 

1. Style of print. 

Serif print is considered desirable and optimal. In order to have clear print 

reproduction. sans serif print is also considered acceptable. No faults were 

assigned based on the use of serif or sans serif print. 

The use of condensed print on consumer product instruction labels is a 

major deviation from ZOT. Condensed print is designed to take less than the 

normal width for letters, between letters and between words. Condensed or 

compressed print is used when more letters must be squeezed into a limited space. 

The usual visual cues for the reader are altered, making letters and words more 

difficult to discriminate. 

2. Print size. 

Pnnt size is determined by measuring the distance between the top of the 

capital letter and the baseiine of the leners by means of a typometer. 

Print that is 8 to 14 point size is considered optimal. 

Rint that is larger than 14 point. and between 7 and 7.5 point is considered 

a minor deviation from optimal and assigned one fault point. 

Rint that is smaller than 7 point is given fault points as the print size 

decreases. Six to 6.5 point size is given 2 faults, 5 to 5.5 point size is given 3 

faults and smaller than 5 point size is given 4 faults. 

Ease of reading decreases with print size for a l l  readers (Craig. 1980; 

Spencer. 1968; Paterson. Tinker, 1940). 



3. Leading. 

Leading or space between lines of pint  is expressed as a percentage of 

print size. Leading of 120% is considered optimal. (Spencer, 1968; Paterson & 

Tinker, 1940; Tinker, 1963; Tinker 1965). Less than 120% leading is considered a 

minor deviation from optimal and assigned one fa& point. Leading less than 

100% (solid) is considered a major deviation from optimal design and assigned 3 

fault points. 

If reverse print or dl-capital print is used, 120% is the minimum acceptable 

leading, since both reverse print and all-capital require more leading 

accommodation. Less than 120% leading with reverse print is a major deviation 

from optimal AU-capital print leaded less than 120% is considered a major fault 

regardless of the size of print. (Tinker, 1963 and 1965). 

4. Use of boldface or italic print. 

The use of boldface headings or key words is considered optimal print 

design. The use of al1 boldface or italic text for more than 2 lines in the body of 

instruction texts is considered a major fault and assigned 2 fault points. However. 

the use of boldface text for required caution. and safety statements on hazardous 

product labels even if more than 2 lines was not assigned fault points in this 

scoring procedure. 

5. Case. 

Case is the use of ail capital print, small capital print or the nomal mixture 

of upper and lower case letters. The use of a l l  capital or small capital print for an 

instruction text is assigned 2 fault points as a major deviation from optimal print 

design. The use of some capital print is assigned 1 fault point. No fault points are 

assigned for mixed case which is optimal print design. 



6. Line length 

Line length measured in picas (72 pica = 1 inch) was assigned fault points 

detennined using the data presented by Paterson and Tinker in How to m a h  Type 

Readable (1940) It is desirable to have lines that are not too long or too short. 

Line length of 14 to 28 picas is optimal . Line lengths of less than 14 picas are 

considered a major deviation from optimal and assigned 2 fault points. Lines over 

28 picas are assigned a minor deviation fault point of 1. 

7. Justification 

Left justification of text is considered optimal. The use of fully justified 

text can create spaces between words and letters that are not easy for the reader to 

discriminate and is given a minor deviation fault point of 1. Centred text and text 

that is contoured or shaped is considered a major deviation from optimal and 

assigned 2 fault points. The use of too many text boxes or frames is considered to 

be a major deviation and assigned 2 fault points. 

Text lines that go around the surface of a container so that the beginning 

and end of the line are not both in sight when the container is held for normal 

reading are considered a major deviation from optimal print design and given 2 

fault points. 

8. Organization. 

ûrganizing text for the reader can be done in several ways. Bold face 

headings and / or boldface key words in the text, the use of numbered steps. 

paragraphs, text boxes, and frames are alI ways of helping the reader find and 

follow information. The absence of such aids is considered a major fault and 

evidence of no design the reader. 

In text set out in paragraphs. surrounding clear space, frarning or a text box. 

and the use of bold face key words or headings is considered optimal. The 



absence of one or more of these aids is considered a minor fault. The presence of 

none of these organizing aids is considered a major fault. 

For nurnbered steps in an instruction process. the separation of the process 

instructions from other information such as cautions, is considered optimal. 

Placing the process in the sarne block of text as the cautions and safety 

information is considered a major deviation from optimal for organization of print. 

The presence of numbers and their placement at the beginning of a Iine of print is 

considered optimal. The ninning of one numbered step into another on the sarne 

line of print is considered a major deviation from optimal text organization. The 

absence of a process name or title such as directions. failure ta highlight categones 

of information in sorne marner, the use of run-on numbered points are considered 

major faul ts . 

9. Contrast 

Contrast is defined in terms of black print on a white background and 

expressed as a percentage. Typographers consulted (Patrick Desilets, personal 

communication; Optima 1994, p.24) expressed the opinion that most contrast 

was done by guesstimate since the equipment to measure contrast is generally not 

available. A screening overlay was suggested (Pamck Desilets, personal 

communication) as a readily available tool for use in detemining contrast. The 

screening overlay (see Appendix D) ailows cornparisons by means of graduated 

density of grey dots on a transparent typometer. This was used as an overlay to 

determine colour contrast by moving to the 96 at which the print and background 

were not distinguishable from each other. 

For contrast, colours in the same colour famiIy shouId be avoided. Colours 

in the violet and blue range should be avoided since the discrimination of these 

colours is reduced as the lens of the eye yellows with age. Optimum colour 



contrast is considered to be 80% and below 80%. Contrast levels below 80% are 

given 1 fault point for each 5% befow 80%. 

10. Reverse print. 

The normal presentation of print is dark letters on a Light background. 

ideally black print on white or ivory background. Reversal of this presentation. 

referred to as reverse print, requires additional accommodation in print size and 

leading to compensate for the increased difficulty of reading of such print. 

Reverse print on a product information label is considered a major fault. 

Black print on white background is best because it usually provides the highest 

contrast. Reverse print should be used for small sections of text and then only 

when the contrast is 80% or more. When reverse print is used, the level of 

contrast needs to be optima., and prht size and Ieading both need to be increased 

to compensate for the increased dificulty of reading reverse print. When there is 

no such accommodation in the typography. reverse print is considered a major 

deviation from optimal and given 2 fault points. 

Altematinp contrast levels is also a major deviation from optimal. Print 

and background in the same colour family will produce a reduced contrat and 

should be avoided. Nomal vision over age 50 benefits from greater contrast. 

1 1. S hiny I light reflecting. 

Product instruction label surfaces that are light reflecting make the text 

much more difficult to read. When the pnnt colour is also bright such as gold on a 

dark background on a shiny surface it is difficult to read the text. There are no 

objective measures for this print factor. A text that requires the reader to 

continually tum the container to alter the light reflection is considered to have a 

major deviation from optimal and is assigned 2 fault points. 



12. Reproduction. 

Reproduction of print that produces fuuy edged letters creates a text that is 

difficult for the reader. There are no objective measures for this factor: however. 

high technology print reproduction techniques should provide good quality printed 

text. When letters are hard to discriminate, reading speed and cornprehension are 

slowed and the nsk of reading miscues is increased. Very thin or light letters. 

overly omamented, compressed or condensed print is most likely to reproduce 

pooriy and result in fuzzy pnnt. The surface on whch an instruction label is 

printed dso conmbutes to quaüty of reproduction. High quality reproduction is 

optimal. Letters that are not crïsp, or have bleeding at the edges are assigned 2 

fadt points. 

13. Read through. 

Product instructions printed on the back of the front panel and designed to 

be read through the back of the container and its contents. is considered a major 

deviation from optimal regardless of the colour of the container and contents. and 

any other pnnt variables. 

14. Hyphenation and Abbreviation 

The use of any hyphenated or abbreviated word(s) in the text of the product 

instruction label is considered a major deviation from optimal. 

15. Total. 

Two major faults were considered to constitute an undesirable print design. 

Two minor faults were considered equal to a major fault and therefore four rninor 

faults would constitute an undesirable print design. Any combination of major or 

minor fauits equalling two major faults was considered an undesirable pnnt 

design. 



Assessment of Product Labels Procedupc, 

Participants were asked to examine each product in a grouping and to make 

their decisions on the product instruction labels within that grouping. They were 

asked to provide the following information: 

- participant assessrnent of ease of reading of the product instruction label on 

a Likert five point scale (Stone and Sidel, 1985); 

- participant assessrnent of attractiveness to the eye of the product instruction 

label, using a similar Likert scaie; 

- participant preference for one instruction label from the grouping; 

- degree of preference for the instruction label selected over the other, using 

a four point hedonic scale (Moskowitz, Stone and Sidel, 1985). 

c w b e l  B o o h .  Participants recorded their responses in 

the Product Instruction Label Assessment Booklei, a hard-backed. coi1 bound 

booklet by placing a check mark or an X mark in the appropriate box. Individual 

product narnes. numbers and assigned letter codes appeared on the products and in 

the booklet. Instructions were presented on each page. The Product Instruction 

Label Assessment Booklet is found in Appendix G. 

Product Product groups were numbered 1 to 14. and pages in the 

booklet were numbered to correspond to each group. Individual products were 

aiso given both a group number and a product letter for purposes of identification 



and coding of data. The product brand name was also used in the booklet to 

prevent any confusion. At the beginning of the task, each participant was 

observed for a few minutes, and any questions answered. Comments of the 

participants while completing this part of the procedure were writien down as 

notes in the Research Log Book. 

Task 4. Miscue Analysis for Ease of Reading of Consumer Product 

Instruction La bels. 

Miscue Analysis is a systematic inquiry into a reader's strategic 

reconstruction of texts by means of analysis of consecutive miscues made during 

oral reading of text (Goodman. Watson and Burke. 1987). Miscue Analysis is 

usually undertaken as a diagnostic or evaiuative procedure. The Miscue Analysis 

procedures and frarnework of Goodman ( 1970). and Goodman and Burke( 1972). 

were used as a theoretical and procedural guide. 

Modified miscue analysis Procedure 

The Miscue Analysis procedure developed by Goodman ( l965), and 

refined (Goodman & Goodman, 1977; Goodman. Watson & Burke. 1987). was 

modified for this study in order to compare the effects of different typographical 

designs of two spray oven ckaners. on the ease of reading of these instruction 
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labels by well-educated consumers. The modified procedure and scoring system 

was used to detemine the extent to which typography on instruction labels 

changed. enhanced or dismpted the reconstruction of meaning of those texts by a 

weU-educated group of consumers aged fifty and over. The modifications focused 

on how the physical reality of tex& influences ease of reading. The different 

typographie designs permitted analysis of the kinds of miscues made as a 

consequence of reading the selected text. 

d Co-es for hliçcue-. A modified coding 

system. developed to provide data on the effects of the physical reality of selected 

texts on ease of reading is found in Table 4. A glossary of terms used in the 

coding procedures follows the table. 



Table 4. 

Modified Miscue Analysis coding chart to examine effects of p h y s i d  reaiity of 
text on ease of reading. 

Case ID # Label A Label B Corn prehension 
( y i n )  

Corn pleted assigned Iabel 

Age: 50 - 64 65 - 74 75 + Sex: Male Female 

Time Taken: Minutes Seconds 

Word order error Numkr 

Meaning error Number 

Loss of Meaning Yes 

Hesi tation: Long 

Line Error Number 

Type of line error stop#- 

Corrected Yes # 

Not available Running commen tary 

Corrected: Yes # No # 

Corrected: Yes # No # 

No- 

Short Total Number of seconds 

Line Numbers 

ski@- Re-read# 

No # 

Non-verbal Hands Body- 

Adjust Focal Range Yes No- 
. . - - - - - 

Read second label y=- No- 

Ease of Reading score/ l O* Label 2 Ease of Reading score/ 10 

Attractiveness xorello* Label 2 Attractiveness score/ 10 

* Score rated on a scaie of 1 to 10 with 10 being highest and 1 lowest score. 
Note: A glossary of tenns follows on page 73. 



Glossary of Terms for Table 4. 

ComDrehension. appropriate and adequate reconstruction of how to use the 

product for a minimum of one procedure described in the instructions. 

time taken for oral reading of the text detemined from taped readings. and 

coded in minutes and seconds. Tirne taken for the oral reading was not included in 

the data when the reading time included participants' mnning commentary. 

ord or& revision or correction to the order in which words were read. 

Corrected indicates the corrections made by the reader. Loss of meaning indicates 

whether or not the meaning of the text was altered by an uncorrected word order. 

Meaning. revision or correction to the emphasis including inflection. placed on a 

word in a sentence. resulting in a change in rneaning of the text. 

. .. 
Hesitation: a delay in proceeding with the reading. which is manifest in long 

and short pause before commencing a word. ending a sentence or beginning a 

new sentence or new line of text. 

en= move to an inappropriate line of text as a result of skipping a line or 

retuming to the sarne or previous line of print. Type of line error indicates which 

of the above the reader did. Correct indicates whether the line error was corrected 

before reading resumed. 

e-n-verbaIs; sounds and body language not indicated in the printed 

text. This includes Uhm's and Ah's, exhalations. sighs. and prolonged "ssss" or 

other sounds at the end of a line or sentence as a holding suategy while 



determining the nature of the next part of the text Non-verbals inciudes use of the 

hands as an aid to reading to "hold" the place or line of text. Adjusting focal 

distance by extending and retracting the arm, shifting in the chair and change in 

voice tone to indicate fatigue or frustration were considered non-verbals. Non- 

verbal behaviours were noted and whenever possible participants were asked to 

explain what they were doing and why. Their replies were recorded as notes. 

. . Timine Times were taken from the taped readings using a 

stopwatch. The same machine was used for recording and playback. 

Products selected for rniscue anaiysis of ease of reading 

Two spray oven cleaners were selected: 

- Label A Easy Off Oven Cleaner. is a registered trademark of Boyle- 

Midway Canada Ltd. Toronto, Ontario M8Z 5M5. 

- Label B Oven Cleaner, Self-scouring. referred to as Shoppers. is 

guaranteed by Shoppers Drug M a c  Toronto. Ontario M2.J 4Y7 and Pharmapnx. 

Montreal. Quebec H4W 215. 

Actual size photographs of the two product instruction labels are found in 

Appendix K. The product label instruction text for Label A is found in Appendix 

L. and the product label instruction text for Label B is found in Appendix M. 



Cornparison of Label A and Label B 

Instruction Label A. and Label B were examined for similarities and 

differences as a basis for the assessrnent of the effect of their different 

typographies on ease of reading, attractiveness and miscue production. 

s b e - m A .  Loth products are: 

- aerosol containers. the same size. shape and net weight. -lûû grarns. 

- intended to be used for cleaning of a household oven. 

- hazardous products regulated under the Hazardous Products Act. 

- in cornpliance with Canadian Government Regulations front panels on 

Hazardous Products (Minister of Supply and SeMces Canada. 1988). 

- readily available at the t h e  of the study. 

- not speciaiity products. 

b e w A e l  B. A 

TVScore (Typography Variable Score) was cdculated for Label A and Label B. 

The data used and the resulting TVScore for each product are presented in Table 

5 .  The physical characteristics of the two product instruction labels are presented 

in Table 6. The amount of space allocaced to instructions. the orientation of the 

instructions when the container is in a storage. or ready-to-use position. and the 

typography constitute the major differences between the two labels. 



Table 5. 

TVScore Characteristics and Fauit Points of Label A and Label B 

Easy Off Faults Shoppers Faults 

Type style 
size 
condensed 

Leading 

Bold / Italic 

Case 

Line Length (picas) 

Justification 

Text Organization 
mn- together 

Reverse print 

Shiny / light reflecting 

Reproduction 

Read through contents 

sans senf O sans serif O 
6 2 6 2 
N O Y I 3 

B 

,Mixed 

I l  

Full 

N 

Y 

85 

N 

N 

N 

N 

N 

AC / .M 

28 

Full 

Y 

Y 

70 

Y 

N 

N 

N 

TVScore 9 19 



Table 6. 

Physical Characteristics of Labei A and Label B. 

Characteristic Instruction Label A Instmction Labei B 

Orientation of instruction horizontal 
label in shelf position 

vertical 

ûrientation of instruction upright in-use position vertical in-use-position 
label when product in use 

Area of instruction text 49.6 square centimetres 35.25 square centirnetres 

TVScore 9 19 

of m e 1  A andLabel The texts of the two instruction 

labels were subjected to process analysis (Fredenkson. Bracewell. Breuleux & 

Renaud. 1 989; Fredenc kson & Renaud, 1 989). 

Process Analysis for Label A (Easy-Off) 

Cleans ovens. broilers, stainless steel and barbecue @S. Read entire label 

before use. 

To Appiy Easy-Off: 

1. Shake cm before and during use. 
2. Cover floor with newspapers, rernove oven racks, c lan  separately. 
3. Hold can upright spray away from face. Use 200 grams. Spray 9- 

12 inches from surface. 
4. Close oven door, follow directions below. 



5 .  Clean spray valve. invert can spray briefly. Rinse valve and drain. 

Fast and Easy Cleaning 

1. Self-scour 20 minutes. 
3 . Use wet cloth or sponge to wipe up. 
3. Rinse cloth frequently. 

Hot Oven Cleaning 

1 .  Preheat oven to 200°F. 
2. T m  off oven. Spray as directed above. 
3. Let self-scour 5- 10 minutes. 
4. Wipe clean. 

Easy Ovemight Cleaning 

1. Apply as directed to cold oven. 
2. Close door and allow to self-scour 4 hours or more. 
3. Next moming simply wipe clean with wet cloth or sponge. If 

necessary. repeat application but let self-scour longer. 

Cautions: 

1 .  Wear rubber gloves. 
2. Avoid inhaiing mist. 
3. Keep out of reach of chikiren. 
4- - - Contart wi& cloxhigg, pgi- f m j g r e .  floor~di&te y i t h  water 

- - - - -  

imrnediately. 
5 .  Do not spray on exterior oven surfaces, chrome. enamel. aiuminum. 

electrical connections. thermostats. light bulb switches. light buib. 
pilot light. Avoid excessive use on glass. 

Not for use on self-cleaning ovens. Caution: Contents under pressure. 

1. Container may explode if heated. 
2. Avoid contact with eyes. 
3. Do not place in hot water or near radiators. stoves or other sources 

of heat. 
4. Do not puncture, incinerate container or store above 120°F. 



First Aid Treatment: Contains Sodium Hydroxide. If splashed in eyes or on skin 
flush with water. cali physician immediately. 

Process Analysis for Label B 

Do not use on: Continuous or self-cleaning oven, 
hot oven. 
chipped or damaged oven. 
exterior oven surfaces, 
alumuiurn copper chrome plastics. 
pilot Lights. 
heating elemenu. 
electrical connections, 
door operated light switches. 
light bulb receptacles. 
thermostats. 

If done accidentally. wipe off imrnediately. 

Directions: 1. Wear rubber gloves. protect amis when using. 
If product contacts skin during use. flush thoroughly with 
water. 
Use in cold oven. Shake can well and fiequently. 
Point arrow on spray button towards biack dot on rim. hold 
can upright. 
Spray 9 - 12 inches from surface. Use 200 grams. 
Start with ceiling. Spray even strokes on al1 oven surfaces 
including oven door windows. Place paper towel between 
bottom of door and oven to prevent seepage. and over door 
operated light switch as door is closed. 
Rime spray button. 

Overnight c ieaning : 

1. Apply as directed. 
2. Let self-scour 8 hours or longer. 
3. Next morning wipe clean with sponge or paper towels. 

Fast Daytime Cleaning 

1. Apply as directed. 



3 . Leave on at least 20 minutes . 
3. Wipe clean with wet sponge or paper towels. 

Heavily soiled areas: Aliow to self-scour longer. 

Caution: Keep out of reach of chilclren. 
avoid contact with eyes, 
contents under pressure, 
do not place in hot water. near radiators s 
sources, 

eat 

do not puncturel incinerate container/ store at roorn temp. 
over WC,  
avoid inhaling. 

Fust Aid Treatrnent: Contains caustic soda 
if splashed in eyes or on skin, flush thoroughly with water, 
cal1 physician immediately. 

o--ed tes of me1 A -el R ,  The non- 

matched and matched attributes of Label A and Label B were compiled and appear 

in Tables 7 and 8. 



Table 7. 

Non-Matched Attributes of Label A and Label B. 

Label A (Easy-Off) Label B (Shoppers) 

Read entire label before use. 

Do not spray on clothes. painted surfaces. 

Rinse cloth frequently . 

Spray starting with ceiling 
in even strokes. 

Protect arrns, furnitue, 
floor. 

If sprayed by accident just 
wipe up immediately. 

Hot Oven Directions. Not for use on Mot Ovens. 

Table 8. 

Matched Attributes of Label A and Label B 

Application: Shake c m  before using and during use. 
Hold upright. 
Spray direction. 
Spray 9-12 inches from surface. 
Use 200 grams for normal oven.. 
Apply as directed. 
Close oven door. let self-scour, repeat if necessary. 

Protection : Avoid inhaling. 
Protect hands with rubber gloves. 
Avoid contact with eyes, &in. 
Protec t fioor. 

Do not use on: Oven exteriors. 
Self-cleaning ovens. 
Pilot lighf thermostat, chrome, aluminum. electrical 



connections, light bulb switches. 
Cautions: 

Keep away from children. 
Caustic. 
Do not heat container. 
Contents under pressure, container may explode if heated. 
If splashed in eyes or on skin flush with water, cal1 physician. 

Kinds of Cleaning: 
Fast Daytime cieaning. 
Overnight cleaning. 
Heavily soiled areas. 

Cleanup: 
Use sponge, cloth. paper towel. 
Clean spray valve. 

- .  ive s-el A and An andysis of descriptive 

statistics was compiled for the two texts using the Grammatik statistics option 

from the took menu of WordPerfect 6.0 for Windows (WordPerfect Corporation. 

1993). Descriptive statistics of label A and label B texts are presented in Table 9. 

The andysis is reportecl with and without the required caution statements which 

are presented in the same text block as the product instructions. 



Table 9. 

Descriptive Statistics* of Tex& of Label A and Label B With and Without 
Required Caution S tatements. 
-- -- - - - 

Characteris tics Product 

Easy Off S hopper's 

Caution No Caution Caution Xo Caution 

Counts 

Words 

S yllabies 

Sentences 

Short sentences 

Long sentences 

Averages 

words 1 sentence 

Syilables / word 

Reading Ease 48 59 
(Flesch) 

* Grarnrnatik statistic option. WordPerfect 6.0 for Window s ( WordPerfec t Corp. 
1993). 



The process analysis . the measures of the attributes. and the descriptive 

statistics compiled for Label A and Label B demonstrate that the labels are similar. 

pemitting further andysis. 

Procedures in The Miscue Task 

of m e 1  A and Easy Off Oven Cleaner was used in 

miscue reading of label A. and Shopper's Oven Cleaner was used in miscue 

reading of label B. Participants were given the miscue reading label assigned to 

their case number. The appropriate container was handed to participants with the 

front panel facing them. 

m. Participants were asked to assume that they were going to 

use the product to clean their oven. They were asked to read out loud the text of 

the instructions for using the cleaner. and reminded that their reading and 

comrnents would be taped to assist analysis. They were given a minute or two to 

look at the label. asked if they had any questions. and told to begin when they 

were ready. The tape recorder was tuned on. and the reading began. No attempt 

was made to intervene. assist, or in any way intempt the reading unless a direct 

rather than a rhetorical question was asked. 

~ c o f o r .  After reading the 

assigned label. participants were asked to score it for ease of reading and 



attractiveness to the eye on a scale of 1 - 10 with 10 being the highest mark and 1 

the lowest. Participants were then handed the second product and asked to 

undertake the same s c o ~ g  for ease of reading and attractiveness. Some 

participants began reading the second instruction label out loud before sconng it. 

They were not stopped. but only the fxst reading was included in the data for 

analysis of ease of reading. 

-. At the conclusion of the oral reading and scoring, 

participants were asked to tell in their own words how they would go about using 

the product. Prompting and foliow-up questions were asked as needed to clarify 

participants' understanding of the instructions. Table 10 presents the 

comprehension categories used and the recall checklist. Satisfactory 

comprehension was based on acknowledgement of precautions and the major steps 

for one procedure for using the product. 



Table 10. 

Comprehension R d  After Miscue Reading of Selected Oven Cleaner 
Instruction La bel 

Case ID number 

Category of information 

1. Organization 
Read al1 label information before use 
2 or 3 ways to use 

Basic Ovemight 
Daytime Hot oven 

2. Preparation 
Pro tec t floors 
Switches, light bulbs 
Cleanup 

3. Procedure to follow 
Distance 
Arnount to use 
Not on self-clean oven 

4. Synthesis of information 
Basic procedure 

5. S afety and First Aid 
Hazards 
Keep out of eyes Protect eyes 
Do not inhale 
If sprayed on clothes If contacts skin 
Cleanup 
S torage 

Miscue Miscue 
Label A Label B 

If sprayed in eyes 

Wear rubber gloves 

6. Comments: 



of 0. If a participant was 

unable or unwilling to complete reading the seiected label. the second container 

was presented. This was considered a vdid response in a srudy exarnining reader 

preferences. At the end of substitute readings participants were asked why they 

did not finish reading the first label. Table 11 presents by age group how many 

were unable to complete the reading and which labels they were unable to finish. 

Table 11. 

Number of Participants Completing Reading Assigned Label by Age 
Groupings 

Assigned Label Easy Off Shoppers 

Age No. Comments No. Comments 

50-64 12 1 1 completed 14 I 1 completed 
1 did no t finish 3 did not finish 
2 mnning cornrnentary 

65-74 6 6 completed 

75+ 4 2 completed 
2 did not finish 

1 1 9 completed 
2 did not finish 

3 2 completed 
1 did not finish 

22 19 completed 
3 did not finish 

28 22 completed 
6 did not finish 



Testing Conditions 

Al1 research tasks took place in cornfortable. well lit conditions 

designed to facilitate reading and writing. Two srnall tables were located on the 

sides of the room. One was used by the researcher for administration and tape- 

recording. A second table was used by participants to complete the questionnaire 

and paired pnnt variables. A tape recorder was used, located on the floor out of 

sight of participants in conjunction with a flat table top microphone in order to 

make the audio recording as unobtrusive as possible. 

v of Products used were displayed in the centre of the 

room on two four by eight foot tables connected to form a rectangular area. 

Product groups were arranged in numencal order and marked with the sarne group 

numbers and product code letters used in the product instruction label rating 

booklet. Participants moved from one product grouping to the next waiking around 

the table. picking up the products to examine h e m  and make their selections. Al1 

products used were in new condition and unopened at the time of the study. 

Participants arrived by individual appointment at one hour 

intervals. One hour was the amount of tùne estimated for the completion of al1 

tasks. Some participants required considerably more tirne, taking as long as two 

hours to complete a l l  tasks. These participants overlapped with the next volunteer 

The order of the tasks were varied slightly. as needed, to accommodate an overlap. 

of proce-. When participants arrived they were welcomed, seated 



with the researcher at a srnall table, rerninded of the approximate tirne 

requirements, and presented with an information letter and a consent form. They 

were asked to read the letter and consent fonn. ask any questions they might have 

about the tasks and then sign the consent form. They were infomed verbally that 

they might withdraw at any point during the study. 

After reading and signing a consent form, volunteers were given three data 

collection instruments, shown the products, given an explanation of how to 

cornplete the instruments used and informed that they could ask questions and 

make comments at any t he .  The miscue taping procedure was explained and 

verbal agreement to being taped was secured. in addition to participants' 

agreement on the signed consent fom. Questions, if any. were answered. The 

name and phone number of each participant was entered in the research log book. 

and the first part of the procedure. an oral reading and tape recording of a pre- 

selected spray oven cleaner (Label A or Label B) was begun. Upon cornpletion of 

the oral reading and evaluation of the spray oven cleaner, each participant was 

moved to a second small table to cornplete the self-administered questionnaire and 

selected paired print variables. These completed, they proceeded to the product 

instruction label evaluation located on the large table in the centre of the roorn. 

When participant arrivals overlapped. the second incoming volunteer was asked to 

complete the self-administered questionnaire after a brief orientation and signing 

of the consent fom. 



Materials Used in the Study 

The following printed research data collection instruments were used: 

Self-administered questionnaire - 6 pages. Appendix E. page . 

Selected Print Variable Bookiet - 40 pages. Appendix F. page . 

Product Instruction Label Rating Booklet - 15 pages. Appendix G. . 

Research Log Book, deposited with the Research Director. 

Matends were reproduced on white stock bond paper, printed on one side 

only to ensure clear copy. and presented in hard-backed. coi1 bound booklets. to 

facilitate participants' reading while standing . All materials were prepared using 

direct, (no enlargement or reduction.) single sided photocopy reproduction from 

camera-ready laser printed master copies. Materiais were grouped into packages 

and marked with a case identification number. One package was prepared for 

eac h participant. 

Participants were given written and verbal instructions and inforrned that 

they could ask questions and make comments at any time. Participants completed 

each of the research tasks individually. 

The place. date, tirne. and names of participant were 

recorded in the research log book and on the audio tape log for each session. The 

research log book was also used to write down comments made by participants 

during the research tasks. The Research Log Book was also used to list. by their 

brand names. the products employed in the study. 



Data Organization and Andysis 

The study is a descriptive study with quasi-experimental components. 

Various kinds of data were gathered on a group of fe participants age fifty and 

over. using the following sources: 

l m e d -  
. . 

" provided demographic information on 

the participants. Data gathered on 75 variables included categorical and 

preferential variables coded in ternis of order of preference. as well as interval and 

ordered measurements. 

2 . Poreference CO- of yyielded data on 85 

variables ranging from continuous. ratio, categorical and discrete. Chi Square 

calculations were made for frequencies of age, education and sex. Analysis of 

Variance (ANOVA) was calculated for the effect of age on preferences for al1 

variables. 

provided data on 15 variables by a total of 42 products (40 product instruction 

labels and 2 miscue instruction labels). Variables ranged from continuous for size 

of print, categorical for case. and typography faults. to ratio for contrast and 

leading. These data were used in combination with data from paired preference 

cornparisons and miscue oral readings. 
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4. Produ&mi- yielded data on 108 variables for 40 products 

divided into 14 groupings. Data gaîhered ranging from continuous to ordered was 

entered by case representing participants, and by product, allowing for analysis 

both by participant and by product Different questions were answered in each 

type of analysis. 

Chi Square calculations and plotting of data were undertaken to provide 

exploratory data. A Pearson Correlation was calculated to determine relationships 

between TVScores and preferences. ranking and scalùig of products by 

participants. Significant positive and negative correlations are reported. Multiple 

regressions were cornputed tc examine the relationships between typography 

variable scores as above. 

5.T;iped oral readingsaf a sebaispray aven c l e a n e r m  

were used to generate data for 22 variables based on 2 products and 50 

participants. Variables ranging from continuous. and interval to categorical 

provided data transcribed from taped oral readings. coded according to modified 

miscue analysis coding procedures outlined in Figure 1 1. page 73. Chi Squares 

were calculated and Analyses of Variance (ANOVA) conducted to determine the 

relationship of six specific b d s  of rniscues, to TVScore, age, attractiveness and 

ease of reading scores. 



Al1 data were coded numerically. and ûansferred to code sheets organized 

according to age and case identification number of participants. The data were 

examined manually for emors, outiier values, discrepancies and general descriptive 

state. A program was created in SPSS. and data were entered by case number for 

participants and by product. Frequency tables were calculated and the data entries 

checked for errors. Subsequent data analysis was conducted using SPSSx (S PSS 

Reference Guide, SPSS Inc. 1990). and SYSTAT for Windows (1992). 

Contingency tables were generated to provide cross tabulations for age, 

education, sex. living conditions. vision, shopping habits and language with 

1. participants' preferences for kinds of information, 

2. participants' choices from groupings of actuai product instruction 

labels. 

Cell frequencies. percentages and cumulative percentages were calculated. 

Empty cells encountered in the data were elirninated when possible by 

cornpressing and recoding the results using values assigned to the revised scales 

as follows: 

was compressed to three. 

Very important = Very important - - 3 

Not very important 
- - Not very important - - I 

Unimportant 



SC& was compressed to three: 

Extremely Attractive 
= Very Attractive 

Very Attractive 

Attractive - - Attractive 

Not Very Attractive 
= Not Very Attractive - - 

Unattrac tive 

Weighted rankings (Babbie, 1982. p. 122) were devised for data collected in 

the self-administered questionnaire to provide rankings of the importance of 

selected kinds of information on the labels of products by category of product. 

The weighted rankings were calculated by multiplying the frequency by its 

opposite number as follows: 

those ranked 1 were multiplied by 7. 

those ranked 2 were multiplied by 6.  

those ranked 3 were multiplied by 5 

and so on. The row totals were then ranked. 

Chi Square tests were conducted to examine the distribution of frequencies 

among the variables. 

A typography variable score was calculated for each product used in the 

study. Each product used in the study was assigned a score for ease of reading. 

attractiveness and preference based on participants' rankings and scaling. These 



data were analyseci to detennine relationships between dependent variables of age 

and education, and independent variables of ease of reading, attractiveness and 

typography scores. A Pearson Correlation Mamx was computed for these 

variables and a scatterplot created to show their linear relationships. Analysis of 

variance (ANOVA) was used to examine relationships between ease of reading, 

attractiveness and TVScore for 40 products. 3 1 products and 37 products by age 

and education. 

Finally, to predict three main dependent scores: the TVScore. ease of 

reading score. and attractiveness score, regression analyses were computed to 

compare the respective contribution of each variable to the score. The fault score 

given each variable in the TVSconng procedure was used for the regression 

analyses. 

of m u e  Analyses of Variance were done for six 

categories of data collected on miscues produced in the modified Miscue Analysis. 

In each ANOVA, the dependent variable was the category measurement whether 

tirne measured in seconds. word count, or a score. The independent variables 

were Label A and Label B. representhg two typographie designs of similar 

information. 

The next chapter presents the results of the tests of data. These results. and 
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analyses of data gathered fiom selected participants cannot be generalized to the 

entire population over 50 years of age. but are intended to describe the preferences 

of a well-educated group of consumers for typography of information on 

consumer product instniction labels. 



CHAPTER 4 

R e d  ts and Anal ysis 

This chapter presents the results of a study to examine preferences of selected well 

educated consumers age fifty and over, for typography on instruction labels. for selected 

typographic variables and to relate their preferences to optimal typopphic design. 

Preferences of selected consumers over fifty years of age are reported for actual product 

labels having near-optimal and non-optimal typgraphy, as well as for selected 

typographic variables. An assessrnent of ease of reading of two similar product 

instruction labels with information presented in nearqtimal and non-optimal typography 

is presented. 

Several procedures were used to gather information and to examine these 

assumptions. The results and analyses of results gathered by the following £ive data 

collection instruments are reported: a self-administered questionnaire, Typography 

Variable Coding MatrUr and Scoring Procedures. preferences for selected typographic 

variables, product information label preferences for ease of reading and attractiveness. 

and Miscue Analysis of oral readingof one of two similar product instruction labels. 

The Self- Administered Questionnaire 

The self-administered questionnaire provides information on: 

- Characteristics of the study participants including: age, sex, education. language. 
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use of corrective lenses. self-assessrnent of their vision. and their living 

accommodation. 

- Self-reprted shopping frequency and who participants shopped for. 

- Self-reported use of consumer information publications; self-reported label 

reading habits; self-reported usefulness and use of product label infonnation; and 

participants' ranking and scaling of the importance of selected label 

characteristics. 

Fifty persons between the ages of 50 and 84 volunteered as subjects for this study. 

Al1 met the study criteria for age. education. activity level. independent living. and 

fluency in English. The profile of the study participants is reported in Table 4.1. In view 

of the small sarnple size. the tables report frequencies of response. not percentages. 

Self-reported characteristics of participants 

Age Twenty-five (50%) participants were between 

50 and 64 years of age. 17 (34%) were aged 65 to 74 years and 8 (16%) were 75 years of 

age or older. Ten men and 40 women participated. The participants are very well 

educated. Al1 have completed high school. Fifty percent hold university degrees and 

388 have other post secondary education. placing the group well above the average 

education attainment for their age groupings. In 1986. 12.8 % of the population age 50 to 

64. and 10.9 % of those 65 and over had university education (Statistics Canada 1993). 



Languaee. All participants were fluent in Engiish. the language of the study. It 

should be noted that while the study was conducted in an officially French language 

province. participants were recmited through their associations with English language 

institutions and English language prograrns. 

I Jse of c ~ t i v e  AU but one participant used corrective lenses at the 

time of the study. Thirty (60%) reported wearhg glasses all the tirne. an additional 5 

(10%) wore glasses for distance and 14 (28%) wore glasses only for reading. Forty-four 

(88%) of participants wore glasses for reading. The male participant in age group 50 - 

64, who did not W e a r  glasses at the time of the study has one myopic eye and one 

hypemietropic eye. Rior to, and at the time of the study. he did not require corrective 

lenses. since his hypermetropic eye cornpensated for the myopic eye resulting in balanced 

vision. He reported having very good vision. 

Participants provided a self- 

assessrnent of their vision on a four point scale: very good. good. fair and poor. Forty- 

eight (96%) reported having good or very good vision. This group of participants did not 

consider themselves visually impaired. 

. . 
IV 7 Forty-seven (9445) of participants in this study live in 

their own homes. apartments or condominiums. Three (6%) reported living in 

independent apartments in a seniors only complex . 

Characteristics of participants reported for age. sex, education together with use of 

corrective lenses for vision. and living accommodation are presented in Table 14. 
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Self-reported shopping frequency and for whom participants shopped 

Fony-eight (96%) of the participants shopped once a week or more. Two 

participants (4%) recorded that they do not shop. However, the male volunteer in age 

group 50 to 64 who reported that he does not shop lives in a private home with four 

farnily members. He commented that he does not shop for food as a regular contribution 

to the household. He does make regular purchases for the home. car and office. One 

fernale aged 50 to 64 who iives in an apamnent with her retired husband. reported that 

her husband "does the shopping" which means buying the food for the week. She does 

shop for herself two or three times a month. and regularly shops for an elderly parent. 

Thus. both of these participants did make purchases on a reguiar basis. Thirty-seven 

(74%) of participants reported shopping only for themselves. twelve (24%) shopped for 

their family. and one (2%) for a fiend. 

Reported shopping characteristics of the snidy participants with respect to 

fiequency of shopping and for whom they shop are presented in Table 15. 



Table 15. 

Self-Reportcd Shopping Frequcscy and For W l ~ i i i  I'articiplrnls Shopped by Age and Sex (N=SU) 

Age Frequency of Shopping Who is Shopped For 

2 or more/ Once a week Less thün Self Family Friends 

week once a week 

M F M F M F M F M F M F 

50-64 4 10 1 8 I ' 1 5 12 2 6 

65-74 3 8 1 5 - 3 9 4 1 

75-84 6 2 8 

Total 7 24 2 15 I 1 8 29 2 10 I 

I Makes purchases for house, car and office but not food. 
2 Shops for self and for an elderly puent but does not do the household food shopping. 



Al1 participants cm be considered regular consumers of a broad range of consumer 

producü by virtue of their shopping habits and living accommodation. 

Self-reported use of consumer information publications 

Participants were asked to report their specific habits with respect to using 

consumer information publications. When asked whether they purchased andor read 

consumer publications such as "Protect Yourself" or "Consumer Reports", nine ( 18%) 

read consumer magazines regularly; 24 (48%) read consumer information magazines 

sometimes; 1 1  (22%) rarely read consumer magazines and 5 (10%) never nad  consumer 

publications. Asked whether they subscribed to "Protect Yourself'. "Canadian 

Consumer1* or "Consumer Reports1', sixwn (3296) participants reported having a 

subscription to at lest one consumer magazine. Many participants (88%) are farniliar 

with consumer information as resource material and 16 (32%) are sufficientiy committed 

to this kind of publication to purchase a subscription. 

elf-Rewrted Participants were asked to 

report their reading habits with respect to consumer product label information. Al1 those 

who responded to the question reported they always or sometimes read the information 

on a product label. When choosing a new product, 49 (98%) participants reported they 

always or sometimes found needed information on the product label and 45 (90%) 



reported using label information in order to make cornparisons and to decide between 

produc&. Forty-three participants (864) always or sometirnes refused to purchase a 

product if the information on the product label was not easy to read. Participants' self- 

reported reading habits when choosing between new products, and products categorized 

as frequentiy used. infrequentiy used and hazardous products appear in Table 16. 



Table 16. Participants' Self-Reported Label Reading Habits for Choosing Between 
New Products, and Products Categorized as Frequently Used, Infrequently Used, 
and Hazardous Products (N = 50) 

- -- 

~ l i a ~ ~  Sometimes Rarely Never 

Choosing between new products 

Find information on the Iabel 27 

Read information on the label 43 

Compare information/ products 26 

Not buy if infonnation not easy to read 21 

Frequently used product 

Read label information before use 4 

Read label information before disposai 4 

Infrequently used product 

Read label information before use 21 

Read label information before use 43 

Read label information before disposal 24 

Hazardous product 

Read label information before use 43 6 1 O 

Read labei information before disposal 24. 10 9 7 



The type and frequency of product use influence reading of instruction labels 

before use andor disposal. Information on products used frequently was less likely to be 

read or re-read either before use or before disposal than information on infrequently used 

products. For frequently used products 15 (30%) participants reported they always or 

sometimes read or re-read the instruction label before use. compared to 38 (76%) who 

reported always or sometimes reading or re-reading instructions for an infrequently used 

product. Similarly before disposal of frequently used products, 16 (32%) always or 

sometimes re-read label infoxmation; however, with infrequently used produc ts 34(688) 

always or sometimes re-read the label prior to disposal. Hazardous products were 

treated differentiy. Before using a hazardous product. 49 (98%) report aiways or 

sometimes reading or re-reading information on the label. and only 2% report rarely re- 

reading. Before disposal, 34(68) always or sometimes re-read label information and 16 

(32%) rarely or never re-read the label. 

v C,hoices. Participants were asked to rate on a four point scde 

how important it is for them to be able to compare products. sizes. brands and prices in 

order to make the best "value for money" purchase. Choosing between very important. 

important. not very important and unimportant. 46 participants (92%) stated that it was 

very important or important to compare products in order to have the best value for their 

money. Three respondents (6%) stated that is was not very important to be able to 



compare products for value. but none of those sarnpled said it was unimportant. 

. . el Charactensucb. When asked to rank the importance and usefulness of selected 

categories of label information. 25 participants (50%) rated clearly wntten instructions 

fust in importance. Thineen participants (26%) rated print size large enough to be easily 

read fist in importance. Table 16.a presents the results of the ranking of importance of 

label characteristics. 

Table 16.a Importance of Selected La bel Characteristics by Stud y Participants 
(N=42) 

Label Characteristics Rank Weighted Score/ Rank 

Clearly written instructions 

Type large enough to read 

Printhackground colour 
easy to read 

Eye-catching labels 

Diagrams on labels 

Note: The weighted scores for the above table were determined by multiplying the rating 
frequencies by their opposite ranking. For example, those ranked 1 were 
multiplied by 5. those ranked 2 were multiplied by 4. and so on. The results were 
then ranked in order. (See aiso Chapter 3. page 104.) 



First ranked choices for infomation on the label in each product category relate to the 

safe and appropriate use of the product. Second ranked choices for infomation on the 

label relate to what is in the product and the safe use of the contents. Third ranked 

choices are variations of instructions for safe and appropriate use of the product. In 

each product category the address of the manufacturer was ranked last in order of 

importance of information. The name of the manufacturer was ranked second last for 

food and ordinary products and third to last for hazardoris products. 

Rankings of specific information on food, hazardous products and consumer 

products are reported in Table 17. Detaiied responses for food products are found in 

Appendix N (2 pages); hazardous products in Appendu O (2 pages); ordinary consumer 

products in Appendix P (2 pages). 



Table 17. 

Intorrnation in Weighted Ranked Order for Selected Product Categories 

Food' Hazardous2 Ordinary' 

1 .  Ingredients A void hazards Instructions 

2. Instructions Instructions Ingredients 

3. Avoid hazards Ingredients Expj. date 

4. Expiry date Safety information What to do 

5. Manufacturer's narne Manufaciurer's name Weight / volume 

6. Weight 1 volume Weight / volume Manufacturer's name 

7. Manufacturer's address Manufacturer's address Manufacturer's address 

Note: 1 .  Food produccs are defined as chose regulared by Agriculmre and Agri-Food Canada. 
2. Hazardous produm are defined as chose subject CO die Hazardous Producn Acr and 
bearing a hazard symbol on the front panel. 
3. Ordinary Consumer Producn are those noc induded in food or hazardous produm. In 
chis snidy ordinary produm indude houschold producrs. personal are productr and non- 
prcsuipuon medicacions. 

Preferences for Print Variables. 

Isolated typographie variables presented for visual assessrnent were judged by 

participants. ResuIts are presented for the following five print variables: 1. Print size. 

2. Rint style. 3. Line length, 4. Leading, and 5. Case presentation. Cornmon print and 

leading were used for dl paired p ~ t  presentatims with the exception of pnnt style and 

Leading. Paired print variables used were presented in Appendix F. 



When asked to choose the srnailest acceptable print size from a choice 

of six print sizes ranging from 6 to 14 points. none of the participants selected 6 point 

print. The preferred print sizes are 10 point 9 point and 8 point in that order. accounting 

for a total of 78% of the responses. Many of the younger age group were willing to 

accept a srnaller print size. 

The median for the 50 - 64 age group was 9 point pnnt. For the 65 and over age 

group. 10 point print size was the median. While the trend is for the older age group to 

prefer a larger print size, the difference was not significant. The preference for both 9 

point and 10 point print size is consistent with ZOT (Tinker 1963 ). The preference of 

the older group for larger pnnt is consistent with implications of research on the effects 

of presbyopia (Kline and Schieber. 1985. pp.296-3 16), and preferences for continuous 

text pnnt of older readers (Vanderplas et al. p.928) . The srnallest number of responses 

was for 14 point print the largest print size presented, but still within the ZOT. Table 18 

presents the percentage of the respondents by age selecting the smallest acceptable pnnt 

size. 



Table 18. 

Smaiiest Acceptable Print Size By Respondents Aged 50 and over (N=jO) 

Print size 

6 point 

8 point 

9 point 

10 point 

12 point 

14 point 

To ta1 Print Example 

13 ~ h i s  is ~i ~ o r m n  9 point p m i  

1 5 This is Times Roman 10 pcinr pnni 

8 This is Times Roman 12 point print 

3 This is Times Roman 14 point print 

t Style In the preferences for print style presentations, four commonly used 

modern print styles were selected for assessment: 1. Narrow Helvetica Bold 

(compressed. sans serif. boldface). 2. Times Roman (serif). 3. Zapf Chancery (italic). 

and 4. Avant Garde(sans serif). 

Preferences for pRnt style recorded by participants are reported in Table 19. A 

serif print Times Roman. and a sans serif modem narow bold (Narrow Helvetica Bold) 

were Fust and second choices when al1 four print styles were presented together. In the 

paired tests, two of three preference selections place Times Roman. the senf print first 



and Narrow Helvetica Bold second. The preference for a bold type face is consistent 

with ZOT as is the preference for a senf print. 

Table 19. Preferences for Print Styles in 12 Point (N=SO) 

Combination: 1 2 3 4 5 6 7 RANK 

Pnnt Style 

Times Roman 40 23 48 - - - 24 1 

Narrow Helvetica Bold - 27 - 46 - 37 13 2 

Avant Garde 10 - - - 42 13 8 3 

Zapf C hancery - - 2 4 8 - 3 4 

Line Lenethe lengths measured in picas were presented in 14 pica. 19 pica. 

and 3 1 pica lengths. Participants demonstrated a close preference for medium length 

lines of 14 and 19 picas. and least preference for the Iongest h e  length of 3 1 picas. The 

results are consistent with ZOT. Table 20 presents the results of participants' preferences 

for line lengths in Times Roman 10 point print size. 



Table 20. Preferences for üne length in 10 point print size (N=50) 

Line Length 1 2 3 4 

L&ing Preferences for leading or space between lines of pnnt were reponed for 

three pnnt sizes. The print sizes used are Times Roman print, 10 point and 14 point 

(within ZOT) and 6 point (outside ZOT). The amount of leading is expressed as a 

percentage of pnnt size. For exarnple. 14 point print leaded 1008 has 14 point spaces 

between lines of print. In two print sizes within ZOT. the ranked order of leading 

preferred is consistent with ZOT. 

The preferences for leading of print size (6 point). which is outside the ZOT. is for 

the greater amount of leading in each pair. In the presentation combining al1 variables. 

preferences increase with the amount of leading for both 6 and 10 point print. For 14 

point print the highest ranking was assigned to 117% leading. 

The 

reported in 

ranked orders of paired pnnt variables for leading in three print sizes are 

Table 2 1. 



Table 21. Preferences for Leading of Three Times Roman Print Sizes by Various 
Leadings (N=50) 

Combination 1 2 3 4 5 6 7 RANK 

Leading of Times Roman 10 Point Print 

145% (14 point) - - - - 41 23 27 1 

120% (12 point) - 38 M - - 27 17 2 

100% (10 point) 41 12 - 47 - - 5 3 

80% (8 point) 9 - M 3 9 - 1 4 

Leading of Times Roman 14 Point Print 

1 17% (16.5 Point) 39 30 28 - 42 27 23 1 

100% (14 Point) - - 22 - - 23 12 2 

142% (20 Point) - 20 - 39 - 27 1 1  3 

82% (1 1.5 Point) 11 - - 11 8 - 4 4 

- 

Leading of Times Roman 6 Point Print Size 

150% (9 Point) - - - 36 45 - 29 1 

120% (7.2 Point) - 45 - - - - 17 3 

100% (6 Point) - 5 48 14 - - 4 3 

83% (5 Point) - - 2 - 5 - - 4 

Note: Results are reported in ranked order and not by increasing degrees of leading. 



Case P.cipants recorded preferences for mixed case. al1 capi tals and 

srnall capitals in both Times Roman 10 point print and Times Roman 12 point print. The 

results are reported in Table 22. Mixed case was select4 each time it was combined 

w i ~  another case. Preference for mixed case is consistent with ZOT. With Times 

Roman 12 point pnnt the participants marked small capitals second; however. small 

capitals was third choice in Times Roman 10 point print. 

Table 22. 

Preferences for Case with Times Roman 10 and 12 point print (N=jO) 

Case 

Times Roman 10 Point 

Mixed Case 

Al1 Capitals 

S m d  Capitals 

Times Roman 12 Point 

Mixed Case 

SmaU Caps 

AI1 Capitals 

Combination 

1. 2. 3. 4. RANK 



The preferences for print size. style. leading, line length and case reported by the 

study participants over the age of 50 conform to the ZOT. 

Assessrnent of Product Instruction Labels. 

Participants were asked to rate for ease of reading and attractiveness the product 

instruction labels of fourteen groups of products. These product groupings included 40 

individual food. hazardous. and ordinary consumer popular brand name products. readiiy 

available in a variety of stores. The products were grouped into fourteen groups of two 

or three similar products. The following groupings are reported: 

cake mixes. baby foods. pasta. margarine. pasta dinner. jarn. pizza sauce. hair care 

products. health care products. topical crearn products. floor polishes. hazardous 

liquid or powder. household aerosol sprays. househoid cleaners. 

VScwe for _each These product instruction labels used different print 

sizes. print styles. contrast. leading. line length. case. organization of matenal. and line 

justification. Each product instruction label was scored using the Typographical 

Variable Score Coding Matrix ouùined in Figure 5. page 57. The TVScore is an 

objective measurement representing the accumulation of fault points assigned to 

deviations from the ZOT (Zone of Optimal Typography) for selected characteristics. The 



TVScore is an inverse result; a lower ccore represents closer adherence to ZOT. The 

components making up the TVScores for each of the products are found in Appendix Q 

(1 pages). 

ts' e a s e o f  Participants 

examined each product in a grouping and made thei. decisions on the ease of reading. 

attractiveness. preferred label and the degree of preference for the instruction label 

selected over the otheds). Participants' Ease of Reading and Attractiveness Scores were 

compressed to a three point scale and then assigned a weighting in order to develop a 

score for each product using the procedure reported in Chapter 3. pages 103 and 104. A 

summary of the weighted score for e u e  of reading and attractiveness. together with the 

TVScore for each product is presented in Table 23 (See also Appendix Q. ). 

Appendices R. 1 to R. 14 inclusive. present detailed responses for 10 products in 14 

product groupings. including Ease of Reading scores, Attractiveness scores. Preference 

and Degree of preference and TVScores. A summary table of these results. Table 23. 

displays TVScores. Ease of reading and Armictiveness scores. and the overdl means and 

standard deviations for 40 products. 



1 ahle 23. Typography Variable Scores for 40 Selected Consumer Product Instruction Labels by 
Pa rticipants' Ease of Reading, and Attractivenas Scores (N = 50) 

Sumber and Narne of Product 
Classic date square mix 
Mocha chocolate browuie mix 
Fudge marble mix 
Beef pasta & veg. baby food 
Chunky beef & veg. baby food 
Chunky veg. & chicken baby food 
Bistro pasta 
Macaroni express 
Macaroni longs 
Margarine white label 
Margarine biue label 
Macaroni and cheese dinner 
Egg noodles and cheese ninner 
Spiral pasta & cbeese dinner 
High peel3 fruit marmalade 
Low calorie suaw b e y  spread 
Pure black currant j am 
Onginal pizza sauce 
Pizza sauce 
Shampoo 
Herbai shampoo 
Hair spray (non-aerosol ) 
Nose drops 
Eye drops 
Vitarnins 
Anti-itch cream 
Fist Aid Cream 
Anti-fungus foot cream 
Self-pdishing floor wax 
Clair shine floor wax 
Liquid fioor wax 
Spray lock de-icer * 
Garden spray * 
Toilet h w l  cleaner 
Air freshener spray 
Leather waterproofmg spray 
Window cleaner spray 
Bathraom cleaner spray 
Al1 purpose spray cleaner 

Easy to Read Attractive Typography 

40. Spray cleaner 1.3 1.2 12 
Means 1.9 1.9 7.9 
SD .5 -4 4.3 

*Note: Data removed from analysis. 



of TVScpres WI- of readin_ u 

The Ease of Reading and Amactiveness scores are subjective scores provided by the 

panicipants for 40 products. These scores were compareci ta the TVScore for each 

product using Pearson correlation. and three correlation matrices were calculated. The 

fust manix was calculated for al1 40 products. and is presented in Appendix S. There 

was a high correlation (p< 0.001) among TVScore. participants' ease of reading and 

participants' attractiveness scores. A second matrix using 37 products was calculated. 

eliminating three products (group 12). comprising rnixed package sizes. This was done 

to reduce any bias that may have been present in that group. There is a high comeIation 

among ease of reading. attractiveness and typography scores for 37 products (pc0.00 1 ) 

as shown in Table 24. A further matrix was calculated to examine the relationship 

between TVScore, ease of reading and atfractiveness without the influence of smdl 

products. This ma& of 31 products eliminated groups 9, 10. and 12. The matrix for 3 1 

products (p< 0.001) can also be found in Appendix S. 



Table 24 

Pearson Correlation Matrix of Typography Scores Ease of Reading and 

Attractiveness Scores for 37 Product Instruction Labels. (N=37) 

TVScore Ease of Reading Attractive 

TVScore 1 -000 

Ease of Reading -0.668 1 .O00 

Attractive -0.546 0.870 

Degrees of Freedom = 3 Robability = 4.001 

A scatterplot was created to display the relationships of both Ease of Reading and 

Attractiveness to TVSCORE. These scatterplots are presented in Figures 10 for Ease of 

Reading and Figure 1 1 for Attractiveness. 



Figure 10 

Scatterplot to Show Relationship Between Ease of Reading and TVScore (Y = 50) 



Figure 11 

Scatterplot to Show Relationship Between Attractiveness and TVScore (Y = 50) 



. . t i v - s s e s  ofDroductâ_w.~_TVSc~es withuuhe 

ZQT. The average score for ease of reading for products approaching the optimal zone 

of typography was 2.1 with a median score of 2.3. For products outside the optimal zone 

of typography (TVScore > 4). both the average and median ease of reading score was 

0.8. 

Sçores w- . . 

ZOL Eleven products had a TVScore of four or less indicating conformity with the 

ZOT. In three product groupings, groups 1.3 .  and 13, there was more than one product 

with a TV Score of four or less. Five groupings had only one product with a TVScore of 

four or less. In each of these five groups the product with the score of four or less was 

the preference of the participants for that group. In groups where there was more than 

one product with a TVScore of four or less. one of those products was the preferred label. 

In groups 1.3 and 13 with more than one product with a TVScore of less than four. the 

product with the Iowest TV Score received the highest rating. If there was a difference 

of two or more in the typography score, the label preference of participants was for the 

product with the lowest typography score. If the typography scores were within one unit 

of each other, the typography scores did not appear to influence participants' label 

preferences. Results for eleven products with TVScores of 4 or less are presented in 

Table 25. 



Table 25 Scores and Rankings for Product Labels With Typography Variable 

Scores Within the ZOT (4 or less) 

Product Name Ease of Reading Preference for Reading Preference 
Score by % of Participants In Group 

- - - -  

Croup 1 
Classic Date Square Mix 2.7 
Mocha C hocolate 2.4 
Brownie Mix 

Group 3 
Bistro Pasta 
Macaroni Express 
Macaroni Longs 

Group 4 
Margarine white label 2.5 

Group 6 
Pure black currant jam 2.9 

Group 8 
Herbal s harnpoo 3.7 

Group 9 
Vi tarnins 

Group 11 
Klear shine floor wax 2.5 

Group 13 
Air freshener spray 2.3 
Window cleaner spray 2.2 



Analysis of Variance 

Participants in two age groups, age 50 to 64. and age 65 and over provided ease of 

reading and attractiveness scores for 37 products. Anaiysis of variance was employed to 

determine the effects of age and education on participants' reported ease of reading and 

attractiveness scores. in particular whether the older group scored the products differently 

than the younger group. 

The ANOVA results indicate a significant effect for age on ease of reading scores 

( p =<0.05) which drop with the older group. There was no significant difference 

attributable to age for participants' attractiveness scores. There was no significant effect 

for education on the ease of reading or attractiveness scores. The results of the Analysis 

of Variance demonstrating the effect of participants' age on scores for ease of reading and 

attractiveness are seen in Table 26. 



Table 26 ANOVA For Effect of Participants' Age on Ease of Reading And 
Attractiveness Scores of 37 Product Instruction Labels (N=50) 

Source Ease of Reading A ttractiveness 

A funher assessrnent was made using only those product labels that had a 

typography score over 4 to determine the effect of poor typogmphy on ease of reading 

when compared with age and education. There was no significant difference in the easse 

of reading of product labels with poor typography (TVScore > 4) attributable to age or 

education. 

To examine the effects of opthai and non-optimal TVScores on ease of reading. 

and attractiveness scores. the TVScores were assigned High and Low values as follows: 

all TVScores of 4 or Iess. within the ZOT. were assigned "Low" and al1 TVScores over 

4, outside the ZOT were assigned "High". Each of the 37 products (removin; group 12 



with mixed package sizes) was re-coded using this two level factor. Two separate 

analyses of variance were conducted. The fust ANOVA was conducted to examine the 

relationship of High and Low TVScores on ease of reading scores. The second ANOVA 

was conducted to examine the relationship between High and Low TVScores and 

attractiveness scores. The results of these two ANOVA's are presented in Tables 27 and 

28. Since the TVScore is an inverse rneasure (higher TVScore represents more 

deviations from the ZOT) the results must be interpreted with this is mind. There is a 

stroong relationship (pcû.001) between High and Low TVScores and ease of reading. as 

well as a strong relationship (pd.001)  between High and Low TVScores. and 

attractiveness. Products with TVScores of 4 and Iess, were both easier to read and more 

attractive. 



ANOVA of Comparison of Low and High Typography Variable Scores and Ease of 

Reading of Product Instruction Labels (N = 37) 

Source DF Mean-Square F-ratio P 

TVScore 
Error 

TVScore "High" 1.658 
TVScore "Low" 2.4 1 8 

Table 28 

ANOVA Comparison of Low and High Typography Variable Scores and 

Attracâiveness Score (N=37) . 

Source DF Meamsquare F-ratio P 

TVScore 
Emor 

TVScore "High" 1.750 
TVScore "Low" 2.29 1 



Both previous analyses show that a low TVScore measured objectively by the 

ZOT values of print variables on product labels. and assigning a typography score hased 

on deviations from the ZOT, is highly predictive of the subjective ease of reading and 

attractiveness scores assigned by the study participants. 

Regression Andysis 

Regression analyses were done in order to predict the 3 main dependent scores: 

TVScore, ease of reading score, and attractiveness score. based on a combination of dl 

the important variables in the analysis. The regression analysis allows a cornparison of 

the respective contribution of each variable comprising the TVScore score to the resulting 

ease of reading and attractiveness scores. based on the fault score of each contributing 

typography variable. In this case the question was which factors in the assessrnent of the 

TVScore contributed the most to the ease of reading and attractiveness scores. The 

values used in these analyses were the TVScore values assigned to 37 products using 

variables in the TVScoring Matnx (see Appendix Q and Table 3. page 57). The 

regression anaiysis for attractiveness is presented in Table 29 and that for ease of reading 

in Table 30. The TVScore variables combuied to predict the ease of reading score for 37 

product labels (p<0.001). The TVScore variables as predictors of attractiveness were less 

signScant but still very useN predictors of attractiveness (p4.022). The main 

contributing TVScore factor to attractiveness of a product instruction label was contrast 

(p< 0.001). 



Table 29 

Summary of Regression Analysis for Typography Variables Predicting 
Attractiveness of the Label (N=37) 

Multiple R: 0.732 Squared Multiple r: 0.536 Adjusted Squared Multiple R: 0.33 1 

Standard Error of Estirnate: 0.324 

Analysis of Variance 

Source Sum-of-Squares D.F. Mean-Square F-Ratio P 

Regression 3 .O 1 9 
Residual 2.6 17 

The main contributhg TVScore factors to ease of reading of a product instruction 

label are conaast (pc0.001). style (pc0.001). case (pc0.005). size (pe0.033). reflection 

(pd.032)  and read through the contents and container (p< 0.035). 



Table 30 

Summary of Regression Analysis for Typography Variables Predicting Ease of 
Reading of the Label (N=37) 

Multiple R: 0.875 Squared Multiple R: 0.766 Adjusted Squared Multiple R: 0.663 

Standard Error of Estimate: 0.298 

Analysis of Variance 

Source Sm-of-Squares D.F. Meamsquare F ratio P 

Regression 7.254 
Residual 2.216 

The typography variable factors that are the most important components in the 

predictability of ease of reading include: print style, contrast. case. print size. type of 

surface. and whether the label required the reader to read through both the container and 

liquid. For attractiveness, contrast was the most important factor. 



Miscue Analysis of Oral Reading 

Two spray oven cleaner products of the same size. shape and with similar 

instruction label information presented in different typographic designs were c hosen to 

examine how their different typographies for instruction texts influenced participants' 

ease of reading. The product label texts and colour facsimiles of the two product labels 

are found in Appendix J. 

The texts of the two instruction labels were subjected to process analysis and 

descriptive analysis. and found to be similar. The main differences between the two 

product instruction labels was the amount of space docated to instructions. the 

orientation of the instructions on the label and the typography (see Figure 14. page 85). 

Label A (Easy Of0 had a TVScore of 9 and label B (Shoppers) had a TVScore of 19. 

Miscue data. 

Data were gathered on the effects of two different typographic designs of sirnilar 

texts on oral reading by means of a rnodified miscue reading procedure. In addition. 

participants assessed ease of reading of the assigned label. and in many instances the 

alternative label as well. Al1 miscue readings and p s t  reading discussions and 

assessrnents were tape-recorded. Using the coding system and scoring matrix developed 

for this study, the miscue data was coded from the tape recordings. The modified rniscue 

coding system and scoring maicix was presented in Figure 1 1. page 73. 



Data were gathered for seven categories: 

T h e  taken to read the text measured in seconds, 

Number of hesitations or pauses at inappropriate points in the text. 

Word error representing changes in word and word order. 

Line error representing a skipped or repeated line. 

Meaning error including inflection changes which alter the meaning of the 

word or sentence, 

Comprehension defined as the understanding of how to use the product for 

one of the procedures presented in the instructions. 

Verbals and non-verbals representing sounds and movements not indicated 

in the text of the product instruction labels. 

Using the modified rniscue scoring matrix developed for this study. the tape 

recorded readings were assessed for miscues. 

Analysis of Miscue Data 

Analysis of Variance (ANOVA) were done for the data collected for Miscue 

readings of Label A. and Label B. The results are presented below first for each of the 

data collection categories used in the modified Miscue Analysis. 



ANOVA for Categories of Miscue Data used in modified Miscue Analysis 

ANOVA procedures examined the relationship between Label A and Label B. to 

determine the effect of the typography of each label, represented by its TVScore, on the 

production of miscues for the specifc category used in the ANOVA. The following are 

results of six ANOVA procedures for t h e .  hesitations. word error, line error. meaning 

error, and cornprehension. 

k T h .  The length of t h e  in seconds required for oral reading of the assigned 

text was affected by the label selection. More time was taken when participants had 

uncertainties or difficulties with respect to the print cues for the reader. ANOVA results 

showed a significant main effect for time taken to read the text. measured in seconds. 

(F(1,40) = 5.1 16. p< 0.03) with Label B (Shoppersj readers taking a longer reading thne 

and scoring higher (mean = 21 1) than Label A (Easy Off) (mean = 173.5). Data were 

removed for participants whose reading times included a ninning commentary. (See also 

Notes to Table 4, p.73). 

. . 2.. The number of hesitations. defined as pauses or delays in 

proceeding with text reading, was a means of measuring participants' difficulties with 

cues in the printed text. While time taken was overall tirne, hesitations was the tirne 

spent in pauses or delays in the reading. measured in second. In the ANOVA results, 

there was a significant main effect for hesitations (F(1.43) = 17.7 15, pc0.001) with 

143 



Label B (Shoppers) sconng higher (mean = 14.2) than Label A (mean = 5.6). 

3. W w .  Word error is an error, and / or revision to the order in which 

words are read. This miscue was calculated as a total number of instances of miscuing 

on word order. The results of analysis of variance for this variable demonstrates that 

when reading aloud the text of Label B. participants made significantly more word errors 

than those reading Label A. There is a sigficant main effect for word error (F(1.42) = 

5.1 14. pc0.029) with Label B scoring higher (rnean = 7.042) than Label A (means = 

3.750). 

4. m. Line error reports participants' reading an inappropriate line in the 

text. There was a significant main effect for Line Error (F(1.42) = 39.4. pc0.000) with 

Label B scoring higher (means = 2.6) than Label A (means = 0.4). 

5. E n .  Meaning error represents revisions or corrections to errors 

made regarding word meaning include infiections. There was as significant main effect 

for meaning error (F(1.42) = 10.929, pc0.002) with Label B scoring higher (means = 

3.2) than Label A (rneans = 0.8). 

6. Co-. Comprehension is defmed for this modifïed Miscue Analysis 

as being an appropriate and adequate reconstruction of how to use the selected spray 



oven cleaner appropriately for one procedure described in the instmctions. 

Comprehension recall procedures presented in Table 10. page 91 were used to determine 

comprehension. There were no questions concerning meaning of the text(s). Al1 

participants who completed the reading of the text understood and were able to convey 

the meaning of the instmctions provided in the text. Given the obvious ceiling effect of 

comprehension there was no further inquiry into this data. 

7. V e r h W  Non-V-. Verbal and non-verbal expressions were not 

included in the data analysis; they provided descriptive data which was recorded 

whenever possible. Whenever appropnate. verbal miscues are included in the data for 

hesitations. Verbal expressions are defined as exhalations, the spontaneous expression of 

"oh". "aaaah", "gosh" etc., or holding the final consonant of a word for an extended tirne 

before giving up the word to go on to the next word or sentence. These verbal 

expressions were not coded as word miscues, but are included with the tirnes reported for 

hesitations. 

Non-verbal expressions are defined as the use of fingers to literally hold the 

readers' place in the tex& adjusting of the focal iength before and during oral reading. 

shifting in the chair, adjusting glasses. and wiping the eyes. Tweive of the 22 

participants (55%) who completed the reading of Label B (Shoppers) were observed 

using their fmgers as markers for the text. None of the participants reading Label A (Easy 

Off) were observed using their fingers to mark the text 



Ease of reading, attractiveness and TVScores of Label A and Label B 

Neither of the product labels used was close to ZOT. Label A (Easy Off) had a 

TVScore of 9 and label B (Shoppen) had a TVScore of 19 (See Table 5. page 79). The 

participants were asked to rate the ease of reading of Label A or Label B on a scale of 1 - 

10. There was no significant difference in participants' ease of reading scores for the two 

labels which is consistant with their scoring of 40 product instruction labels. since neither 

label A or label B had a TVScore within the ZOT. Age was not a factor in ease of 

reading scores since participants regardless of their age group found both labels were 

difficult to read. The main differences in the results are found in the time taken to read 

the texts. the number of hesitation miscues when reading the texts. the number of line 

errors made and the nurnber of rneaning corrections made when reading these texts. The 

differences in the reading of the nvo labels is accounted for by the difference in their 

typography represented in their TVScores. The results of descriptive statistics are 

reported in Table 3 1. 



Table 31 

Participants' Ease of Reading Scores out of IO*, for Label A (Easy Om and Label B 

(Shoppers) by Age. (N = 50) 

Age 50-64 Age 63+ 

Ease of Reading / Label A 6.4 

Ease of Reading / Label B 3 .O 

* The scale of 1 to 10 was presented as 1 being the lowest number and 10 being the 
highest nurnber for rating the ease of reading and amactiveness of the instruction 
label. 

Note: N represents the number of participants who provided a rating. While not al1 
participants completed reading aloud the selected label. al1 rated the selected label for 
ease of reading. 

& to camplete the oral 

of Label S k  participants were unable or unwilling to read aloud the selected 

label. They made the following comments while a t t e m p ~ g  the reading task. or as they 

retumed the container. The comments are presented as transcribed. 

- 1 can't read it at dl .  red on yellow ... it would take me hours. I wouldn't buy it. 

- The colours are opposed and reading this forces my eyes to water. It's too smdl  to 
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read. 1 would not read that at dl. 

It's a l I  too close. Hard to keep track of the lines. 1 give up. 

The words mn into each other. There's too much colour, there's no listing 1.2.3. 

They run into each other. 1 would have to read this twice to get the gist. 

The space between the lines. 1 cm hardly read this. 1 am losing my line here. No. 

1 have to use rny fingers. The lines are too close. Such du11 reading. Should be in 

a list, not in one paragraph. 

At home I would have to use a rnagnifying glass for this. It is very close together. 

Yellow on red is very hard. Not enough contrast. 1 no longer have the patience. 

1 don't like the colour. The colour is hard on the eyes and the lines are too close 

together. Oh no this is too hard. Far too much print concentrated in an area. 1 

would not read the directions. It's monotonous and 1 hate the colours. 1 find this 

very frustrating. 1 wouldn't do it. 

Participants who completed reading assigned Label B made comments which are 

presented in Appendix T. Their comments. reflect similar concems as those who did not 

complete the reading. and often expressed in tems of hstration with the presentation of 

the text, are surnmarized below. 

ze and Too much pnnt was presented in a small area. the result 

of use of a condensed print style. The print was too small. but also the density and lack 

of space between words, sentences and points in the instruction added to the size 



problem. 

Co- Participants found the colour combinations made for very difficult 

reading. Several mentioned the combination of red and yellow on this label as being the 

worst possible. The lack of contrast made distinguishing letters, words and place in the 

text much harder. Some participants rnentioned the text made their eyes water. 

h. The use of ail capital case added to the sense of there being too much text 

in a small space. The usual space cues and ascender, descender cues for decoding text 

were not available. 

Line length. This was a problem for several participants who used their fingers to 

track or hold their line of text and still had to pause or correct their line reading. A long 

line of text required holding the word at the end of the line wbik  finding the next line. 

. . 
The lack of space and paragraphing was a problem for these readers 

who are accustomed to standard text presentation as cues to their reconstruction of text 

meaning . 

ductian. The shiny surface and perceived fuzziness of the print was a 

problem for several readers. Combined with contrast. the reproduction provided a set of 

conditions that required energy and concentration, and still produced miscues. 

Leading. In the case of Label B, leading combined with all-capital pnnt. 

inadequate contrast and line length made for a set of conditions that increased the non- 

optimal nature of the typography. 



Those who chose not to complete reading assigned Label A made the following 

comments: 

- 1 cm read it but I don't like the colour. 

- 1 don't like having to take off my glasses to read the label. 

- I would like larger print. 

Two participants did a running commentary while reading their assigned label. Their 

commentaries have been transcrîbed and may be found in Appendix U part 1.3 pages 

and Appendix U part 2.3 pages. 

Conclusions to Chapter 4 

In this chapter, preferences of 50 consumers over 50 years of age. for ease of 

reading and attractiveness of 40 selected consumer product instruction labels. were 

examined for their relationship to typography, by means of a TVScore. The results 

indicate high levels of correlation between participants' ease of reading scores, 

attractiveness scores, and typography variable scores (WScores) for 37 products. In the 

modified Miscue Analysis for ease of reading, and am;ictiveness, participants made 

significantly more errors when reading the instruction label with higher TVScore 

representing more deviations from optimal print design. 



Discussion 

Information both organizes and drives our contemporary way of Me. We consider 

ourselves well infomed if we know. or know where to find information. Reading 

conhues to be the principal means by which we acquire and process information. 

However, in Our complex social settings. reading cannot be isolated from other activities 

that engage us. We use Our capacity to read daily, unconsciously constructing meaning 

from a variety of printed texts. How and when this takes place, and what follows will be 

deterrnined by three elements and their respective characteristics, the writer. the text and 

the reader (K. Goodman. 1984; L. Rosenblatt, 1978). This study has focused on how 

consumers over fifty years of age read instruction labels on consumer products in order to 

determine how this reading is affected and attered by variations in the charactenstics of 

text The fmd results of choices made by writers and designers of selected consumer 

product instructional texts have been- examined and assessed for their print typography 

which has been scored according to the print variables which comprise the design. 

Participants in this study ranked clearly written instructions and pnnt that was 

large enough to read on labels as being more important than colour, eye catching 

characteristics or diagrams. They also gave high priority to instructions on product use. 
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how to avoid hazards and product safety information. For food products ingredient 

infonnation was also a high priority. 

Product labels have become moveable pieces of consumer information and 

vehicles for consumer education. More and more information is k ing  presented on 

product labels with the implicit understanding that the acquisition and processing of this 

information will be the consumer's responsibility. There are regulations and guidelines 

for the following required information on the front panel of consumer product labels: 

product type and name, manufacturer's name and address. volume, weight or contents. 

ingredien ts, caution and safety statements, hazards s yrnbols and frames. There are no 

regulations and guidelines for product instruction labels. 

In the marketplace cornpetition for visibility and recognition of a product by its 

label often take precedence over ease of reading. When ease of reading may determine 

whether or not a particular text will be ignored. skimmed. or closely read in an 

overloaded pnnt environment the surface feames of that text must be user-fnendly. 

The participants in this study were well-educated. skdled and resourceful readers. 

selected to eliminate reading ability as a variable. This group of participants is actively 

interested in consumer infonnation. They differentiate between products, use consumer 

and product infornation to make purchase selections and a large percentage have a suong 



cornmitment to consumer information by virtue of their reported use of and subscription 

to consumer publications. 

The TVScore that was developed for this snidy was used as an objective measure 

to predict ease of reading and attractiveness of the product instruction labels. This study 

compared product instruction label texts that participants assessed as easy to read and 

attractive with product instruction texts that the same participants assessed as not easy to 

read and not attractive. Participant scores correlated strongly with the TVScores for the 

same product instruction labels. Thus the TVScore provides an objective means of 

predicting participants' assessments of ease of reading and amactiveness. Instruction 

labels with low TVScores (closer to ZOT) were consistently rated as more attractive and 

easier to read than instruction labels with high TVScores. Participants' assessrnent of 

ease of reading and amactiveness provided subjective assessments of product instruction 

labels. When compared with the WScores, the subjective and objective assessments 

were highly correlated in ail test results (p<0.001). 

This study found that for consumers over the age of f i .  contrast. print size. 

leading. print style, surface and reading the label through the container and contents were 

the important variables in the assessrnent of ease of reading of product instruction labels. 

The results of this study are consistent with the Literature which idenses pnnt size. 

contrast leading. line length and print style as being principal design factors. In addition. 



the surface finish of the label, and the need to read through the container and contents 

were identified as important variables. In this study, line length was not a variable 

included in the data analysis as Iine lengths in the product instruction labels chosen for 

the study were too short to conform to ZOT for line length. 

A significant result of this study is the development of the TVScore and Codin; 

Matrix as a means of objectively addressing what constitutes text ease of reading for 

typography. This means of scoring typography variables was developed through coding 

procedures related to deviations from optimal typography as determined in existing 

research studies. A maximum TVScore was established as the upper b i t  for deviations 

fiom ZOT and therefore defines the standard for acceptable typographie design. In this 

study, TVScore has shown reliability as a procedure for predicting ease of reading and 

participant preference on product instruction labels. 

The results of this research show that this age group prefers to read product 

instruction labels that are close to optimal typography. Participants were sensitive to 

even a moderate deviation fiom ZOT as clearly indicated by lowered participants' ratings 

for atiractiveness and ease of reading of product instruction labels. Participants ratings of 

product instruction labels separate into two groupings. consistent with their TVScores. 

The average for the group of products with a TVScore of four or less (within the ZOT) is 

high in al1 tests of the data, while the average for the group of products with a TVScore 



over 4 (outside of the ZOT) is low in al1 tests of the data. In participants' responses a 

TVScore of 5 is the dividing line between product instruction labels scored as easy to 

read and not easy to read; between those labels scored as attractive and not attractive. 

What appear to be outlying product instruction labels are in fact product instruction labels 

being compared in the same product group with other similar labels having the same or 

sirnilar TVScores. (This was the case in product groups 1.3, and 13 .) In these instances. 

the print variable contrast is often the determinkg factor. Contrat level also emerges as 

an important variable in the results of participants' scoring of 40 product instruction 

labels. When other variables were sirnilar for a grouping of products. a contrast level 

below the ZOT resulted in a low e u e  of reading score. Higher contrast is an important 

consideration for readers 50 years of age and over and is linked to use of colour. While 

colour was not a variable in this study due to the technical complexity of colour analysis 

and reproduction. colour is increasingly part of desktop publishing program capabilities 

and is an important element in design of product labels. The use of low contrast print and 

background combinations was not easy to read or attractive for participants. Great care 

must be exerted to avoid colour combinations that do not provide good contrast for ease 

of reading. S timulating design can discourage reading if the contrast is not sufficient. 

Visual assessments of five isolated typographic print variables were also made by 

the study participants. This study also demonstrates the preference of consumers for 

optimal typography as evidenced by their selection when offered a choice of typographic 

variables. None of the participants chose 6 point print as the smallest acceptable print 



size. The preferred print sizes are 10 point 9 point and 8 point in order of preference. 

The older participants preferred a larger print size. This preference is consistent with the 

research on the effects of presbyopia and the ageing eye (Weale, 1982). The smallest 

print size pennitted on food labels is 4.5 point (Health Canada 1996)- one half the size of 

9 point print. The current regulations and guidelines do not address the needs of the 

population over fifty years of age. 

The amount of leading (space between lines) is expressed as a percentage of the 

print size. The preference for leading for both 10 point (within ZOT and a preferred print 

size) and 6 point (outside ZOT and not chosen as an acceptable print size by any study 

participant) was for the greatest amount of leading (1 20 % and above). This is consistent 

with good pnnt design. Four of the forty labels had optimal leading (120%). 20 had 

leading that is a minor deviation from ZOT (100%) and 16 had leading that was a major 

deviation from ZOT (below 100%). Leading is not included in current regulations or 

guidelines for print on product labels. 

This stiidy confmed reader preference for mixed case presentation. This 

is consistent with ZOT. Twenty-nine of the product instructions labels that were chosen 

for the study had mixed case print, while 11 had al l  capital print. Pnnt case is not 

mentioned in current regulations or guidelines for product labels. 

The impact of the physical presentation of the text on the product label influences 
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the ease of reading. The modifiecl Miscue Analysis developed for this study made 

possible an assessrnent of the physicd presentation of text on rniscues while reading 

aloud two spray oven cleaner instruction labels. These products were similar in 

information content but had different label designs and TVScores. Neither label was 

designed with optimal typography. TVScores for the oven cleaners were 9 and 19. This 

study demonstrated that the TVScore Coding Matrix and Scoring Rocedures developed 

for this study cm be used to predict actuai ease of reading of product instruction labels. 

This study measured the difficulty of reading product instruction labels that had 

different TVScores. The modified Miscue Analysis demonstrated that product 

instruction labels with poor typography created difficulty in reading even for highly 

iiterate consumers. In addition. the difficulty in reading the label interfered with their 

ease of processing the infornation and reconstructing the meaning of the text. Since both 

of these products are hazardous products. it is very important that consumers be able to 

read with ease the instructions for their safe use. It was clear that reading the spray oven 

cleaner instruction label with the higher TVScore was a dificuit task for some of the 

participants. The spontaneous verbal and non-verbal responses to this product label with 

the higher number of deviations from ZOT indicated dissatisfaction and hstration. The 

fact that several participants were unable to complete their assigned reading of either 

hazardous product label is evidence that product labels with print variables (TVScores) 

outside of ZOT are difficult for even some weU-educated literate older consumers to 



read. Several rejected the product and refused to complete reading the label. They 

indicated that they would not purchase this product specificdy because of poor label 

design. 

The modified miscue reading by well educated literate consumers demonstrated 

that the physical presentation of the text had an effect on miscue production in oral 

reading and was related to typography of the label. The TVScores for the two spray oven 

cleaner instruction labels were highly correlated to the miscue scores and to the ease of 

reading and attractiveness scores for these labels. The usual visual cues that experienced 

and skilled readers rely on were dacult to discriminate in the poorer typography. Non- 

verbal and verbal responses during the readings were much more numerous for readers of 

the higher TVScore text. When similar tex& were presented in two different typographic 

designs with dieerent TVScores. the effect of typography on ease of reading. 

attractiveness and production of miscues in oral reading demonstrated the positive effects 

of the better typography. 

The development of modified Miscue Analysis methodology is a significant 

contribution of this study. 

WeU educated consumers over fifty years of age were selected for this study in the 

belief that if the literae. well educated consumer has difficulty reading product 



instructions. the less weli educated, with fewer literacy skills will most certainly have 

more difficulty. An ability to read and understand the information presented in the 

marketplace cannot be taken for granted. The results of this study conducted with an 

optimal participant group point to the fact that if capable. resourceful readers have 

dificulty with poor typography on product instruction labels. less able readers are likeiy 

to have even more difficulty. 

This study showed that when offered a choice. participants selected the print 

variable values which were closest to the Zone of Optimal Typography. Their instruction 

label preferences for ease of reading were for print typography closest to ZOT 

represented by TVScores of 4 or less. The print variables and product instruction labels 

given the poorest ratings were consistently those furthest from ZOT. Consequently. 

application of a TVScore of 4 or less as a criteria for label typography would address the 

needs of the population over fifty years of age for text presentation. Meeting the needs 

of an able group of consumers would seem to be the least prerequisite to meeting the 

needs of the general population for pnnt typography on consumer product instruction 

labels. Applying such a standard to consumer product instruction label design has 

additional ment in view of the increasing use of desktop publishing software for 

typographie design. 

The fact that there is an increasing population of consumers over fifty years of 



age. a retention of persons over fifty in the workforce and the life style and Iife 

expectancy of the population over fifty al1 point to the need for regulations and guidelines 

for print presen tation on consumer product instruction labels. Cleariy the i n s a c  tion 

portion of a consumer product label should be as easy to read as the front panel. The 

success of on-going consumer education in the safe. effective and efficient use of 

consumer products depends on consumers acquiring information from product instruction 

labels. Being a welI informed consumer means recognizing the need to read the label on 

a hazardous product to learn more about how the product should be used. The hazard 

symbols on the label will alert the informed consumer to look for specific information on 

the handling. stonge and disposal of the produc t The literate consumer w il1 learn from 

reading the product instructions what hazards are possible when using the product. how 

to avoid hem and what to do in the event of an accident. In order to facilitate this 

communication, the label must be user-fkiendly. organized and easy to read. 

Being an informed and literate consumer on a larger scale irnplies responsible 

decision making. exercising the full range of choices in the marketplace. and being able 

to influence public policy. Responsible. literate consumers use information at their 

disposal to select appropriate. safe and reliable products. and obtaui value for their 

money. Responsible. literate consumers know and accept their obligation to be informed. 

make decisions and influence consumer policy rather than relying on the manufacturer, 

government, storekeeper. or another consumer. to make decisions for them. 



Strengths and Limitations of the Study 

This study was not conducted as a probabilîty study; therefore, the results cannot 

be generdized to the entire population of consumers over 50 years of age. However. the 

strength of the results indicate that current guidelines for consumer product labelling. 

which do not extend to product instruction labels, need to be revisited and extended to 

instruction labels. 

The study did not look at colour combinations except with respect to brightness 

contrast. The issue of colour juxtapositions is a very serious one and deserving of a 

separate study. The effect of contrast in this study was significant and points to colour 

combinations and contrast as senous factors in ease of reading for persons over 50 years 

of age. The number of colour combinations possible is increasing with the expanded 

palettes in desk-top pubIishing software programs. Contrast is a very important 

determinant to ease of reading, and c a ~ o t  be left to the designer's discretion. The 

product labels included in this study are indicators of the results of the absence of 

contrast guidelines for product instruction labels. 

This study did not seek to provide a pre-detennined TVScore range for each 

product or product grouping. This smdy was based on real choices. available in the 

marketplace at the t h e  of the study, of different designs when possible. The 
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measurement of TVScore was applied to groupings of products after their determination 

by criteria and the grouping of products was completed. Using TVScores within ZOT 

and outside of ZOT and defming limitations on deviations from ZOT as a criteria for 

product selection might be an excellent future snidy for purposes of cornparing the results 

of this study with other age and education groups of participants. 

It should be noted that this age group of consumers is probably the rnost studied in 

history. The economic spinoffs of appealing to a section of the population with the 

highest disposable incorne is a motive in itself and has resulted in some important 

changes in marketing practices. The results of ths  study have definite implications for 

how labels are used by manufacturers to inform consumes over 50 years of age. and 

indeed all consurners. by means of instructions on consumer products. Information that 

is easy to read is fundamental to consumer education. Limitations for those with 

presbyopia and other normal results of aging eyes, should not be inherent in the 

information design. The population over 50 years of age has a developing interest in 

preserving their autonomy. capability, and independence throughout a longer lifespan. 

From an understanding of the changes that take place as we age, we can ail seek and find 

ways to maximize life expenences in our senior years. 



Conclusions 

Consumers over 50 years of age offered a choice between two typographic designs 

of similar product instruction information preferred the typographic design with fewest 

deviations from optimal typography. They also found the instruction label with the 

lowest TVScore representing fewest deviations fiom optimal typography. easiest to r a d .  

The label with a typographic design closer to optimal elicited fewer miscues in oral 

reading of instructions by well-educated. skilled and resourcefd readers over 50 years of 

age. 

When offered a choice between products in groupings of 3 and 2 products. well- 

educated consumers over 50 years of age selected product instruction labels with lowest 

TVScores, and thus with few deviations from optimal typography. Participants rated 

them easier to read. most attractive. and preferred hem over product labels with higher 

TVScores. 

Preferences for print variables presented were consistent with optimal typography 

and the ZOT. 

Consumers must continuously inform themselves in order to be in charge of their 

own independence, and theù own safety. In the education process, consumer education 

is the hidden ingredient which casts a very practical light on the question. "What is 

reading for?" We have to answer that reading is essential to our way of life regardless of 



Our age. Reading is fundamental to lifelong education and must be supported with 

optimal print presentation. 
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Appendix A. (3 pages) 

Certificate of E thical Acceptability For Research 
Involnng Human Subjects. 

Information Letter 

Consent Form 



CERTIACATE OF €THEAL ACCEPTABIIlTY FOR RESURCH 
iNVOLVTNG HUMAN SUBJECTS. 

A review cornmittee consisting of: 

has examinecf the application for certification of the 
ethical acceptability of a piaject titled: 

The  E f f e c t  of Typographie Variables on the Reading of P r o d u c t  

Labels by Consumers over Fifty 

as pmpased 
b y ~ a r i i y n  A .  R i q e l h o f  [ i~\zrz 

(Ap plicant) ' (Supwisor if appli 

to: / 
(Gmong agency, if any) 

The review cornmittee considen the research procedures, as explained 
by the applicant in this application, to be acceptable on ethicai grounds 

Date 



Dear 55 Plus Member: 

Thank you for agreeing to participate in rny research study. 1 am a graduate student in 
the Facuity of Education at McGU University. conducting a study of the effects of 
print typography on the way consumen get information from product labels. 

My study has three a h :  
1. To determine the effects of print size, type and format on 

how consumers get infonnation from consumer product 
labels. 

2. To detemine consumer preferences for print in product 
labels. 

3. To detennine whether there is a need for Government 
regulation of print size, type, colour and format on product 
labels. 

The intewiew will consist of three parts. You wiil be asked to read aloud the 
instructions on a praduct and answer a few questions about this information. You wiii 
be shown severai pairs of sample and a m a l  product labels and asked to choose the 
one you prefer in each case. Findy, you will be asked a few questions about yourself, 
your shopping habits, and some of your preferences as a consumer. 

The information from this study will be saictly confdential. and used only for my 
research purposes. You rnay withdraw from the study at any time and the infommtion 
gathered from you will be removed from the study. 

If you agree to participate. please sign the form on the foliowing page. 

Thank you for your cooperation 

Marilyn Metz 



Consent Form 

1 understand the information on the preceeding page, and agree 
to participate in this study. 

I mderstand that I may withdraw from this project at any tirne. 

Date: 

Signature: 



Appendix B. mint height measuring points: capital or cap line, descender, 
baseline and x-height. 

x height 



Appendix C. Typometer used to 
measure print size and leading. 

433 boul. Lebeau, 
Ville Saint-Laurent, 
Montreal. Que. H4N 1 S2 



Appendix D. Facsirnile of contrast screen overlay used to measure contrast. 

This is 100% screen black on white 

This is 90% screen 



Appendix E. Self-administered questionnaire (7 pages) 







r i -  
! i ,  , , 



rn Coi. . .mers  are regularly f'aced with a clioice of ncw prodiicts 
or products which tliey have not used before. When you are 
deciding which of several new products to purchase, du yoii: 

Ncvcr 

[ 1 
I I 
1 -  I 
L 1 

a.. ln generai, find the desircd inforniaiion on the product label? 

b. Read the information on a product label before deciding to biiy the product. 

C. Compare information on various product labels before deciding which 
product to buy. 

d. Decide not to purchase a product if the information on the product 
label is not easy for you to read. 

When you are  actually using a product in your own home, as 
part  of your everyday pattern (for example toothpaste, or 
shampoo) do you: Always Smctimcs Rarcly Ncvcr 

a. Re-read the information before repeated uses of u product. 

b. Read the label before disposing of the empty container. 

When you use a product infrequently, or with long intervals 
between uses (for example something you use every two 
or three months) do you: Always Smcii ir ics Rarcly Nevcr 

a. Read the information on tlic product label beforc using it. 

b. Read the label beforc disposiiig of the eiiipty contiiincr. 

When you use a product that has a hazard syinbol on the label, 
such as  aerosol cans, insecticides etc., do you: Always Sornctiines Karcly Ncvcr 

a. Kerd the iiifoniiation on ilie prutiiict lobel L>ef«rc iisiiig i t .  

b. Read ilie I i i k l  txfoir tlisposiiig of tlie eiiipty çoi1t;iiiicr. 



L 

c 
'P. 



Age: (please clieck une) 

Education: (please check your level of educational experience) 

I --1 Elementary - High school 

Some University, or non-univeristy including CEGEP, -- 
(with or without a çertificate) ......................... LI 

I - 1  University certificate or degree - - 

.............. .. . .-- .. . Other (please specify) 1:: 11 - - - - - -  - -  . .  

Languages spoken: (please list in order of preference) 

Languages read: (please list in order of preference) 



@h 
What is your living accoiniiiodalion? 

Privnie home 1 . l  Condominiuni 

Other (for eexample a group residence) 1 .  1 (please specify) 

Including yourself, how many people live in this accommodation? 

Do you do your own shopping? Yes 1- - 1 No [LI 

If "Yes", Do you shop for: Yourself [_-:1 Farnily El Friend L.1 Other (e.g. as a volunteer) [-] 

On the average, how often do you shop? (please check one) 

Every day 1 . 1 2 io 3 iimes a week 1 1 
Once a week 1 1 2 to 3 times a rnonih 1 _1 Several iiines a year r --- -I 

. --- 

Do you wear contact Ienses? Yes Il NO 

Do you Wear glasscs? 

If you answered "yes" above, how often do you Wear your glasses or knses? 

(please check al1 appropriate answers) 

al1 the time 1 1 for distance viewing 1 Ï 

1s your vision (whcn wenring glasses etc. as required): 

for reading 1 -  1 for close work - 1 



Appendix F. Selected paired print variables (40 pages) 



Consumer p d u c t s  and labels corne in many sizes and shapes. Obviously, a large 
label can accommodate larger print than a mal1 label can. 

Without amsidering the size o f  the Iakl, what is the minimum 
or smallcst pdnt size tbat you to read on the label of any 
consumer product? Please check one. 

Use -y cl- co dtui wails. flcms painted wmiwork. counter- 
tops. czbuictr. cenmic ale. poraiun fiwu applianca outdoor 
gnih ;iad whitewrll rires Remova grevr . smoke film. fuigupma 
f l u x  wax. a h a i v u  pncil crayon, lip~nck and hsti marks. 
Duaaolls Spray m. w i p  off with a pqcr towel. cfam doth or dunp 
rporigc. Do no< use on vamishaî  surfaces. or giass. xo nnsing neclui U 
use spray clevter to clcan wdls. flmn. painted woodwork. counm- 
tops. cabineu ceamic de. porcelam fu-. appliances, outdoor 
gnh and whiocwaii tires. Ranwes ghase , smoke film. fingerprints, 
floor wax. abhcJives. pend crayon. lipstick arid kl marks. 
Dùcctiûûs: Spay on, wipt off with a towel. clean cloth or d m p  
sponge. Do na use on varnished swfazs. or gloss. No rinsing noeded 0 
Use spray cleaner to dean wdls, floon, pain& woodwork. counter- 
tops, cabinets, cerarnic tile. pcr~elain tixtures. appliances, outdoor 
grdis and whi t twd  tires. Rmiovn grmue . smoke film. fingerpnnts. 
fl00c wax, dmivcs ,  pnd crayon. iipstick and h a 1  marks. 
M o n s :  Spray a w i p  off witb a psper towel, clcm cloth or damp 
sponge. Do not use on varnished surfaces. or giass. No Nising n e e d d  0 

Use spray cléaner to clean wails, floom, painted woodwork, counter- 
tops, cabinets, ceramic de,  porcelah fixnues, appiiances, outdoor 

and whitewall tires. Removes grease , smoke film, fmgerprints, 
floor wax, iiûhcsives, pend crayon, lipstick and heel marks. 
Directions: Spray on, wipe off with a paper towel, clean cloth or damp 
sponge. Do not use on varnished surfaces, or giass. No rinsing needed. El 



DIRECTTONS: Surfaces to be adhered should be clean. 
free from oil, wax. etc. and dry. Shake weii kfore using. 
Hold cm 6" to 8" h m  surface. Apply light for pressm 
sensitive bond For a more immediate permanent bond 
apply a heavier coat. Allow 30 seconds for spray4 surface 
to dry before rnounting. Use rubbing aicohol tu remove 
overspray. - 

DIRECTIONS: Surfaces to be adhered should be clean. 
free h m  oil. wax, etc. and dry. Shake weii before using. 
Hold can 6" to 8" from surface. A ply light for pressure 
sensinve bond. For a more imme 8, ate permanent bond 
apply a heavier coat. Allow 30 seconds for s rayed surface 

overspray. 
P to dry before mounting. Use rubbing alcoho to nmove - 

* 
# 

HOW much do you prcf- the item you have u l d  over thc ochu item? 

LT- l 



DIRECTTONS: Surfaces to k adhered should be clean. 
fke from oil. wax, etc. and dry. Shhake well beforc using. 
Hold can 6 to 8" fiom surface. Apply light for pressure 
sensitive bond. For a more imrnediate permanent bond 
apply a heavier coat. Allow 30 seconds for sprayed surface 
to dry befon mounting. Use mbbing alcohol to remove 
overspray. - . 

- 

DIRECTIONS: Surfaces to be adhercd should k clean. 
fm h m  oil. wax, etc. and dry. Shake weil before using. 
Hold can 6" to 8" from surface. Apply light for pressure 

sensitive bond. For a more immediate permanent bond 
apply a heavier coat. Ailow 30 seconds for sprayed surface 
to dry before mounting. Use rubbing alcohol to remove - 
overspray. - 

HQW much do you pfa the item you have seltc<ed ovtt the dut item? 
.O 

Refa W d y  U 
Refa SliQQ 0 



DIRECTIONS: Surfaces to be adhered should be cfean. 
fra from 011. wax. etc. and dry. Shake well before using. 
Hold can 6" to 8" from surface. Apply Light for pressure 
sensitive bond. For a more immediate pmnanent bond 
apply a heavier coat. Allow 30 seconds for sprayed surface 
to dry before rnounting. Use rubbing alcohol to remove 
overspray. - 

DIRECTIONS: Surfaces to be adhercd should be clean. 
fm fmm oil. wax, etc. and dry. Shake well before using. 
Hold can 6" to 8" h m  surface. Apply light for pressure 
sensitive bond. For a more immediate permanent bond 
apply a heavier coat. Aliow 30 seconds for sprayed surface 
to dry before mounting. Use rubbing alcohol to remove - 
overspray. 

Hou mucb do you p f a  the item you have ule*rd ova the other han? 



DIRECI1ONS: Surfaces to k a d h d  should be clean, 
fne h m  oil, wax. etc. and dry, Shake weîi beforc using. 
Hold can 6" to 8" h m  surface. A 1y tight for pressure 
sensitive bond For a more imme%te permanent bond 
apply a heavier coat. Altow 30 seconds for s p e d  surface - 
to &y kfore mounting. Use rubbing alcoho to remove 
overspray. - 

DIRECTIONS: Surfaces to be adhercd should be clean, 
free from oil. wax, etc. and dry. Shake well kfore using. 
Hold can 6" to 8" from surface. Apply iight for pressure 
sensitive bond. For a more immediate permanent bond 
apply a heavier coat. Aliow 30 seconds for sprayed surface 
to dry before m o u n ~ g .  Use rubbiag alcohol to nmove 
overspray. - 

- 



DIRECTIONS: Surfaces to be adhered should be clean, 
fm from oil, wax. etc. and dry. Shake well beforc using. 
Ho! can 6" to 8" h m  surfqce. A ply light for pnssure g, sensitive bond. For a more imme ate permanent bond 
apply a heavier coat. Aiiow 30 seconds for s rayed surface 

overspray. 
P to dry &fore rnounting. Use mbbmg alcoho to remove - 

DIRECTIONS: Surfaces to be adhered should be cfean, 
free frorn oil, wax, etc. and dry. Shake well befon using. 
Hoid can 6" to 8" from surface. Apply light for pressun 
sensitive bond. For a more immediate permanent bond 
apply a heavier coat. AUow 30 seconds for sprayed surface 
to dry before mounting. Use rubbing alcohol to remove 

a 

overspray. - 



DIRECIIONS: Surfaces to be a d h m d  should k clean, 
free b r n  oil. wax, etc. and dry. Shah well befon using. 
Hold can 6" to 8" from surface. Apply light for pressure 
sensitive bond For a mon immediate permanent bond 
apply a heavier coat. Allow 30 seconds for sprayed surface 
to dry befon mounting. Use mbbing alcohol to remove - 
overspray. - 

DIRECTIONS: Surfaces to be adhered should be ciean, 
fm from oil, wax. etc. and dry. Shake weU beforc using. 
Hold can 6 to 8" from surface. Appiy light for pressure 
sensitive bond. For a more immediate permanent bond 

apply a heavier coat. Aiiow 30 seconds for sprayed surface 
to dry before mOUnMg. Use rubbing alcohol to remove - 
overspray. - 

How much do you p f a  the im you have rlectd ovcr the o3Kr item? 



DIRECiTONS: Surfaces to k adhered should k clean, 
fne h m  oil, wax, etc. and dry. Shake ycîi before using. 
Hold pn  6 to 8" from surfee. A ly light for pressun 
sauitive bcad Fm a mon unm68Patt pnnanmt bond 
appiy a heavicr coat. Allow 30 scqonds for s rayai surface P to dy kfm mounting. Use rubbmg dcoho to remove 

- 
overspray. - 

DIRECI'IONS: Surfaces to be adhmd should be clean. 
fke h m  oil. wax, etc. and dry. Shake weil before using. 
Hold can 6" to 8" h m  surface. Apply light for pressure 
sensitive bond For a more immediate permanent bond 
apply a heavier coat Allow 30 seconds for sprayed surface 
io dry before mounting. Use mbbing alcohol to remove 

DIRECTIONS: Surfaces to be adhered 
fm h m  oil, wax. etc. and dry. ShaLe 

should be clean, 
well befon using. 

Hold can 6" to 8" fkom surface. Apply iight for pressure 
sensitive bond For a more immediate pemanent bond 
apply a heavier mat. AUow 30 seconds for sprayed surface 
to dry bcfore mounting. Use rubbing alcohol to remove - 
overspy. - 

DIRECTIONS: Surfaces to bc adhered should be clean, 
fm h m  oil, wax, etc. and dry. Shake weil before using. 
Hold cm 6" to 8" h m  surface. Apply light for pressure 
sensitive bond For a more immediate permanent bond 
apply a heavier coat. U o w  30 seconds for sprayed surface 
to dry befon mounting. Use rubbing alcohol to remove 
OVerSpraY* - 



DOUBLE YOUR MONEY BACK GUARANTEE - 1s A LMAMJ'FACTURER'S GUARANEE AND 
WILL ONLY BE H O N O W  BY THE &MANUFACTURER AM) 1s NO WAY THE RESPONSlBILm OF THE 
SELLER OR RET-, MANUFACTURER WLL REFUM) TWCE THE PURCHASE PRICE OF W D B O N D  
IF l ' F E  PRODUCl" DOES NOT PERK)RM AS m. UrHEN INSTRUCYTONS ARE FOLLOWED AS OUT 
LINED lN THE D E A  & INFORMATION BOOK. TKE UNUSED PORTION OF WELDBOND MUST BE RE- 
TURNED TO THE MANUFACTURER. F;RANKT. ROSS & SONS (1962) LL-. POST OFFiCE BOX 238. 
WEST HILL. ONTARIO. CANADA. MANUFAC'ïLaER'S MAXIMUM LLABILI'TY SHAtL NOT EXCEED TKE 
TERMS AND CONDITIONS EXPRESSED CN THE WARRAMY AND THE GUARAPJTEE 

HOW much doyou pfa the item you have s e f d  ma the orher item? 



DOUBLE YOUR MONEY BACK G U M E  - THIS IS A &WUFACTURER'S G U W T E E  A M )  
W U  O M Y  BE HONOüRED BY THE MANUFA-R AM) 1s NO WAY TKE RESPONSIBILm OF TH 
SELLER OR RETAlLER. MANUFACT[IRER WILL REFUM) W C E  THE PURCHASE PRICE OF W L D B O  
IF THE PRODUCT DOES NOT PERFORM AS CLAIMU), WHEN lNS?RUCTIONS ARE FOLLOWED AS O U  
LINED m THE DEA ~ W T I O N  BOOK. THE WSED PORTION OF W E L D B O ~  MUST BE RIE- 
'KJRNED TO THE MANUFACTURER FWNKT. ROSS & SONS (1962) WMITED, POST OFFKE BOX 248, 
WEST ONTARIO, CANADA- LMANWACIVRER'S MAXIMUM LIABEXT'Y SHALL NOT EXCEED TF 
ïERMS AND CONDITIONS EXPRESSED IN THE W A R M N i Y  AND THE GUARANTEE. - 

Double your mcmey back guarantct - This is a manufacturer's guarantcc and 
wiU oniy be bond by the manufimurer and is no way the rtsponsibility of the seller or 
maiter. Manufacturer will r e h d  twice the purchse @cc of Weldbond if the product 
das noc @onin as daim& whcn insrnaions arc folbwed as outîined in the Ides & infor- 
mation Book The unuscd portlm of Wcldbond must k rctumed to the manufamuer. 
Fra& T. Ross & Som (1962) Linrited, Post Onia Box 248, West Hiil. Ontario. Canada 
M a n u f ~ r ' s  maximum liability shail not excttd the tcrrns and conditions expresseci in 
tfte warranty and the guarantcc. 

Rfa Vay Much u 
n 



Doubk your money back guaranta - This is a manufacturer's guarantce and 
wlll  only be honourcd by the manufacturer and is no way the responsibiiity of the seller or 
rctaiier. ,Uanufacturer will refund twicc the purchast pnce of Weldbond if the product 
d a s  not pcrfom as clairntd. whcn insüuctions arc foiiowed as outhcd  in the fdca & infor- 
m&on Bwk. nie unused portion of Wefdbond must bc rttumed CO die manufacturer. 
Frank T. Ross & Sons (1962) Limited Post Office Box 248, West Hill. Ontario. Canalra. 
Manufacniri~f s maximum Liabiiity shall not cxccd  the ternis and conditions expresscd in 
the wananty and the guaranrce. 

s 

How much do )ou prefcr the item you have ulected wer the other item? 



DOUBLE YOL* MONEY BACK GU- - THIS IS A MANUFACTURER'S GUARA.NTEE AVD 
WTiL O N i Y  BE HONOURED BY THE LMAMEACTüRER AM> IS NO WAY THE RESPONSIBLITY OF THE 
SELLER OR UT-. ~ W A C T L R E R  WILL RERIM) 'Turf= TFE PLRCHASE PRICE OF WELDBOIND 
IF THE PRODUCT DOES NOT PERFORM AS C U M E D ,  WHEN INSTRUCnONS ARE FOLLOWED AS OLT 
L M D  N THE DEA & INFORMATION BOOK. T E  LWSED PORTION OF WELDBOM) MUST BE RE- 
m w D  TO THE MAMJFACTLBER. FRANKT. ROSS & SONS (1962) UMITED. POST OFFrCE BOX 248, 
WEST HILL, ONTARIO. CANADA. L M A Y u ' F A m R ' S  MAXIMUM L l A B W  SHAiL NOT EXCEED TtfE 
TERCIIS AND cOECDtTfONS EXPRESSED IN THE W A R & W W  AND THE GU-. 

OOtBLE YOL- MONEY BACK GU- - THIS IS A MAMJ'FACKXER'S GUAiUMEE AM) 

wlU ONLY BE WNOC'RED BY THE . ~ Y L ' f A C n . R E R  AND i!3 ?rO WAY THE RESPONSIB[LCTY OF THï  S F r  Oit 

RETALER. . H A N L T A C h m  WILL WCE TKE M C H A S E  PRICE OF WEtDBOND IF THE PRODUCf 

DOES YOT PERfOR!! AS CLALMED. WHEN NSTRCCïIONS ARE FûLiûWED AS O t T t l M D  IN TM [DM & m R -  

MATION BOOK. THE LWSED PORTION OF ~ELDBOND WST BE R.mavEI3 TO THE .LUNLTACRRER, 

%VK T. ROSS & SONS (1962) LihUED. POST OFFICE BOX 248. wEST WILL ONTARIO, CANADA. 

M,&YLTACKXER'S 3dAXïlHL'M UABILrrY SHAiL NOT EXCEED THE TER!!4S A l  CONDiï7ONS EXPRESSED iN 

THE W A R l U , U n  .cuD THE GU-. 

Double your money back guarantce - This is a manufacturer's guarantu and 
wiil ody be h o n o d  by thc manufacturer and is no way the responsibiliry of the seller or 
reuier. Manufacturer will &und twice the purchase prke of Wcidbond if thc pmduct 
d œ s  noc perfonn as clairneci. w hen instructions arc foilowed as outiined in the Idea & Mor- 
macion Book The unuscd portion of Weidbnd m u t  k m m e d  to the mariufacnmr. 
Frank T. Ross & Sons ( 1962) Lirnittd Post Officc Box 248. West Hiii. Ontario. Canada 
.Vanufacnircr's maximum iiabiliry shaiî not e x c d  the tcrrns and conditions exprcssed in 
the warrancy and the guarantee. 

How the have o v a  the 



DOUBLE YOUR MONEY BACK GUARANTEE - RiIS IS A MAMJFACRRER'S GU- AND 
W L  ONLY BE HONOURED BY THE MANUFACKJRER AM) iS NO WAY THE RESPONSXBU'IY OF T'?CE 
SELLER OR RETAILER. MANUFACTURER WIIl. TwCE P U R m S E  PUCE OF WELDBOND 
iF THE PRODUCT DOES N m  -RM AS CLAIMED. WHEN INS'IRUCTIONS ARE WLLOWW) AS ObT- 
L M D  tN THE D E A  & tNFORMATION BOOK THE W S E D  #)RTION OF WELDBOND MUST BE RE- 
TUWED TO THE MANEACïüRER. FRANK T. ROSS & SONS ( 1962) UMITED. M OFFICE BOX 248. 
WEST HILL. ONTARIO. CANADA. MAMJFACTtlRER'S M.- UAB- WALL NOT EXCE= THE 
E M S  AM) CONDïïiONS EXPRESSED P( THE W A R J U M Y  AND THE GUARANTEE. 

How much do you prefa the item you have vlectcd ove. the orher item? 
O 

Rfa Gmmeiy O 
Ricta ~ a y  MU& O 
Rcta Modartely 0 
&fer Süghtly 0 



DOt'BLE YOUR MONEY BACK G U A W E  - THIS IS A MANUFACTURER'S G U M E  AND 
WLL ONLY BE HONOURED BY THE M A N U F A r n  AND IS NO WAY THE RESPONSIBW OF THE 
SELLER OR RETALER. MANUFACTURER WIW. REFUM) W C E  THE PURCHASE PRKE OF WELDBOND 
CF THE PRODUCT DOES NOT PERFORM AS CLALMED, W E N  WSTRUCIIONS ARE FOLLOWED AS OLT- 
L M D  [N THE DEA & INFORMATlON BOOK. THE W S E D  PORTTON OF WELDBOND MUST BE RE- 
niam TO THE MANUFACTURER. FRANK T. ROSS a SONS ( 19621 m. POST OFFICE BOX 248. 
WEST EiLL. ONTARIO. CANADA- LMAMJFACTURER'S MAXIMlfM UABlLSrY SHALL NOT EXCEED THE 
TERMS AND COM)ITIONS EXPRESSED iN THE WARRANTY AND THE GUAMNlEE. - 

Double your money back guaranw - n i s  is a manufacmr's guanatcc and 
will only bc honourcd by the rnanufacnucr and is no way the mponsibility of rhe seller or 
retailer. Manufacturer will refund wice the purcfusc pnce of Weldband if ttsc prwdiict 
does not perfomi as c laimed. w hen insauctions art followed as outlined in W Ider & Infor- 
mation Book. The unused pomon of Weidbond mut bc nnimed to the mufacnrrcr. 
Frank f. Ross & Sons ( 1961) Limitcd. Posr m c e  Box 248. West HU. Ontario. Canada 
.Manufacturer's maximum liabilicy shall not excced che ternis and conditions ex- in 
the warranty and the guarantec. 

HOW much do you pnfa the item you have o l d  ovrr the other item? 

Rfa Exoewly 0 
Rfu Very Mucb 0 



Double your money b u k  g v a n t e e  - This is a r n a n u f a ~ ~ s  wt# uid 
will only k honound by the m~iufacnirrr and is no way the nsponsibility of the sella or 
reuila. Manufacnim will refund twice the purchuc pnce of  Weldbnd if the produt 
d m  not prforrn as claimed. when instructions arc followcd as oudinui in the ldea & infor- 
mation Book- The unused pomon of Wcldbond must be renuned to the rnanufrarm. 
Ftanlc T. Ross & Sons ( 1962) Limittd. Post Office Box 248. West Hill. Onutio. Canada- 
.Manufacnrrer's maximum Iiability shall not e x c d  the m s  and conditions ex- in 
the wvranty and the guuanteic. 

How much do you pfcr  the item you have r l d  o v a  the othet item? 



Double your mon. back guarantce - This is a rnanufacruriir's guaranmz and 
wdi oniy be honound by the manufacturer and is no way the rcsponsibility of the seller or 
rctailu. Manufaamer WU nfund twice the purchasc price of Weidbond if the product 
does not perform as ciaimeci. w h ~  hmmious arc foiiowcd as outlincd in the Idea & infor- 
mation Book The unuscd portion of Weldbond m u t  be remai 0 the maaufacruru. 
Frank T. Ross & Sons (I%2) Limitcd Post Ofnœ Box 248. West Ha, Ontario, Canada. 
Wufacaucis  maximum [iabiiiry r)ialr not exceed the tcnns and conditions cxpressed in 
the w m t y  and chc parantee. 

. 
How much do you prcfcr rhe item you have selected over the orhers ? 



HOW much do you prrfer the item y m  kvc  select& over the ocher item? 



How much do you prcfer the item you hm seleçted o v a  the other item? 



How much do you prcfa the item you have selemcd o v a  the orher item? 



Hotv much do you prcfa the item you have selecrcd wcr the other item? 

Mkr Exarmely O 
Rda V a y  Much 0 
Rcfa Mrdaately O 
M a  Slightiy C O 



m a -  

How much do you prefa the item you have rlected ova the othcrs ? 

O r 

0 
O 
O 



K a p  out of mach of children. H m f u l  if swallowed. inhaled or absmkd 
through the slrin. Do not breaihe spray mist. Wash thoroughly aftcr use 
and bcfore eating and smoking. Wash cortmminated clothing bcfore euse. 
Poisonous u, becs. fish and wild-life. Avoid spraying blossoms and kcep 
away fmrn ponds and sa'wns.  Da not use inside buildings. 

Keep out of mach of childrm. HarmW if swailowed inhakd or absorkb 
through rhe skia Do not brcathepy mis.  Wash choroughl afim use 
and befoh eating and smokin . a& con clofiing Lfom nuse. 
Poisonous ro ùees. fish and dd-life. A v o m  ~asroms anci Lecp 
away from pond anci s-s. ~a not use uisiâetufiduigs. 

H m  much do you prcfa the item you hm r l d  ava  the othcr item? 



Kœp out of reach of chiidrrri. fivmful if swaJlowed, inhalai or absarw 
thrwgh the slun, Da not brtrthc sfway rnist, Wash thoroughly after use 
and bcfore cating and smoking. Wash contuninated clothing ùeforc nus. 
Poisonous to W. fish and Md-life. Avoid spaying blossoms and kttp 
away from ponds and snranu. Do not use inside buildings 

Kccp out of rcach of childm. Hamiful if swaliowed. inhaied or absorbed 
through the shn. Do not bmthe spray mist Wash thoroughly &ter use 
and btforc eaang and smokmg. Wash contaminated cfothing before nuse. 
Poisonous to b. fish and wild-life. Avoid spaying blossorns and kecp 
away fmm ponds and sarams. Da not use iwide buildings. 

How much do you prefcr the item you have selectad over die other item? 

LU-L 



K q  out of rcrch of chitdren. Humhi1 if swallowed. inhafed or abso- 
thriou@ the slon. Do not bhatht s p y  mis& Wash Lhoroughly &ter use 
and More cating anâ smoking. Wasti cmtamuiated clothing bcforc reuse. 
Poisonou ta W. fish and wild-life. Avoid s p y i n g  blossorns and kccp 
away h ponds and sarams. Do not use inside buildings. 

K a p  out of nach of childrrn. Hannful if swaiiowed inhaled or absorbai 

through the skin. Da not tn'eathe spray mist Wash thoroughly after use 
and bcforc cating and smoking. Wash contaminatcd clothing bcfore muse. 
Poisonou to becs. fish and wild-life. Avoid spraying blossorns and kecp 
away from ponds and s~cams, Do not use inside buildings. - 

How mUch do you pfa 

Refa Extftmely 

the item you have rlccted ovu the other item? 

RcfmVety Much 

Rtfa M o d ~ e 1 y  0 
Rcfcr Slightly 0 



Kecp out of hach of chiIdren. Hannful if swallowed. inhalai or absorbed 
through the skin. Do not breatfrc spray mis& Wash rtioroughly afur use 
and kfom cating and smoking. Wash contaminated cloching bcfoce muse. 
Pownous m bixs. fish and wild-life. Avoid spraying blossoms and keep 
away from ponds luid sacams. Do not use tnside buildings. 

Kcep out of rcach of chtldnn. Harmful if swdlowed inhaled or absorba4 
through the s k k  Do n a  h - p y  misr Wash thoroughl aftcr use 
and bcfm eating and smokm . ash conminucd clothng Lfcm =use. 
Poisonous to bcu. fish anci w!d-life. Avoid spra in blossoms and kcep 
a w y  from ponds and meams. Do n a  use inside&ifdurgr. 

# 

How much do you prefa the item you have sciected ova the other item? 



K e q  out of t c r h  of children. Hamifut if swallowed. inhalcd or absorôeû 
iIimugb thc sk-k. Do not e i h e \ t p n y  MsL Wash thoroughl after use 
ami before eaüng and srnolrin a h  con<pmuurcd clothing &fore muse. 
hisonous to beer. firh and w!d-life. Avold s p r  n blossoms and keep 
away ~m p o a  aid s-S. ~o no< mnsic~etuiddin~s. 

Keep out of rcach of childrcn. Harmful if swallowed. inhaleci or absorbad 
through the skin. Do not brcathe spray mist Wash thoroughly aftcr use 
and kfm e a a g  and smoking. Wash contaminard clothing kfom rcuse. 
Paismous to bas. fish and wild-life. Avoid spraying blossoms and kecp 
away b m  ponds and sarearns. Do not use inside buildings. - 

How r m ~ h  do you p f e r  the item you have ~ I e c t d  over the other item? 

Lu- l 



-. - 
Keep out of r e r h  of chil-. Himiful if swallowal inhaid a a b r î x d  
m u g h  the skin. Do not brcahe spny mist. WIsh thomughly a f b  use 
and befom eating and smoking- Wash ccmtataminated clothing kfm rew. 
Poisonous to kts. fish and wiid-life. Avoid splying biossorns and k e q  

away from ponds and strrams. not we inside buildings. - C 

Kexp out of mach of chiken. H-1 if swalIowal. inhalei or absorbad 
through the skh. Do not breadie spray &t. Wash thoroughiy after use 
and beforc eating and smoking. Wash contarninated cloching before reuse. 
poison ou^ CO b#s. fish and wild-Me. Avoid spraying blossoms and kecp 
away €rom ponds and sanams. Do not use insick buùdings. - 

How much do you p f a  the item you have rlected ova the other item? 



Kecp out of mch of c hildrrn. Harmful if swallowed. inhaled or absorbed 
thraugh the skin. Do not bhathe spay mist Wash ttimughly after use 
and btfon eaung and smoking. Wash conuminated clothing bcfore nus. 
Poisonous to becs. fish and wild-life. Avotd spraying blossoms and kecp 
away fmm ponds and s u e m .  Do not use inside buildings. 

Keep out of mach of children. Hamiful if swallowed. inhalcd or ab- 
through rhc skin. Do not brcathe spray mist. Wash thoroughly afticr use 
and bcfm eatmg and smoking. Wash contaminated cloching bcforc feuse. 
Poisonous to becs. fish and wild-lifc. Avoid spraying btossoms and kœp 
away from ponds and scrcams. Do not use inside buildings. 

Kecp out of rcach of childnn. Hamihl if swallowcd inhaled or absorbd 
through the skin. Do not brcartie s ray rnist Wash thoroughl afur use 
and before eaîing and smorin &h containiriard cloching b x c  =use. 
Potsonow to becs. fish and wfd-life. hvoid s p  in ~loproms and kscp 
away from ponds and smams. Do nor use inside&fdmgr. 

Kwp out of rcach of c hildrrn. Hannful if swallowed. iniraled or absort& 

through the siun. Da not breathe spray mist Wash thomughly after use 
and beforc eaMg anci smokmg. Wash conramxnared cforhllig bcfm rcuse. 
Poisonous to becs. fish and wild-Me. Avoid sprayhg blossoms and kœp 
away from ponds and s9nams. Do not use inside buildings. - 

How much do you prefer the item you have rlccted o v e  the orherr ? 



DIRECTIONS: Shake before using. flush toiW. Remove cape over bowi. --- 
Corefully squeeze under rim and on sida of bowi. Let stand 10.15 minutes, 
or as long CS possible. Swab bowf thoroughly with bnish. then flush. 
Repeat procedure for badly stained bowis. 
PRECAUTi0NS:Danger. corrosive product. Avoid contact with eyes or 
skin, Do not bredhe vapour. may produce imtation. Do not use with 
chlorine bleaches. hormful fumes may develop. 00 n O t  use on bathtubs, 
sinks, or orner enamaled fixtures. Wfe for porcelain toilet bowls. septic 
tanks and plumbing. 

D[RECTTONS: Shake before using. Flush toiiet. Remove cape over bowl. 
Crirefully squeeze under rim and on sides of bowl. Let stand 10- 15 minutes. 
or as long as possible. Swab bowl thoroughly with brush. then flush. 
Repeat procedure for badly stained bowls. 
PRECAUT1ONS:Danger. corrosive ptoduct. Avotd contact with eyes or 
skin. Do not breathe vapour. may produce imtation. Do not use with 
chlorine bleaches. harrnful fumes may develop. Do not use on bathtubs. 
si&. or other enamaled tlxtures. Safe for porcelain roilet bowls. septic 
tanks and plumbing. 

How much do you prcfer the item you have selected o v a  the ochu item? 



DIRECTIONS: Shake before using. flush toiiet. Remove cape over bowl. 
Carefully squeeze under rim and on sides of bowl. Let stand 10- 15 minutes. 
or as long as possibte. Swab bowl thoroughly with bnish. ihen tlush. 

- - 
Repeat procedure for badly stained bowis. 
PRECAUTI0NS:Danger. corrosive product. Avoid contact with eyes or 
skin. Do not breathe vapour. rnay produce imtation. Do not use with 
chlorine bleaches. harmful fumes may devetop. Do not use on bathtubs. 
sinks. or other enamaled fixtures. Safe for porcelain toilet bowls. septic 
tanks and plumbing. 

How rxiuch do you pnfa  the item you have sclected over the other item? 

Mer Ex-y O 
Wu V a y  Much 0 
Ras Modentcly O 
~ a a  slightly O 



DIRECTM)NS: Shake befom using. flush toilet. Remove cape over bowl. 
Cmfully squeeze under rim and on sides of b w l .  Let ~ t m d  10- 15 minutes. 
or as long as possible. Swab bowl thoroughly with bmsh. rhen flush. 
Repe~t  procedure for badly stained b o w k  
PRECAüTt0NS:Danger. corrosive product. Avoid contact with eyes or 
skin. ïh nor breathe vapour. rnay produce imtation. Do not use with 
chlorine bleaches. harrnful fumes rnay develop. Do not use on barhtubs. 
sinks. or other enamaled fixtures. Safe for porcelain toiiet bowts. septic 
tanks and plumbing. 

-. 

' D I m C 2 . Q :  S w e  6 e f m  wulg. 7h~h t d t .  ! Q m e  cap m r  6owL 
CJTC~~&(~ s ~ c ~  undit MI Ond cm srdu  46d Let stand 10- 15 mulutcr, 
JI as long as possdb. Sun6 6aul  t h r ~ ~  uid 6 m h .  t l l n  f T u t i .  
:Qpeur praccdlrrt for 6 a 4  s t a d  6 d .  
*=1'UIIû9& 4 D ~ ~ ~ ,  c a r m r i ~  pmduct. : 7 v d  contact -with eyrr or 
s en .  D o  not breuth vapour, maaj proda mit0tMr. 50 not tue -mth 
i h  PLUL~S, h n n n - b  9 &w@. .Do ~2 ~UC ûïi 6athnrbs. 

OT otkr  c d * .  jofi f i  pmth t d t  liau~, jqa 
t a &  mdphmding. 

How much do you prda the item you have xlected o v a  the other item? 



OllEEn01: Shakr befon wing. Flush toilit. R a o r r  cap o v r  bawl. 
Cui f r l ly  squeeze undm rim and on sidm of buwL le t  stand 10-15 minutes, 
or as long as possibk. Swab b o d  thomughiy with bmh,  thin flush. 
Repeat pmcrdun for badly stainad bowh. 
PRECAüTlONS:Dangar, comfre pmduct. Avoid coirtict w(tb eyes or 
l i n .  00 not breatha uapour. may producu irritation. Do not usr with 
chlarina blsachm, hannfui fumes may devalap. Da not usa on bathtubs, 
sinlo, or otbrr enamalrd fixtunr. Sale for porwîain toikt bowls, suptic 
tanks and plumbing. 

H O ~  much do you prcfa the item you have selected over the othcr item? 

Rfer Exacmely O 
R e t ~  V w  M U C ~  r 

Rtfa Modcratcly 0 
Rfu Süghtiy 0 



DIRECTIONS: Shake before using. Rush toilet. Remove cape over bow. -- 
c Carefuily squeeze under rim and on sides of bowi. Let stand 10.15 minutes, 

- or as long as possible. Swab bowl thoroughfy with bwh. then flush. 
Repeat procedure for badly stained bowis. 
PRECAUliONS:Danger. corrosive ProdUct. Avoid contact with eyes or 
skin, Do not breuthe vapour. may produce ifritdion. Do not use witb 
chlorine bleaches. harmful fumes may develop. Do n0t use on bathtubs, 
sinks. or other enamaled fixtures. Safe for porcelain toilet bowts, septic 
tanks and plumbing. 

9f-m: S M  6tfm uq. Flush torlit. uzp mer 6 d  
c i u + @ s q u u u  wihr M Mdonnkr46muL Lcts td~û- iSmanurrr ,  
or rrr h g  CU polrdh.  Swa6 bao l  thorq& with h h .  t h f l u h .  
:Qpear proçrdtut jür 6041i srnuud b d .  
4mWX'U?/mT 'Danger, ~sorranve produr. r4vordcontrrct unth e y w  m 
&rt. I% not bnatftt vapour, mryr pmd-ûce vntatron. Do not use wrth 
ihl;Irure 6&&, Ciannj~L~itrmts my &ne@. Do not urc un 6at/ihr6s1 
mz&, m a&r en(llRIJéd .*ru. jafc jm p m h  t h  t 6 d 1  sepnc: 
tnnk and pi idmg.  - 

How much do you prcfa the item you have sel& o v a  the other item? 



tanks and plmbing. 

DIRECTIONS: Shake before using . Flush torlet. Remove cape 
Carefully squeeze under rim and on sides of bowl. Let stand 

over bowl. 
10- 15 mtnutes, 

or as long as possible. Swab bowl thoroughly with brush. then flush. 
Repeat procedure for badiy stained bowls. 
PRECAUTi0NS:Danger. corrosive product. Avoid contact with eyes or 
skin, Do not breathe vapour, rnoy produce irritation. Do not use with 
chlorine bleuches. harmful fumes may develop. Do not use on bathtubs. 
sinks. or other enamaled fixtures. Safe for porcelain toilet bowls, septic 
tanks and plumbing. 

How mich do you prcfcr the item you have selated o v a  the othcr item? 



Dindons: 1. SHAKE WELL. 2. Spny surface to be 
ci&. holding conrainer upnght 6 inctws b m  surfan. 
3. W i p  c i m  rith a paper iowel or lint-hce cl&. For 
test  resulu. use two dry popr toweb ot lint-free cloths-.- 

J 
Dihctions: 1. SHAKE WELL. 2. Spray 
surface to bc cleancd holding containcf 
upnght. 6 i n c h  h m  surface. 3. W i p  
clan with a papr towcl ot lint-rn cloth. 
Fot best resulu. use No dry papr towels 
or lint-Fnc clottis,..remove soi1 witb 
the fmt and rtstore s h h  with Lhe second 



DirscaiarJ: 1.SHAKEWEUL XSprrys~rf~ccmbe 
clunut, holding cm- uprighi. 6 nEha fmm s u r f r a .  
3. W i p  clcui with a plpr iowel a lint-iïee cloth. For 
bel< resulo. uu wo dy ppr tawtb of lim-fite ciorh*.. 
nrnove soi1 with the fvst and m m  s h i m  witf the second 

Directions: 1. SHAKE WELL Z S p y  siIrfacc u, bc deaned. holding container 
uprighr. 6 inches from surface. 3. Wip cleau with a pqm mwef OT l i û t - k  cloth. 
For best mulu, usc two dry paper mwels or tint-ke clo ths... remove mil with 
the fint and rcstoh shine with the second. 

How much do you prefer the item you have rlected ova  the othu item? 



w o n s :  1. SHAKE WEIL. 2. Sqray.rurfacc rn bc 
claaaî.  holding container uprighf 6 inches from surface. 
3. Wip clun wib a p.pr mwel or lint-ftœ cloh For 
best results, use two dgy papcr towels or iint-free d o  th... 
nrnove soi1 with the fint and mtort shine Wh the second. 

Dirwtions: 1. SHAKE WELL3! Spray surface to t~ cleaaed holding container 
upnghr 6 inches fmm surface. 3. W i p  clcm witû a towel or lint-frœ cloth. 
For best mulu. uu two dry paper mwels or lint-frce clothr..remove soi1 wiih 
the first and restore shine with the second. 

How much do you mer the item you have xle*ed o v e  the other item? 



~ o n s  1. SHAKEWELL. zsqny 
ntnrc to- k cieaned. holding con- 
uprigb+ 6 inches h m  surf- 3. W i p  
clcm with a pper towel or lht-frsc cl& 
For best d u .  use two dry towels 
or lint-fie cloths ... m o v e  soi1 witb 
the first and resfoh shine with the second 

Directions: 1. SHAKE WELL 2. Spray surface to k 
cleaned. holding containa upright. 6 incins from surface. 
3 .  W i p  cl- with a paper towet or lint-fnt cloth. For 
best mulu. use rwo rfry paper toweis or linr-fiec cloths ... 
remove sail with the Mt and m o r e  shine witb the second. n 

ntfetExtl#iltly 

Mer very Much 

Rcfa Mafartcly 

Rda Slighdy 



On the foilowing page: 

Please rank the items presented in the order in which you prefer 
them. 

Place a (1) beside the item you most prefer , a (2) beside the 
item that is your second preference and so on. 



DIRECTIONS: Shake before wing. Flush toilet. Remove cape over b o ~ .  
Carefully squeeze under rim and on sides of bowi. Let stand 1615 minutes. 
or os long as possi'ble. Swab bowl Moroughb with bnwh. Men flush. 
Repeat procedure for badly stained bowis. 
PRECAUTI0NS:Danger. corrosive product. Avoid contact with eyes or 
skin. Do not bredbe vapour. may produce imtation. Do not use with 
chlorine bleaches. harmful fumes moy develop. Do n d  use on bathtubs. 
sinks. or other enomaled fixtures. Safe for porcelain toilet bowls. septic 
tanks and plumbing. 

DIRECTIONS: Shake befom using. Rush toilet Remove cape over bowl. 
Carefull y squeeze under rim and on sides of bowl. Let stand 10- 1s minutes. 
or as long as possible. Swab bowi thoroughly with b w h .  then flush 
Repeat procedure for badly staintd bowis. 
PRECALm0NS:Danger. corrosive product. Avoid contact with eyes or 
skm. Do norbmadie vapour. may produce irritation Do not use wirh 
chlorine bleaches. hvmful fumes may develop. Do not use on bathnibs. 
smks. or other enamaled fixnires. Safe for porc ci^ toilet bowls. septic 
tanks and piumbing. 

OlRECTiOWS: S W i  befola using. FIurb toilet. Remove cap ovw barla 
Carefully spueum under fin and on s i d a  of bowi. M stand 10-15 minita. 
or a long poaiblr. S n b  bowl thomugbly witb bnrh. tbrn flusâ. 
Rapeat powâun for ûadîy strlned bwis. 
PMCAüïl0llS:OPnger. conosln pradud. Ariid cmtact with aym or 
&in. 00 not b m t b i  ropoar, may pioduw inkiuan. Do not me with 
chlorinu blmches, hanaful fumes may dmlopf  Do nut usa on botlbib, 
sida, or 0 t h ~  enamaled firtum. Safe for pomlain toilet bowb, scptlc 
tank and ploaiblng. 



Appendix G. Prodoct Instruction Label Assessrnent (14 pages) 



I I .  Food lBrodurls: Cake Mixes 1 

How ailractive 10 tlie eye are die iiistruciioii labels oii diese produçis'? 
Exlremely Very 
Altradke Allraclive 

f I 
] 1. Betty Crocker Classics 1 1 
( Date Square MU I I 
2. Duncan Hines 

1 Mocha Chocolate 

1 3. Duncan Hines 
Fudge Mvble 

Nol Very 
Allracl Ive - Allracilve 

llvw eosy is ii lus yuu tu iead the iiisiiuçiioiis uii eucli pruduct Iübçl'l 
Eitlieiiiely 
Easv 

Vei y 
Easv Easv 

Nol Veiy 
Easy 

1 1.  Beity Cmckcr Classics 
Date Square Mix 

I 
2. Duncan Hines 1 

I Mocha Chocolale I 
3. Duncan Hines 

1 Fudge Marble 

vsiy 
Oilllcull 

* 
Wliicli yroduct label du yuu prebr to reaü? 

(y lease check w e )  

1 .  Ueiiy Cmcker Classics 
Dale Square Mix 

I 2. Duiicari Hiiies 
Mocha Cliocolace 

l 3. Ilurican tliiies 
Rdge Mirrble 

liow iiiucli do you prefer (Iie product 
label you have selecied over die otliers? 



1 2. Food Products: Baby Food 

How altmctive to the eye are the iiisimciioii labels oii Iliese producis't 
blremety Very 
Ailradive Atlraclive 

I I I 

l 1 .  Heinz Beef Pasta 
aiid Vegetables 

1 2. Heinr Beef aiid 1 Vegetables 

3. Heinz Vcgeliibles 
and Chicken 

Allradlve 
Nol Ver y 
Allradlve 

llow easy is ii Zur yuu 10 iead Ille iiisii uçiioiis oii eacli y~oduçt lubel'! 
Exlreiriely 
Easy 

Ver y 
Easy Easy 

l 1 .  Heiiiz Beef Pastri 
and Vegetables 

I 2. Heinz Beef and 
Vegetables 

3. Heinz Vegeiübles 
and Chic keii 

Nol Very Ver y 

Wliicli pioduci label do you yrefer to reüü! 
(please check m e )  

I 1 .  Heiiiz Beef Püstü 
aiid ~egeiables 

1 Vegetables 1 1 
3. Heiiiz Vegeiübles 

aiid Cliickeri 

How iiiucli do you prefer die producl 
label you have selecled over tlie oiliers? 

&fa Exaemcly 

Rrfcr Vcry Much 

&fer Modcratcly 

&fer SLightly 





al! 
4. Food Pruducls: Margariiie 

Iluw aibactive tu Llie eye aie die iiistniciioii labels oii tiiese producisel 

2. Becel (blue label) I 

Ver y 
Allraclive 

Nol Very 

Lluw ensy is it [or yuu tu ieüd die uisiiuciiuiis uii cacli yruduçi Iakll 

1 .  Becel (wliitc Iübel) b 
Exlreiriely 
Easy 

Vei y 
Easy E asy 

Nol Very 
Easv 

Very 
Ollllcull 

Wliicli pioduct label du you prefcr tu readl 
(please çlieck one) 

1. Becel (w liite label) 

2. Becel (blue label) 

How iiiuch do you prefer ilie product 
label you have scleçled uver tiis oilier? 





. - 
w 

' 3  
CD- . LI - s 

C C 

2 5 



7. F o d  Producls: Pizza Sauce 
i -- - -1 

I luw atiractive to die eye aie the iiis~nicliuii lubels oii iIiese prodiiçis? 
Enlremely 

I. Gaicuso Pizza Sauce 
Original I 

2. Yrirtio Pizza Sauce I 

Vei y 
ANI acllve Allracllve 

1 
Not Very 
Allradlve - 

I low eosy is  ii Cur yuu lu ieud iIie ii~stiuctioi~s uii cocli pruduçt lul)çll 

1. Gatiuso Pizza Sauce 1 Original 

l 2. Primo Pizza Sauce 
Ready to Use 

Erlr eriiely 
Easy Easy Easy 

Elol Very 
Easv 

Uiialr acllve 

Ver y 
Ollllçul 

pe 
W liicli piotluci label du yuu p e l e r  to read? 

(plcase check oiie) 

( Sauce Original 
I I I 

2. l'riiiio Pizza Sauce 1 KeidytoUse 1 1 

l low iuucli do you pieler ihe prodiict 
l o k l  you have selected over flic ollier? 



PP 
* 

8. Personal Care Products 
A 

llow atlractive io (Iie eye are the iiistruclioii labels oii tliese yroducisï 
Exlrernely Ver y 
Allradlve Allraclive 

1. Finesse Regular 

2. Timotei Shampoo I l  
Shampoo 

3. Clairoi Final Net 
Ultra-Hold Hair Spray 

I 

Nol Very 
Allracllve 

lluw easy i s  ii Cor yuu lu icad iIie iiisliuctioiis oii eacli yroduçt 1übe11 

I 1. Finesse Regular 
Shampoo 

l 2. Timotei Shampoo 

3. Clairol Final Net 
Ultra-Hold Hair Spray 

Exlieiriely 
Easy 

Vei y 
Easy Easy 

Nol Very 
Easy 

(isiC 
Wliiçli pioduct label do yuu prefer iu read'l 

(plcase check m e )  

1. Finesse Regular 

- 

2. Tirnoiei Shampoo 

3. Clauol Final Net 
Ultra-Hold Hair Spny 

llow iiiucli do you preîer the produçt 
label you have selected over die oiliers? 



rn 
WliiçIi pioduct label do you prelcr to read'! 

llow attractive to (Iie eye are îlie iiislructioii labels oii Iliese yroducis'l I 1. Neo Synephrine 
Nose Drops ln% Not Very Exlrernely 

Allractlve 

1. Neo Synephrhe 
Nose Drops In% 

Very 
A!lracllve 

l 2. Murine 
Supplemental Tem 

2. Murine 
Supplemental Tears 

3. Jamieson B Complex 
Vitamins 

1 low iiiucli do you prefer 
label you have selected over ilie o h m ?  

lluw cosy i s  il Cur yuu lu iciid ilie iiist~uctioiis oit eiiçli yi.uduçt Iübell 
Nol Veiy 
Eas y 

Exlieiiiely 
Eas y 

Veiy 
DHllcull 

Vei y 
Easy Easy 

1. Neo S ynephrine 
Nose Drops 112% 

1 Supplernental Tears 

3. Jamieson B Complex 
Vitarnins 



l luw attractive to Uie eye are the iiistniçiioii labels oii îîiese yroduclsï 

1. Lido Sporin Anti-itch 
Anti biotic Cream 

2. Polysponn Topical 
First Aid Antibiotic 

1 3. Tinaciin Cream USP 

Exlremly 
Altradlve 

Very 
Allraclive 

Nol Vety 
Alltaclive 

lluw easy is ii Zur yuu lu iead Uie iiisliuçlioiis uii cadi producl I ü b l ï  
f xlieiiiety 
Easy 

Vet y 
Easy Ensy 

Nol Ver y 
Ensy 

Antibiotic Cream 

2. Poiysporin Topical 1 First Aid Aniibioti~ 

Tinactin Cream USP 

Vat y 
Oilllcull 

Wliicli pioduci Iübel do you pckr to tead? 
(please check one) 

1. Lido Sporin Anti-itch 
Antibiotic Crem I 

2. P o l y s p o ~  Topical 1 Finr Aid Antibioiic I 
3. Tinactin Cream USP P 

llow iiiucli do you yrcfer (Iie product 
lubel you Iiave sclected over Llie ailiers'? 

&fer Enuemcly 

Rcfcr Vcry Much 

h f c r  Modcraicly 

Rrfcr Siighdy 



1 1. household Products 

How aitractive 10 Llie eye aie die iiislruciioii labels uii Lliese producis'/ 

I 1. Steinbergs Acrylic 
Self-Polishing 

2. Johnsons Klear 
Brilliant Shine Formula 

3. Johnsons Future 

Very 
Attractive 

Nol Very 
Allracllve 

lluw eûsy is ii Tor yuu lu leiid Uie iiisliuçlioiis oii eaçh producl lubel'! 

1. Stehbergs Acrylic 1 Self-Polishing 

l 2. Johnsons Klear 
Brilliant Shine Formula 

Ewlr eiriely 
Easy 

veiy 
Easy Eas y 

Nol Vary 
Easy 

vei  y 
Ollllcull 

Wliicli product label do yuu prefer to readl 
(y lease check une) 

l 1. Steinbergs Acryiic 
Self-Polishing l 

1 2. Johnsons Klear 1 1 
Brilliant Shine Formula 

L I I 
3. Johnsons Funire m 

1-low iiiucli do you prefer the product 
label you have selected over die olliers? 

h f c r  Enrrcmcly 

&fer Vcry Much 

h f c r  Modcratcly 

Rcfcr Süghdy 





liow attractive tu tlie eye are tlie iiisiruciioii labels uii Iliese producisa/ 

l 1. Wizard Air Freshener I 
Very 
Allraclive Allractlve 

l 
(2. BaUy Impra Spray I 

p - p - p  

13 Windex Wuidow 
Cleaner 

Nol Very 
Atlr aclive 

These are products in containers that could explode. How easy is it for you to read 
the instructions on each product label t e h g  you how to use the product safely? 

l ' 1. Wizard Air Freshener 

12. Bally h p r a  Spray 

l 3. Windex Window 
Cleaner 

Exlreiiiely 
Easy 

Very 
Easy Easy 

Nol Very Vei y 

Wliicli yioduct label do you preler io read? 
(y lease check ocle) 

1. W Air Freshener 

2. Baiiy Irnpn Spray 

1 3. Winden Window 
Cleaner 

llow iiiucli du you yrefer the product 
label you Iiave selected over die oiliers? 

I 

&fer Exaemely 

h f c r  Vcry Much 

Prc fer Modcraisl y 

h f c r  Slighdy 



1 14. Household Products I 

How aliraciive to Uie eye are tlie iiistructioii labels oii Uiese yroducis'! 
Exlremely Very 
Allradlve Allraclive 

I 

1. Scmb Free l 
2. Fantastic All-Purpose 1 Clcaner 

1 3. Shopper's Drug Mart 1 Wall Cieaner 

Nol Very 
Altractlve 

These products contain poisonous and flammable substances. How easy is i t  for 
you to read the instmccions telling you how to use each product safely? 

Scmb Free 

(2. Fantastic AU-Purpose 
Cleaner 

3. Shopper's Drug Mart 
Wail Cleaner 

Exlr eiiiely 
Easv 

v8iy 
Easv Easy 

Nol Ver y Ver y 
Easy Ullllcull 

oC4( 
Wliicli yroduct label do you prefer tu read? 

(y lease check uiie) 

I 2. Fantastic Aii-Purpose 
Cleaner I 

1. Scrub Free L 
I 3. Shopper's Drug Mart 

Wall Clemer 

a 

llow iiiucli do you prefer the produçt 
lakl  you have selected ovcr Ilie oiliers? 

Rcfer Entrcmcly 

Rcfcr Vcry Much 

Rcfcr Modcratcly 

Rrîer Slightly 



Appendix H. Rationale for Product Selection of 40 Products in 

14 Groupings. (5 pages) 



Appendix H. 

Rationale for Product Selection of 40 Products in 14 Groupings 

Group 1. Food products - cake mixes. The cake mixes were selected for their print 
organization and print style. 

1. Book type text presentation in seriffed print. 
2. Boxed text. 
3. Columns and rows with coloured background and borders. 

Group 2. Food products - baby food. These products were selected for their use of al1 
capital print case with different contrast levels. 

4. Contrast 80% black on beige. 
5 .  Contrast 658 magenta and pink. 
6 .  Contrast 65% coral and peach. 

Group 3. Food prcducts - pasta. These product labels were selected for their use of 
serif print, newspaper column organization and illustrations. These three variables were 
comrnon to dl 3 instruction labels in different values. 

7. 8 point serif print, 3 colurnns across with English text above illustrations 
and French text below, 3 columns across. 

8. 6 point serif print, 4 columns across with English text above illustrations. 
and French text below, 3 columns across. 

9. 6 point serif print, 4 columns across with English text above iilustrations. 
and French text below, 3 columns across. 

Group 4. Food products - margarine. These two products both manufactured by the 
same Company and available at the same t h e  represent two labels for the same produc t. 
They were selected for the difference is their contrast levels. 

10. Contrast 80% changing to less than 70%. tone on tone. 
1 1. Contrast 65%, tone on tone. 

Group 5. Food products - pasta dinner. These products were three variations of a 
cornrnonly used food product produced by the same manufacturer. They were selected 
for their narrow side panel text organized in paragraph blocks, contrat, tone on tone 
and reverse print. Leading for each label was less than 100%. and al l  line lengths were 
short. 



Appendix H Continued 

Rationale for Product Selection of 40 Products in 14 Groupings 

12. 7 pica line length. 6.5 point print Ieaded 92%, left justified. contrast 708. 
13. 7 pica line length. 6.5 point print leaded 92%. left justified, contrast 80%. 
14. 7 pica line length. 6.5 point print leaded 92%. left justified. contrast 70%. 

Group 6. Food products - jarn. These products were selected for contrast and print size 
as well as light reflecting properties of the print. 

15. Print size 7 point, contrast 75% changing to 65%. light reflectin; surface. 
16. Print size 7 point, contrast 85% reverse print white on black. 
17. Pnnt size 9 point, contrast 8540, dark burgundy print on ivory background. 

Group 7. Food products - pizza sauce. These product labels were selected for their use 
of print style. leading and alternating contrast levels. 

18. Compressed print, leading 92%. print size 6.5. contnst 75% and 70%. 
19. 6.5 point pnnt leaded 123%. contrast 85%. 

Group 8. Personal care products - hair care. These products were selected for print. 
contrast and justification. 

20. Sansserifprint,mixedcaseT9.5pintsize.reverseprinf80%conûastfully 
justZed, partial contoured text. 

21. Sans serif print, mixed case. 8.5 point size, 85% contrast. fully justified. 
22. Sans serif print, mixed case. 7 point size, 754 contrast, contoured and 

wrapped around text. 

Group 9. Personal care products - srnall containers. These products were selected for 
print size, leading, style conîrast, reproduction and justification. 

23. Condensed print, 5 point size, 80% leading. 75% contrasf centred text. 
24. Condensed p ~ t ,  3.5 point size, 100 % leading. 85% contrast, fuzzy 

reproduction. M y  justifïed. shaped text. 
25. Sans serif print, not condensed, 3.5 point size. 100% leading, 85% contrast. 

clear reproduction, left justXed. 

Group 10. Personal care products - smaU tubes. These products were selected for 



Appendix H Continued 

Rationale for Product Selection of 40 Products in 14 Groupings 

different print sizes. vertical and horizontal text orientation to the crimp. contrast. and 
shiny surface. 

26. Print size 7 point, text both vertical and parallel to the crimp. 804 contrast 
with tone on tone changes, and shiny surface. 

27. Print size 5 point, text vertical to the crimp, 85% contrast and shiny surface. 
28. Rint size 5 point, text vertical to the crimp. 85% conûast and shiny 

surface. 

Group 11. Household products - liquid floor waxes. ïhese products were chosen for 
the use of text printed on the back of the front panel which has to be read through the 
product contents. 

29. Text on back of front panel to be read through the container and the liquid. 
30. Text on back panel in two newspaper style columns. 
3 1. Text on back of front panel to be read through the container and the liquid. 

Group 12. Hazardous products - s m d  containers. These products were chosen for 
their various print sizes. reverse print, altemating contrast and orientation. 

32. Print size 8 point, contrast 90%. reverse print. text on side panel 90 degree 
angle to bottom of container. 

33. Print size 5 point, contrast 85%. no reverse pnnt, text parallel to the bottom 
of the upright container. 

34. Print size 9.5 point, contrast 804, reverse print. 

Group 13. Hazardous products - aerosol sprays. These product were selected for text 
orientation on spray products. various print sizes, contrast, leading and justification. 

35. Text on side panel at 90 degree angle to base of container when upright. 
print size 8 point, contrast 80%. leading 100%. fully justified. 

36. Text in a text block for each of four languages with pnnt parallel to base of 
container when upright, print size 7.5 points. contrast 65% with tone on 
tone changing from one text box to another. leading 80%. fully justified. 

37. Text on side panel in blocks at 90 degree angle to base of container when 
upright, print size 6.5 points. contrast 85%. leaded 107.6%. fully justified. 



Appendix H Continu4 

Rationale for Product Selection of 40 Products in 14 Groupings 

Group 14. Hazardous products - non-aerosol cleaners. Three spray w d l  cleaners 
presented different organizations of text and styles and sizes of print, leading and 
contrast. 

38. Text contoured to shape of panel. condensed p ~ t ,  6.5 point. leaded 77%. 
with 80% contrast. 

39. Text contoured to shape of panel, condensed print 7 point Ieaded 100%. 
with 80% contrast. 

40. Text in soft pyramid shape on back panel, condensed print, 8 point, leaded 
100%. with 75% contrast. 



Appendix 1. (15 pages) 

Photocopies of Instruction Labels of 40 Products in 14 
Groupiags. Actual size unless otherwise noted. 

Reduced sizes: Group 1 
Group 3 
Group 1 1 - 1 
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Appendix J. 

Typography Characteristics of 40 Product Labels in 
14 Groups. 



Appendk J Typography characteristics of 40 Roduct labels in 14 groups. 

1. Cake Mures 

A Classic Date Square Mix 

Boxed TextText in text box with red line smunding. Page background is grey and text box 
ground is white. 
Serifed p ~ t  (Palatine)** Not Condensed, not bold or itaiic. 
8 point nyit  Size 
Leading 8.5 (106%) 
Contrast- 90. Black print on white background. 
13 pica Line fength 
Mixed case in main text 
Left justified 
Hyphenation used 
Bold face and highlighted text headings in ail capitals. 
No illustrations 
Duli paper f f i sh .  no tone on me .  

srt Determinhg the particular prht style is a maner of experience and luck. The 
Professionai Typographer consulteci stated that it would not be possible or indeed 
necessary to name each type but the determination of serif or unserifed print and 
wherher the print was condensed was possible by observation. For this reason the 
categonzation of print by senfed or unserifed and normal or condensed was used. 

Text in 4 text boxes with gold iine suwunding. 
Unserifed print 
8 point p ~ t  size 
Leading solid or 8/8 (100%) 
Contrast 85- blue print on white background. 
80 contrat text box blue print on beige background 
Contrast level changes.** 
Line Iength 9 pica 
Mixed Case 
Left justified 
No hyphenation 
Boxed text and bold faced highlighted text headings. 
Illustrations (2) 



C Fudge MarbIe Mix 

Text in many text boxes each a different colour (8 rows and 5 columns) enclosed in one 
overall text box with with gold line sumunding. 
Unserifed print, rever sed print 
Rint size 7 point. Condensed print style. 
Leading 7/6 (85%). 
Some contrast 80- black and red p ~ t  on white background. also black print on ivory 
background. 
Line length 9 picas 
Mixed Case 
Lefi justified 
No hyphenation 
Bold faced highlighted tact headings in red. blue. black and white print 
No iliustrations. use of colour to distinguish steps. 
Some low contrast (65%) light blue print on white background. 

2. Baby Food 

A Good'n îhunky Beef Pasta & Vegeîables 

Text in box and in block. 
Unserifed print 
Rint size 6 point, no reverse, no condensed. 
Leading 6/5 (83%). 
Contrast 80 for ingredients) in black on beige, Contrast 65 for nutrition box (medium blue 
on light blue) and numtion information. 
Tone on tone. 
Line length 12 picas 
Ail Capitais 
Left justified in nutrition box, centered text for ingredients 
No hyphenation 
No boldface text, some italic text heading (over numtion box) 
No IlIustration 

B Good 'n C h e  Beef & Vegetables 

Same as above, but the color combination in nutrition box ismagenta and pink. 
Contrast 65. 



C G d  'n Chunky Vegetabies & Chicken 

Same as above, but the color combination in numtion box is 
coral and peach. 
Contrast 65. 

Text in Newspaper columns (3 across top half of panel for English. bottom half of panel in 
French) 
3 illustrations separate top and bottom halves. 
Serifed print. No reverse print, no condensed no shaped or contoured text. 
Rint size 8 point. 
Leaded 819 (1 12.5%) 
Contrast 85. Black print on beige background. 
Line length 12 picas. 
Mixed case. 
Full justification 
No hyphenation 
No boldface. italic or headings. 

Text in newspaper columns (4 across top half of panel for English, bottom half in French) 
4 illustrations separate top and bottom halves. 
Senfed print, no reverse, no condensed print. 
Rint size 6 point. 
Leading 8/9 (1 12.5%) 
Contrast 80. Black print on beige background. 
Line length 10.5 picas 
Mixed case 
Fuily justified, no box4 or contoured text. 
No hyphenation. 
Boldface heading and key words 

Text in newspaper columns (4 across the top half of the panel for English. bottom half in 



French) 
Three illustrations separate top and bottom halves 
Serifed print, no reverse print no condensed print. 
Print size 6 point. 
Leading 6/7 (1 16.6%). 
Contrast 80. Blue- black print on beige background. 
Mixed case 
Line length 13 picas. 
Fully justifd, no bold. no boxed text, no shaped text. 
Hyphenations and abbreviations. 
Numbered steps at top of columns in red. Boldface headings and key words in 4th. column 
for aiternativeinstruc tions . 

4. Margarine 

A B d  Margarine - White Label 

Text in block 
Unseriffed print, possibly compressed style. no reverse print 
Print size 14 point. 
Leading Wl3.5 (9646). 
Contrast 80 changing to less than 70, grey print on dark gold background tone on tone. 
Line length 9 picas. 
Mixed case. 
No hyphenation. use of bold headins. 
Fully j ustified 
No illustrations 

B Becel Margarine - Blue Label 

Text in block 
Unserifed print, possibly compressed. No reverse print. 
Print size 14 point 
Leading 14/13.5 (96%). 
Contrast 65%. Tone on tone. 
Line length 9 picas. 
Mhed case in main text. 



A Macaroni & Cheese 

Text in three paragraph style blocks down side panei 
Unserifed print 
Pnnt size 6.5 point, condensed print. 
Leading 6 3 6  (92%). 
Contrast 85. 
Reverse print, white on dark blue background. 
Line length 7 picas. 
Ail capitals. 
Hyphenation and abbreviatons (used for measurernents in instructions) 
Left justified. 
No boxed text. 
Bold faced headings for each paragraph. 
No bold text. 
No illustrations. 

B N d e s  & Cheese 

Text in three paragraph style blbcks down side panel. 
Unserifed print. 
Rint size 6.5 point. 
Leading 6.6/6 (92%). 
Conûast 75%. Dark blue print on golden yellow background. 
Line length 7 picas. 
AU capitals. 
Hyphenations and abbreviations (used for measurements in instructions). 
Left justif.ied. No boxed text. 
Bold faced headings for each paragraph. No bold text 
No illustrations. 

C Spirais & Cheese 

Text in three paragraph style blocks d o m  side panel. 
Unserifed print. 
Print size 6.5 point. 
Leading 6.6/6 (92%). 
Contrast 75%. White print on medium blue background. 
Reverse p ~ t .  
Line length 7 picas. 



All capitals. 
Hyphenations and abbreviations (used for measurernents in instructions). 
Left justified. 
No boxed text. 
Bold faced headings for each paragraph. No bold text, 
No illustrations. 

A High Peel Marmalade 

Text in non illustrated portion of side panel. 
Unserifed compressed print 
Rint size 7 point 
Leading 716 (85%). 
Contrast 7596 with changes to 65% . gold leners on black background. 
Reverse print. 
Light reflecting surface. 
Line length 18.5 picas. 
All capitals. 
Full justification. 
Hyphenation. no abbreviations. 
Bold heading, no bolciface tex& no italics. 
No illustration on side panel. pictures of fniit provide edge of text panel. 

B Low Calorie Strawberry 

Text in panel between brand name text boxes on front and back of round bottle. 
Unserifed print, compressed 
Rint size 7 point 
Leading 716.5 (92.8%). 
Contrast 85%. 
Reverse print, white letters on black background. 
Line Length 18 picas 
AU capitals. 
Full justifkation. 
No hyphenation. 
Headings in italics, all bold text. 
No illustration. 



C Black Currant Pure Jam 

Text in text box. 
Senffed p ~ t  
No reverse print, no condensed print. 
Pnnt size 9 point. 
Leading 9/9 (100%). 
Contrast 8546, dark burgundy letters on ivory background. 
Liine length varies 
Mixed case 
Leading 
FuUy justified text block. 
Boldface heading. no italics, no bolciface text. 
No illustration 

7. Pizza Sauce 

A Original Pizza Sauce 

Text on horizontal color lines which go around label. 
Unserifed print. 
No reverse print in main text 
Compresseci print. 
Rint size 6.5 point. 
Leading 6.5/6 (92%). 
Contmt 75% for reverse print white on dark red. switching to 65% black on medium 
redcolor band. 
Line length 7.5 
AU capitals. 
Fully j ustified 
No boldface. 
Reverse print heading. 
No illustration. 

B Ready to Use Sauce 

Text in side panel on round cm. 
UnseriRed print. 
No reverse print. 
No compressed print. 
Rint size 6.5 point. 
Leading 6.98 (123%). 



Conmt 85%. black lemm on white background. 
Line Length 7.5 picas. 
AU capitals. 
Centered text in short lines. 
No boldface. 
No italics. 
No illustration.. 

8. Personal Care: Shampoo and Hair Care 

A Regualr Shampoo 

Text on back panel. 
Unseriffed p ~ t  
Reverse print 
No condensed print. 
Prim size 9.5 picas. 
Leading 9 3 9  (94.7%). 
Contrast 80%. white letters on p y - b l u e  background. 
Line Length 14 picas. 
f i e d  case. 
FuUy justifiexi 
Contoured text. 
Hyphenation, no abbreviations. 
No italics. 
No boldface text. 
No illustrations. 

B Herbal 

Text on back panel. 
Unseriffed print 
No reverse p ~ t  
No condensed print 
No boxed text. 
Rint sue 8.5 point. 
Leading 839 (105.8%). 
Contrast 85%. dark green print on white background. 
Line Lengthl5.5 picas. 
Mixed case 
Fuily justified. 
Hyphenation, no abbreviations. 



No italics, 
No boldface. 
No illustrations. 

C Ultra Hold 

Text in pyramid shape on back panel with box around caution information at end of English 
text and again at end of French text. 
Unseriffed print. 
No reverse print. 
No condenseci print. 
Boxed text contoured in text box. 
h t  size 7 point. 
Leading 7/7 ( 100%). 
Contmst 75%. golden l e m  on white background. 
Line Length varies with shape of text from 10 to 15 picas. 
Mixed case 
FuUy justified. 
Hyphenation. 
Abbreviation. 
No italics. 
No illustrations 
Boldface headings for caution and noa le  cleanbg. 

9. Personal Care Dmps and Vitamins SMALL CONTAINERS 

A Nose Drops il2 % 

Text in vertical strip in centre of product label between horizontal text blocks on front 
pane1,one in Engüsh one in French. 
Unseriffed print. 
No reverse p ~ t .  
Condensed p r k  
Rint size 5 point. 
Leading 5/4 (80%). 
Contrast 85%. black letiers on white background for h n t  panel blocks. 75% for instructions, 
black p ~ t  on blue background. 
Line Length 5 picas. 
Mixed case. 
Centered iines text . 



No Hyphenation. no abbreviation. 
No italics. 
No boldface headings or text 

B Eye Drops 

Text in pyramid text box on back panel. Package is white. text box is yellow. 
Unseriffed print 
Condensed print. 
Fuzzy print reproduction. 
Rint size 3.5 point 
Leading 3 3 3 . 5  (100%). 
Lines of pMt are curved in text box which is glued on to the container. 
Contrast 8596, black letters on marigold background. 
Line length varies with pyramid shape (4 pica average). 
Mixed case. 
Fully justified. 
Hyphenated, ab breviations. 
No boldface. 
No italics. 
Shiny surface and light reflecting fdsh. 

Text on side panel (no text box). 
Unseriffed prin t . 
No bofd text. 
Print size 3.5. 
Reproduction of print is very clear. 
Leading 3.5 / 3.5 (100%). 
C o n m t  85%, black Ietters on white background. 
Line length 9 picas. 
Ingredient names comected by .. .... dots to arnounts. 
Mixed case. 
Left justified. 
No hyphenation. no abbreviations. 
Boldface headings, no italics. 
No illustrations. 

10. Persod Care Creams in Tubes SMALL CONTAINERS 



Text on bottom hatf of tube pamllel to base of tube. 
UnserBed print. 
No reverse print. 
No shapeù text. 
Rint size 7 point. 
Leading 7f7 (100%). 
Contrast 80%, green letters on yeliow background fading to ivory background toward the 
bottom of the tube. 
Tone on tone within 80% contrast range. 
Line length 7 picas, fuli width of the tube. 
Mixed case and a i i  capitai headings. 
Fully justified. 
Hyphenation, no abbreviations. 
No italics, no bolclface. 
Surface f ~ s h  shiny. 

B First Aid Antibiotic Ointment 

Text horizontal under brand name and front panel information on one side in English. 
otherside in French. 
Unseriffed print. 
No reverse print. 
No condensed. 
No boxed text, 
Rint size 5 point. 
Clear print reproduction. 
Leading 5/5 (100%). 
Contrast 8546, dark green lette= on white background. 
Line length 12 picas. 
Mixed case and a i i  capitalS. 
FuUy justified (French language text). 
No hyphenation, no abbreviations.. 
No italics. 
Boldface headings in mixed case. 
Surface finish shiny. 

Text on side panel of tube parailel to length of tube. 



Unseriffed print. 
No reverse print. 
No condensed print. 
Print size 5 point. 
Clear print reproduction. 
Leading Y 5  (1 00%). 
Conaast 85%. black letten on white background. 
Line length Il picas. 
Mixed case text, al1 capital headings. 
Left justifed 
No hyphenation. no ab breviations. 
No italics. 
Boldface headings, no bold text 
Surface finish shiny. 

L 1. Household Floor Waxes 

A Self Poiishing 

Text on back of front panel (has to be read through the container and product (not refenredto 
on front panel) 
Unserifed print 
No reverse print. 
No condensed print 
Print size 6 point. 
Leading 6/8 (120%). 
Contrast 55%. beige letters on off-white background. 
Tone on tone. 
Line length I l picas. 
Mixed case text, ail capital headings. 
Fuily jussed. 
Hyphenations, no abbreviatons. 
No italics. 
Boldface headings. 
Surface flnish s hiny . 

Text on back panel, 2 newspaper style columns English on left. 
Unserif fed prin t. 
No reverse print. 
No condensed print 



No bold print 
Rint size 8.5 point. 
Leading 838.5  (100%). 
Line length 7 picas. 
Contrast 85. alternathg text block paragraphs in black letters and medium green lemn 
onwhite background. 
Tone on tone within contrast of 85%. 
Mixed case and ail capital. print. 
Left justified 
Hyphenations. abbreviations. 
No italics. 
Boldface headings, key words and product name. 

C Liquid Wax 

Text on the backside of front panel (viewed through container and contents. 
Unserifed print. 
No reverse print. 
Print size 8 point 
Leading 8/8 (100%). 
Line length 18.5 picas. the width of the panel with a small rnargui, under 112 inch. 
Contrast 80%. headings and bolciface in red print text in dark blue print on ivory 
background. 
Mixed case for text, ail capitals for boldface headings and product narne. 
FuUy justified. 
Hyphenations, no abbreviations. 
No italics. 
No illustrations, 
Surface finish shiny. 

12. Hazardous Household Product~ 2 SMALL CONTAINERS, 1 NORMAL. 

Text in vertical position on side panel. 
Unseriffed print 
Reverse print. 
Condensed pMt. 
No boxed text. 
Rint size 8 point. 
Leading 8/8 (100%). 



Line Length 13 picas. 
Contrast 90%. reverse print white on black background. 
Mixed case for tex& ail capitals for headings in boldface. 
FuUy justified. 
Hyphenations, no abbreviations. 
No italics. 
NO illustrations 

B Garden Spray 

Text on side panel. English on one side, French on the other. 
Unseriffed print. 
No reverse print. 
No condensed print 
Rint size 5 point 
Clear p ~ t  reproduction 
Line Iength 9.5 picas. width of the panel with n m w  borders. 
Contrast 85, black l e m  on white background. 
Mixed case for text and boldface text headings. 
Ail capitals for major headings. 
Caution statements. First Aid, Toxicology in 5 point print 
Fully jusfieci, no boxed text. 
Hyphenation. no abbreviations. 
No italics. 
No illustrations. 

C Toilet Bowl CIeaner 

Text on side panel. English on one side, French on the other. 
Unseriffed p ~ t .  
Reverse prin t 
Condensed print 
Print size 9.5 point. 
Leading 9.W9.5 ( lûû%), 
Line length 8.5 picas. 
Contrast 80%. dark blue letters on white background. 
Mixed case for texk a l l  capitals for boldface headings. 
Boldface signal words in reverse prinf dark blue on white. 
First Aid Treatment in boldface reverse print, white on dark blue. 
FuUy jusfified. 
Hyphenations, no abbreviations. 



No italics. 
No illustrations. 

13. Hazardous Aerosol Spray Cans 

A Air Freshener 

Text in vertical position on side panel. 
Unsenffed print 
No reverse print. 
No condensed print 
Bold key words. 
Rint size 8 point 
Leading 8/8 (100%). 
Line length 22.5 picas. 
Contrast 80. red letters on white background. 
MUred case text, ail capital boldface headings. 
AU capital caution information in text 
Fully justifiecl. 
No hyphenation, no abbreviaîions. 
No italics. 
No illustrations. 

B Waterproof Spray for Leather 

Text in text blocks (4 languages) on side panel. 
Unseriffed print. 
No reverse print. 
No condensed print. 
Rint size 7.5 point. 
Leading 7 .Y6 (80%). 
Line length 1 1 picas. 
Contrast 65%. 
Tone on tone, black letters on red screened with black background (to resemble water 
droplets) pgressively darker background from tup to bottom of tin. so some language text 
block are higher in contrast than others. 
Mixed case. 
Fully jus tified. 
Hyphenation, abbreviation. 
Italics. 
No bolciface. 



Surface finish shiny. 

C Window Cleaner 

Text in vertical text blocks on side panel (English and French tex& side by side). 
Unseriffed print. 
No reverse print. 
No condense. print. 
Bold key words. 
Rint size 6.5 points. 
Leaded 6.97 (107.6). 
Line length 16 picas. 
Contrast 85, dark blue letters on white background. 
Mixed case tex& aU capital bolciface and caution headings. Ali capital safety information. 
Left justified. 
No hyphenation. no abbreviations. 
No italics. 
No illustrations. 

14. Househdd Spray Cleaner HAZARDOUS PRODUCTS 

A Bathroom Cleaner 

Text on back panel contoured to shape of panel (rounded rectangle). 
Unseriffed print. 
No reverse print. 
Condensed print. 
Rint size 6.5 point. 
Leading 6.515 (76.9%). 
Line Length varies h m  8 pica to Full panel length text for uses. French under English 
Text block outlined in blue on yellow background. Directions in newspaper style columns 
English on Ieft and French on right. 
Contrast 8546, dark blue letter on white background except for text box which is dark blue 
Ietters on yellow background. 
Mixed case text, a i l  capital headings in red and dl capital key words. 
Fufiy justified 
Hyphenation, no abbreviations. 
No italics. 
One illustration 



B Ail Purpose Spray Cleaner 

Text on back panel contoured to shape of panel ... soft pyramid shape. 
Unseriffed print. 
bold text 
Leading 100% 
condenseci print 
Rint size 7point 
Line Length changes to confonn to panel contour 9 to 17 picas 
3 levels of con trast... 3 print colours: yellow. off-white and orange letters on green 
background, 80% best contrast 
Reverse print 
Alternathg tone one tone. 
Mixed case for fmt text block in yellow, All capitals. mixeci case and ail capital italics in 
second text block. ai l  capitals in orange letters in third text block. Pattern repeats for French 
text which is wrapped around bar code. 
Fuil y justified 
Hyphenation. no abbreviations. 
Italics. 
No illustrations 

C S pmy Cleaner 

Text on back panel in soft pyramid shape. 
Unseriffed prin t 
Condensed print 
Rint size 8 point 
Leaded 1 0 %  
Line length changes h m  10 picas to 18 picas to conform to panel contour 
Contrast 75 % yeliow letters on orange-red background tone on me .  
AU capital print 
Fully justified 
Hyphenation, no abbreviations. 
No italics. 
No illustrations. 



Appendix K. Photocopy of Instruction Label A and Instruction 
Label B. Actual size. 





Appendix L. Text of Instruction Label A. 

Easy Off Oven Cleaner 

line Text Comments 

Read entire label before use. 

TO APPLY EASY-OFF: 

SHAKE CAN WELL BEFORE AND DURING APPLICATION 

1 .  Spread a thick layer of newspapers under oven door 

to protect floor from spray and drippings. For ease of 

application remove oven racks for separate cleaning. 

2. Hold c m  upnght pointed away from face. Spray 

generously (use 200 g for average oven). Spray sur- 

faces from a distance of 9- 12 inches. After application. 

close oven door. Follow cleaning directions below . 

3 .  To clean spray valve, invert can and spray briefly 

after use. Rinse button and drain off excess water. 

FAST AND EASY DIRECTIONS: For fast and effective 

cleaning d o w  foam 20 minutes to self-scour. Use wet 

cloth or sponge to wipe clean. Rinse cloth requently. 

HOT OVEN DIRECTIONS: For faster cleaning 

preheat oven to 95°C (200°F). Turn off oven and apply 



as directed above. Allow foarn 5-10 minutes to self- 

scour before wiping clean. 

EASY OVERNIGHT DIRECTIONS: Apply as directed to 

cold oven. CIose door and allow formula to self-scour 

ovemight for 4 hours or longer. Next moming simply 

wipe clean with wet cloth or sponge. 

If necessary repeat application on heavily encrusted 

areas. but allow formula to self-scour longer. 

Wear rubber gloves and avoid inhaling mist. Keep out  of 

the reach of children. In case of contact with clohes. 

pa..int, furniture or floor. diiute with water irnmediately. 

Do not spray on exterior oven surfaces. chrome. baked 

enamel or durninum. Keep spray off elechical connec- 

tions. thermostat. light bulb switch. light bulb or pilot 

light. Avoid excessive use on glass. 

NOT FOR USE ON SELF-CLEANING OVENS 

CAUTION: CONTENTS UNDER PRESSURE. CONTAINER 

MAY EXPLODE IF HEATED. AVOID CONTACT WITH 

EYES. DO NOT PLACE IN HOT WATER OR NEAR 

RADIATORS, STOVES. OR OTHER SOURCES OF HEAT. 



Q 42. DO NOT PUNCTURE OR INCINERATE CONTAINER OR 

43. STORE AT ROOM TEMPERATURES OVER 49°C ( 120°F). 

44. FIRST AID TREATMENT: CONTAINS SODIUM HYDRO- 

45. XIDE. IF SPLASHED IN EYES OR ON S U N .  FLUSH 

46. THOROUGHLY WITH WATER. CALL PHYSICIAN 

47. IMMEDIATELY. 



Appendix M. Instruction Text Label B 

Shoppers: Oven Cleaner 
self scounng 

line 

1. 

Text Comments 

DO NOT USE ON: CONTINUOUS OR SELF 
CLEANING OVEN. HOT OVENS CHIPPED OR 
DAMAGED OVEN RACKS, EXTERIOR OVEN 
SURFACES, ALUMINUM COPPER, 

CHROME, PLASTICS, PILOT LIGHTS, HEATING 
ELEMENTS, ELECTRICAL CONNECTIONS, DOOR- 
OPERATED LIGHT S WITCHES. LIGHT BULBS. 
RECEPTACLE, OR 

THERMOSTATS. IF DONE ACCIDENTALLY. JUST 
WIPE OFF M E D I A T E L Y .  DIRECTIONS: 1. WEAR 
RUBBER GLOVES AND PROTECT ARMS WHEN 
USING. IF PRODUCT CONTACTS SKIN DURING 
USE, FLUSH THOROUGHLY WITH WATER. 

2.USE IN COLD OVEN, SHAKE CAN WELL AND 
FREQUENTLY. 3. POINT ARROW ON SPRAY 
BUTTON TOWARD BLACK DOT ON RIM. HOLD 
CAN AS UPRIGHT AS POSSIBLE 

DURING USE TO PREVENT POSSIBLE LOSS OF 
INTERNAL PRESSURE. 4. SPRAY FROM A 
DISTANCE OF 9"-12" FROM OVEN SURFACE. USE 
200g FOR AVERAGE OVEN. 

5. START Wï ïH  CEILING, SPRAY GENEROUSLY IN 
EVEN STROKES OVER ALL SURFACES INCLUDING 
OVEN DOOR WKNDOWS. BEFORE CLOSING DOOR. 
PLACE 



FOLDED PAPER TOWELS BETWEEN BOTTOM OF 
DOOR AND OVEN TO PREVENT POSSIBLE 
SEEPAGE. IF OVEN DOOR HAS DOOR-OPERATED 
LIGHT SWITCH, PLACE FOLDED 

PAPER TOWEL BETWEEN DOOR AND SWITCH AS 
DOOR IS CLOSED. 6. RINSE SPRAY B W O N  AFIXR 
USE. FOR OVERNIGHT CLEANING APPLY AS 
DIRECTED. LET SELF- 

SCOUR OVERNIGHT FOR 8 HOURS OR LONGER. 
NEXT MORNING, SIMPLY WIPE CLEAN WITH 
SPONGE OR PAPER TOWELS. FOR FAST DAYTIME 
CLEANING, APPLY 

10. AS DIRECTED. AFTER AT E A S T  20 MINUTES, 
SIMPLY WIPE CLEAN WITH WET SPONGE OR 
PAPER TOWELS. FOR HEAVILY STAINED AREAS. 
ALLOW TO SELF-SCOUR 

11. LONGER. CAUTION: KEEP OUT OF REACH OF 
CHILDREN. AVOID CONTACT WITH EYES. 
CONTENTS UNDER PRESSURE. DO NOT PLACE IN 
HOT WATER OR NEAR 

12. RATIATORS, STOVES OR OTHER SOURCES OF 
HEAT. DO NOT PUNCTURE OR INCINERATE 
CONTAINER OR STORE AT ROOM TEMPERATURE 
OVER 50°C(122"F) AVOID 

13. INHALING. FlRST AID TREATMENT: CONTALNS 
CAUSTIC SODA. IF SPLASHED IN EYES OR ON 
SKIN FLUSH THOROUGHLY WITH WATER. CALL 
PHYSICW TMMEDIATELY. 



Appendix N. 

Participants' scaling of importance of setected information on food la bels'. 
(N = 50) 

Information Important Not Very Important Unimportant 

Who made the product 41 7 

Address of manufacturer 23 18 

Substances or additives 48 2 

instnictions 48 2 

Weight or volume 46 4 

How to avoid hazards 47 3 

Expiry date 50 O 

Note: 1. Food products are defined as those regulated by Agriculture and Agri-Food 
Canada. 



Appendix N, Continued. 

Participants' Rankings and Weighted Rankings for Importance of Information on 
FoodProduct Labels 

Type of Information Rank Total 

Whomadeproduct N' 6 4 4 8 4 11 4 41 
W' 42 24 20 32 12 11 4 156 5 

Address N' O 3 O 1 1 11 25 41 
w3 O 18 O 3 3 22 25 7 2  7 

Ingredien ts N' 22 10 2 4 3 O 1 42 
W' 154 60 10 16 9 O 1 241 1 

Instruction N' 5 6 9 10 9 3 I 42 
w3 35 36 15 40 27 4 1 188 2 

Weight / volume N' 1 6 6 8 10 6 5 12 
w3 7 36 30 32 30 12 5 152 6 

Avoid hazards N' 5 5 12 6 6 5 3 42 
w3 35 30 60 24 18 10 3 180 3 

Expiry date N' 5 10 7 5 8 6 1 42 
W' 35 60 35 20 24 12 1 177 4 

Note: 1 .  Nurnber of respondents ranking variable. 

2. The weighted scores appear beneath the frequencies. Weighted scores were 
determined by multiplying the rating frequencies by their inverse ranking. 
For example, those ranked 1 were multiplied by 7. those ranked 2 were 
multiplied by 6. and so on. The results were ordered 1, 2, etc. 



Appendix O. 

Participants' scaling of importance of selected information on hazardous product' 
labels 

Information important Not Vtry Important Unimportant ~otal '  

.- 

Who made the product 

Address of manufacturer 

Substances in the product 

Instructions 

Weight or volume 

How to avoid hazards 

What to d o  / accident 

Note: 1. Hazardous products are definrd as thosc subject to the Hazardous Products 
Act and bearing a hazard symbol on the front panel. 

2. Number of respondents rankin; variable. 



Q Appendix O Continued. 

Rankings and weighted rankings for Importance of Information on Hazardous 
Product Labels. (N = 40) 

Type of Information Rank To ta1 

1 2 3 4 5 6 7 Weighted 
TotaVRank 

Manufacturer Nt 2 1 1 - 7 16 1 1  7 40 
W3 14 6 5 8 48 22 7 110 5 

Address N' O O 1 - 7 6 14 17 40 
W3 O O 5 8 18 28 17 76 7 

Instructions N' 17 6 13 4 O O O 40 
W3 119 36 65 16 O O O 206 3 

Weight / volume N" 2 1 2 8 12 15 40 
W3 O 12 5 8 24 34 L5 88 6 

Safety N2 3 12 10 9 5 1 O 40 
w3 21 72 50 36 15 2 O 196 4 

Note: 1. Number of respondenst ranking variable. 

2. The weighted scores appear in the rows beneath the frequencies. Weighted 
scores were detemiined by multiplying the rating frequencies by their 
inverse ranking. For example. those ranked 1 were multiplied by 7. those 
ranked 2 were multiplied by 6. and so on. The results were ordered 1. 2. 
etc. 



Appendix P. 

Participants' scaling of importance of selected information on ordinary consumer 
product labels1. (N = 50) 

Information Important Not Very Important Unimportant Total 

Who made the product 38 12 

Address of manufacturer 23 20 

Substance in the product 46 4 

Instructions 49 1 

Weight or volume 35 15 

Expiry date 49 1 

What to do / accident 47 3 

Note: 1. Ordinary Consumer Products are those that are not included in food or 
hazardous produc ts. In this study ordinary produc ts include household 
products, personal care products and non-prescription mrdications. 



Appendix P Continued. 

Participants' Rankings and weighted rankings for Importance of Information on 
Ordinary Consumer Product Labels. 

Type of Information Rank Total 
Weighted 

1 2 3 4 5 6 7 TotaURank 

Manufacturer N' 4 
w3 

Address N' 
w3 

hsmc tions NI 

w3 

Weight / volume NI 

w' 

Expiry date N? 
w3 

What to do N' 
w3 

Note: 1. Number of repondents ranking the variable. 

2. The weighted scores appear in the rows beneath the frequencies. Weishted 
scores were determined by multiplying the rating frequencies by their inverse ranking. 
For example, those ranked 1 were rnultiplied by 7, those ranked 2 were multiplied by 6. 
and so on. The results were ordered 1,2,  etc. 



Appendix Q 
TYPOGRAPHY VARIABLE SCORES OF 30 SELECTED PRODUCTS 

Product Numkr 1 2 3 4 5 6 7 8 9 1 O 1 1  
Group Number 1 1 1 - 7 Z - 3 3 3 3 3 4 

Variable Fau l ts 

Style 

Site 

Lrading 

cas2 

Justification 

Organization 

Contnst kve l  

Reverse pria t 

S hiny 

Reproduction 

Read through 

Attractive 2.4 2.3 1.8 2.0 1.8 1.7 2.3 2.1 2.0 2.5 1 .Z 
Product names by group and product number 
Group Product nurnkr Producr name* 
1 1 .  Classic date square mix 
1 .  2. Mocha chocolate hrownie mis 
1 .  3. Fudge marbie mix 

Beef pasta & vegetable baby food 
Chunky beef & vegerable baby food 
Chunky vegetable & chicken baby food 

3. 7. Bistro pasta 
3. 8. Macaroni express 
3. 9. Macaroni longs 

4. 1 O.  Margarine white label 
4. 1 1 .  Margarine btue label 



Appendix Q Continued 
TYPOGRAPHY VARIABLE SCORE OF 40 SELECTED PRODUCTS 

Product Number 12 13 14 15 16 17 18 19 10 11 7 3  - - 
Group Number 5 5 5 6 6 6 7 7 8 8 8 

Variable Faults 

Style 

Size 

Lmding 

Case 

Justification 

Organization 

Conuast k v e l  

Reverse print 

Shiny 

Reproduction 

Read through 

Attractive 1 .Y 1.9 1.7 1.6 2.0 2.6 1.8 2. l -.- 2.4 1.1 7 7 

Product names by group and producr nurnber 
Group Product number Product narne* 
5. 12. Macaroni and cheese dinner 
5. 13. Egg noodles and cheese dinner 
5. 14. Spiral pasta & cheese dinner 

6. 15. High peel3 fruit marrnalade 
6. 16. Low calorie strawberry spread 
6. 17. Pure biack curranc jam 

Original pizza sauce 
Pizza sauce 

Shampoo 
Herbd sharnpoo 
Hair spray (non-aerosoi) 



Appendix Q Continued 
TYPOGRAPHY VARIABLE SCORE OF 40 SELECTED PRODUCTS 

Product Number 23 24 25 26 17 28 29 30 3 1 
Group Number 9 9 9 10 1 O t O L 1 11 1 1  

Variable Faults 

Style 

Size 

Leading 

Case 

Justification 

Orgaaiztttion 

Contmt k v e i  

Reverse print 

Shiny 

Reproduction 

Read through 

TVScore 

EOR 

Attractive 

Product 
Group 

9. 
9. 
9. 

1 o. 
1 O. 
IO. 

11. 
11. 
11. 

lames by group and product numbcr 
Produst number Product name* 

23. Nose drops 
24. Eye drops 
25. Vi tamins 

26. Anu-i tch cream 
27. Firs t Aid Cream 
28. Ant i -bgus  foot cream 

Self-polishing floor wax 
Klear shine floor wax 
Liquid floor wax 



Appendix Q Continued 
TYPOGRAPHY VARIABLE SCORE OF 40 SELECTED PRODUCTS 

Product Nunber 3 2 33 34 3 5 2 6 3 7 3 8 3 9 4 0  

Group Numkr 12 12 12 13 13 13 14 14 1 1 

Variable Fau 1 ts 

Style 

Size 

Leading 

Case 

Justification 

Organization /points 

Contras t k v e  l 

Reverse prin t 

Shiny 

Reproduction 

Read through contenu 

TVScore LI 6 8 2 11 3 10 14 12 

Ease of reading 1.5 1.4 2.5 2.3 1.2 2.2 1.7 1 .Y 1.3 

Attractive 1.4 1.4 -.- i 7 -.a 7 7 1.3 2.1 2.0 a.- 1 .f i 7 

Product names by group and product nurnbcr 
Group Producc number 

Spray Iock de-icer 
Garden spray 
Toiler bowl cleaner 

Air freshener spray 
Leather waterproofing spray 
W indow clcaner spray 

Bathroom cleaner spray 
Al1 pwpose spray c l s u e r  
Spray cleaner 



Appendix Q 
TYPOGRAPHY VARIABLE SCORES OF 40 SELECmD PRODUCTS 

S tylr 

Size 

Leading 

Case 

Justification 

Organization 

Conuast k v e l  

Reverse print 

Shiny 

Reproduction 

Read through 

Attractive 2.4 2.3 1.8 2.0 1.8 1.7 2.3 2.1 2.0 1.5 1 .Z 
Product names by group and product number 
Group Product nurnber Product narne* 
I 1 .  CIassic date square rnix 
1 .  2. Mocha chocoIate brownie mix 
1 .  3. Fudge marble mix 

Beef prista & wgetablr: baby food 
Chunky beef & vcgetabit: baby food 
Chunky vegetable lk chicken baby food 

Bistro pasta 
Macaroni express 
Macaroni longs 

Margarine white label 
Margarine blue label 



Appendix Q Continued 
TYPOGRAPHY VARIABLE SCORE OF JO SELECTED I'RODUCTS 

Product Nurnkr 1 S 13 14 15 16 17 18 19 70 2 1 -- 77 

Group Numtxr 5 5 5 6 6 6 7 7 8 8 8 

Style 

Size 

Lcading 

Ca= 

Justification 

Organization 

ConVast Lrvrl 

Reverse print 

Shiny 

Reproduction 

Read through 

Attractive 1 .Y 1.9 1.7 1.6 2.0 2.6 1.8 2.1 7 7 5.4 1.1 

Product names by group and product number 
Group Product number Product name* 
5.  12. Macaroni and cheese dinoer 
5. 13. Egg noodles and cheese dinner 
5. 14. Spiral pasta & cheese dinner 

High peeI 3 fruit mannalade 
Low calorie suawberry spread 
Pure black cur~ant jm 

Original pizza sauce 
Pizza sauce 

8. 20. Shampoo 
8. 2 1 .  Herbal shampoo 
8. 22. Hai .  spray (non-aerosol) 



Appendix Q Continued 
TYPOGRAPHY VARIABLE SCORE OF 40 SELECTED PRODUCTS 

prodyct Number 23 24 25 26 27 28 29 30 3 1 
Group Number 9 9 9 10 L O 1 O 1 I I l  I l  

Variable Faults 

Style 

Size 

Leading 

Case 

Justification 

Organization 

C o n t ~ s t  Levsl 

Reverse print 

Shiny 

Reproduction 

Read through 

EOR 1.4 1.2 1.5 -.- 1.7 I .5 1.2 2.5 1.21 7 7 

Attractive 1.4 1.7 1.5 2.1 2.5 1.6 1.4 2.3 1.8 

Product names by group and product nurnber 
Group Product numkr Product name* 

Nose drops 
Eye drops 
Vitarnins 

Ami-itch crearn 
Fi t  Aïd Gearn 
Anu-fungus foot cream 

1 1 .  29. Self-polishing floor wax 
1 1 .  30. KLear shine tloor wax 
I l .  31. Liquid floor wax 



Appendix Q Continued 
TYPOGRAPHY VARIABLE SCORE OF 30 SELECTED PRODUCTS 

Product Number 32 33 34 3 5 3 6 3 7 38 3 9 J O  
Group Nuniber 13 12 11 13 13 13 14 14 14 

Variable Fau 1 ts 

Style 

Size 

Lead ing 

Crise 

Justitication 

Organizrttion /points 

Contnst Level 

Reverse prio t 

Shiny 

Reproduction 

Read through contents 

TVScore 11 6 8 - 7 I l  3 10 14 12 

Ease of reriding 1.5 1.4 2.5 2.3 1.2 2.2 1.7 1 .Y 1.3 

Attractive 1.4 1.4 -. 7 - 7 atm 7 7 1.3 2.1 2.0 -. - 1.2 1 1 

Product narnes by group and product number 
Group Product numkr 

Spray Iock de-icer 
Garden spray 
Toilet bowl cleaner 

Air freshener spray 
Leather waterproofing spray 
Window cleaner spray 

Bathroom cIeaner spray 
Al1 purpose spray cleaner 
Spray cleaner 



Appendix R.1 ' Frequencies of Participants' Scores for 3 Selected Cake Mixes (N = 50) 

Group Number 1. Product Number and Narne 

Food: Cake Mixes 1. Classic date 2. Mocha choc. 3. Fudge 
square mix brownie mix marble mix 

Ease of Reading 

Very Easy 
Easy 
Not Easy 
- 

To ta1 

Attractiveness 

Very Attractive 
Attractive 
Not Attractive 

Total 50 49* -tg* 

#1 Reading Preference 
Degree of Preference 

Very Much 
Moderate 
Slight 

Scores 

TVScore 
Ease of Reading Score 
Attrac tiveness Score 

* missing nurnber 



Appendix R 2 

Frequencies of Participants' Scores for 3 Selected Baby Foods (N = s'O) 

Group Number 2. Product Number and Name 
Food Products: Baby Foods 

4. Beef Pasta 5. Chunky beef & 6. Chunky veg. & 
& veg. baby food veg. baby food chicken baby food 

Ease of Reading 

Very Easy 
Easy 
Not Easy 

--- - -- 

TOM 

A ttractiveness 

Very Attractive 14 
Attractive 24 
Not Attractive 12 

Total 

# 1 Reading Preference 
Degree of Preference 

Very Much 
Moderate 
SLight 

Scores 
TVScore 
Ease of Reading Score 
Attractiveness Score 

* missing number 



Appendix R 3 

Frequencies of Participants' Scores for 3 Selected Pasta (N = 50) 

Group Nurnber 3. Product Number and Name 
Food: P asta 7. Bistro Pasta 8 .Macaroni 9. Macaroni 

express longs 
Ease of Reading 

Very Easy 
Easy 
Not Easy 

Total 

A ttractiveness 

Very Attractive 
Attractive 
No t Attractive 

Total 50 50 50 

# 1 Reading Preference 32 
Degree of Preference 

Very Much 22 
Moderate 26 
Slight 1 

Scores 

TVScore 2 3 4 
Ease of Reading Score 2.5 1.8 2.1 
Attractiveness Score 2.3 2.1 2.0 



Appendix R 4 

Frequencies of Participants' Scores for 2 Selected Margarines (N = 50) 

Group Number 4. Product Number and Name 
Food: Margarine 10. iMargarine 1 1. Margarine 

whitelabel blue label 
Ease of Reading 

Very Easy 
Easy 
Not Easy 

Total 

A ttractiveness 

Very Attractive 
Attractive 
No t Attractive 

Total 50 

# 1 Reading Preference 47 
Degree of Preference 

Very Much 43 
Moderate 5 
Slight 2 

Scores 

TVScore 4 6 
Ease of Reading Score 2.5 1.2 
Attractiveness Score 2.5 1.2 



Appendix R 5 

Frequencies of Participants' Scores for 3 Selected Pasta Dinners (N = 50) 

Group Number 5 .  Product Nurnber and Name 
Food: Pasta Dinners 12. Macaroni 13. Egg noodles 4. Spiral pasta & 

and cheese dinner and cheese dinner cheese 
dinner 

Ease of Reading 

Very Easy 
Easy 
Not Easy 

- 

Total 

A ttractiveness 
- - -  -- -- 

Very Attractive 
Attractive 
No t Attractive 

Totai 50 

# 1 Reading Preference 26 
Degree of Preference 

Very Much 17 
Moderate 27 
Slight 6 

Scores 

TVScore 10 
Ease of Reading Score 2.1 
Attractiveness Score 1.9 



Appendix R 6 

Frequencies of Participants' Scores Cor 3 Selected Jams (N = 50) 

Group Number 6. Product Number and N m e  
Food: Jams 15. High peel 3 16. Low calorie 17. Pure black 

fruit m m a l a d e  strawberry spread currant jam 

Ease of Reading 

Very Easy 
Easy 
Not Easy 

Total 50 

A ttracîiveness 
-- - - -- 

Very Attractive 
Attractive 
No t Attractive 

# 1 Reading Preference 4 
Degree of Preference 

Very Much 44 
Moderate 5 
Slight 1 

Scores 
- 

%~core 13 
Ease of Reading Score 1.2 
Attractiveness Score 1.6 



Appendix R 7 

Frequencies of Participants' Scores for 2 Selected Pizza Sauces (N 50) 

Group Number 7. 
Food: Pizza Sauce 

Ease of Reading 

Product Number and Name 
18. Original pizza sauce 19. Pizza sauce 

Very Easy 
Easy 
Not Easy 

Total 

Attractiveness 

Very Attractive 10 
Attractive 20 
No t Attractive 18 

Total 48* 48* 

# 1 Reading Preference 7 
Degree of Preference 

Very Much 36 
Moderate 13 
Slight 1 

Scores 

TVScore 13 7 
Ease of Reading Score 1.4 2.6 
Attrac tiveness Score 1.8 2.1 

* rnissing numbers (2) 



Appendix R 8 

Frequencies of Participants' Scores for 3 Selected Personal Hair Care Products (N = 
50) 

Group Number 8. 
Personal Produc ts: Hair 

P roduct Nurnber and Name 

20.S harnpoo 21. Herbai 22. Hair spray 
shampoo (non-aerosol) 

Ease of Reading 

Very Easy 
Easy 
Not Easy 

A ttractiveness 

Very Attractive 14 25 O 
Attractive 30 31 6 
Not Attractive 6 4 4-4 

# 1 Reading Preference 14 
Degree of Preference 

Very Much 32 
Moderate 16 
Slight 2 

Scores 

TVScore 8 2 6 
Ease of Reading Score 2.3 2.7 L .  1 
Attractiveness Score 2.2 2.4 1.1 



Frequencies of Participants' Scores for 3 Selected Personal HeaIth Care Products (N 
= 50) 

Group Number 9. 
f ersonal Health Care 

Ease of Reading 

Product Nurnber and Name 
23. Nose Drops 24. Eye Drops 

Very Easy 
Easy 
Not Easy 

Total 

A ttractiveness 
-- 

Very Attractive 6 7 3 

Not Attractive 35 18 27 

Total 49* 49* 50 

Reading Preference 18 
Degree of Preference 

Very Much 14 
Moderate 19 
SLight 16 

Scores 

TVScore 8 
Ease of Reading Score 1.4 
Attractiveness Score 1.4 



Appendix R 10 

Frequencies of Participants' Scores for 3 Selected Personal Care Crearns (N = s'O) 

Group Nurnber 10. Product Number and Name 
Personal Care Creams 26. Anti-Itch 27. First Aid 28.Anti- fungus 

cream cream foot cream 
Ease of Reading 

Very Easy 
Easy 
Not Easy 

Attractiveness 

Very Attractive 15 26 6 
Attractive 26 22 18 
Not Attractive 9 1 25 

Total 50 49* 49" 

# 1 Reading Preference 33 
Degree of Reference 

Very Much 22 
Moderate 18 
Slight 9 

Scores 

TVScore 6 7 6 
Ease of Reading Score 2.2 1.7 1.5 
Atîractiveness Score 2.1 2.5 1.6 



Appendix R 11 

Frequencies of Participants' Scores for 3 Selected Household Floor Polishes (N = 50) 

Group Nurnber 11. Product Number and Name 
Household Floor Polish 

29. Self polishing 30. Klear 3 1. Liquid floor 
floor wax shine floor wax wax 

Ease of Reading 

Very Easy 
Easy 
Not Easy 

To ta1 

Attractiveness 
- 

Very Attractive 
Attractive 
Not Attractive 

# 1 Reading Preference 5 
Degree of Preference 

Very Much 32 
Moderate 14 
Slight 4 

Scores 

TVScore 18 3 12 
Ease of Reading Score 1.2 2.5 1.8 
Attractiveness Score 1.4 2.3 1.8 



Appendix R 12 

Frequencies of Participants' Scores for 3 Selected Household Hazardous Products 
(N = 50) 

Group Number 12. Product Number and Name 
Household Hazardous Products 

32. SprayLock 33. Garden spray 34.Toilet 
de-icer BowlCleaner 

Ease of Reading 

Totai 50 50 50 

Very Attractive 2 6 15 
Attractive 15 IO 30 
Not Attractive 33 34 5 

Total 50 50 50 

# 1 Reading Preference 4 
Degree of Preference 

Very Much 31 
Moderate 16 
Slight 3 

Scores 

TVScore 1 1  6 8 
Ease of Reading Score 1.5 1.4 2.5 
Attractiveness Score 1.4 1.4 2.2 



Appendix R 13 

Frequencies of Participants' Scores for 3 Selected Household Aerosol Sprays (N = 
50) 

Group Nrimber 13. 
Household Spray 

Product Number and Name 

35. AirFreshener 36. Leather 37. Window 
spray waterproofing cleaner spray 

Ease of Reading S P Y  

Very Easy 
Easy 
Not Easy 

- - 

Total 49* 49* J9* 

Very ~ k a c t i v e  
Attractive 
Not Attractive 

Total 49* 48* 49* 

# 1 Reading Preference 29 
Degree of Preference 

Very Much 28 
Moderate 16 
Slight 5 

Scores 

TVScore 2 11 3 
Ease of Reading Score 2.3 1.2 2.2 
Attractiveness Score 2.3 1.3 2.1 



Appendix R 14 

Frequencies of Participants' Scores for 3 Selected Household Cleaners (N = 50) 

Group Number 14. Product Number and Name 
HousehoId CIeaners 

38. Bathroorn 39.All purpose 40. Spray 
cleaner spray spray cleaner cieaner 

Ease of Reading 

Very Easy 
Easy 
Not Easy 

To ta1 

Attractiveness 

Very Attractive 
Attractive 
Not Attractive 

# 1 Reading heference 25 
Degree of Preference 

Very Much 20 
Moderate 24 
Slight 5 

Scores 

TVScore 
Ease of Reading Score 1.7 
Attractiveness Score 2.0 



Appendix S 

Pearson Correlation Matrix of Typography Scores with Ease of Reading and 
Attractiveness Scores for 40 Product Instruction Labels (N4O). 

TVScore Ease of Reading Attractive 

TVScore 1 .O00 
Ease of Reading -0.639 
Attractive -0.524 

Degrees of Freedom = 3 Probabilityc 0.001 

 en en dix 6 Conîinued. 

Pearson Correlation Matrix of Typography Scores with Ease of Reading and 

Attractiveness Scores for 31 Product Instruction LabeIs (N = 31). 

TVScore Ease of Reading Attractive 

TVScore 1 .O00 

Ease of Reading -0.682 

Attractive 

Degrees of Freedom = 3 Probability < 0.001 



Appendix T 

Comments on ease of reading of Label B. 

Weli. 1 can read it well, but then again I have done this job so many times that it makes a lot of 
sense so 1 don't generally read it very rnuch more. 1 do have to have glasses on when I'm reading 
it and I find in the real situation of a housewife you don't nomally Wear glasses to do 
housework, or if you don? have to Wear  thern then you won't Wear them. so you're often. you 
know. not in a position to go hunting for lasses so you often have to read it without glasses. So. 
I think they could reduce a lot of that print to about 5 points. very definite points. of do's and 
don't's and it would be sirnpler and more readily accessible to the average person. 

Well, it's not ... &...the light here sometimes ... ah ... rnakes a shadow so 1 can't see everything 
clearly enough. 1 think it's because it's on a canister and maybe that interferes with it. 

Well, the light in here is actually very good. 1 may also be the colours, 1 don't know ..... it's 
yellow on red. that couid be something to do with it. 

It was tembly difficult. The print was too ciose together. Both verticaily and honzonrally and 1 
found the yellow on the red hard to read. An awful ... they Say an awful ... It could be simplified I 
thuik. It's easier to read it venically than wider perhaps. 

If you saw that (Label B) you'd be put off so that if you've never cleaned an oven before  QU 
s so- that was important. 

Black on yellow (Label A) is easier than yellow on red. Vertically is better. 

It was temhle 1 ccold hardly see it.. 1 just couldn't see it the print is too srnall. I donTt have the 
best eyesight but then a lot of old people are worse than me ... odd though that may be. 

It's too close together. I'rn going from line to line and getting mixed up in the lines .... there's not 
enough space between the lines. 1 don't know whether it could be Listed this is how you use it - 
dum da dum da dum. 1,2 3. might be a better format instead of running it a l i  together. 

Oh boy, I'm going to have trouble with my eyes. 

There is far too much , for too concentrated in an area. Since I don't clean my oven. 1 would 
find this very fnistrating because by the Ume 1 would get to what 1 wanted to find out about how 
to use the darnned stuff 1 would be h t r a t e d .  1 would apt possibly take the Ume to read 
the directions. 1 would not read it. 

( She put it back on the table.) 



The words practically mn into the other. There are no spaces .... almost no spaces between the 
words. So there are two things against it: A. It's spread too far away, you can get to the end of 
a sentence, you could lose track and skip over a line. B. The colours .... and C. The words run 
together. This is very monotonous lookuig - the colour combination is not good. This is 
something that realiy has to be watched in doing reading directions. And you're looking at 
everything at one time whereas with Easy Off you can spot if you want to see what it is doing. 

The colour combination is the biggest drawback (Label B) Also reading it this way (on its side) 
whereas reading (Label A) this way (vertical) is much better. 

Easy Off has everything the opposite way to this one (Label B): short sentences. more space. 
black on the colour, spaced weii between the lines. 

Very hard to read. Red is the worst colour. If 1 found this can in the store, 1 would simply put it 
back. 1 wouldn't take the trouble to read it. 

Red is rhe most difficult colour, and yeiiow doesn't help. I would have to read the whole thing 
to fïnd out how to do easy overnight cleaning. For the hazard symbol, 1 think itts a thing for my 
generation, but since 1 have learned how to read, 1 read the information and 1 dontt have to 
memorize the symbols .... so 1 read the cautions. 

That's not easy to read. 

1 found it very - quite hard to read. Two things. Of course my eyes are not the best, you know. 
1 can see all nght .... but this is very long, and very srnail, and it's yellow on red which makes it 
very difficult to read. And of course, itts a shiny paper and the light shines on it. 

Instructions are clear but very hard to read. 



Appendix U, Part 1. 

Code 24 

Shoppers: Oven Cleaner 
self scouring 

line Text Comment. 

Now this is tricky because it's very small and it's on a circular page so it's hard to read. 

1. (DO NOT USE ON) I'm not supposed to use this on : 
CONI?NUOUS OR SELF CLEANING OVEN,""' HOT OVEN(S) 
CHIPPED OR DAMAGED OVEN RACKS, EXTERIOR OVEN 
SURFACESJonI ALUMINUM COPPER, 

CHROME. PLASTICS. PLOT LIGHTS, HEATING ELEMENTS. 
ELECTRICAL CONNECTIONS,~ DOOR-OPERATED LIGHT 
SWITCHES, LIGHT BULBS. % E C E P P ~ ' ~ A C L E .  OR 

THERMOSTATS~.P"~I IF DONE ACCIDENTALLY. NST WIPE 
O R  IMMEDIATELY. And 1 have a comment there straightaway. 
The minute you start to press this, you Hill automatically in some 
ovens get it on pilot iights and Ught switches and so on because 
they are al1 part of the oven and they are not covered up .... So 
that's what I don't use it o n  Then the DIRECTIONS: 1.  WEAR 
RUBBER GLOVES AND PROTECT / y o d  ARMS WHEN 
USING. IF PRODU(JT CONTACTS SKIN DLJNNG USE, FLUSH 
THOROUGHLY WITH WATER. 

2.USE IN /a/ COLD OVEN. SHAKE /the/ CAN WELL AND 
FREQUENTLY. 3. POINT ARROW (0N)P %RAY 
BUTTON TOWARD lthd BLACK DOT ON l thd  RIM. HOLD 
CAN AS UPRIGHT AS POSSIBLE Again that is very Mcky, 
because when you are acbiany doing the job, you have to get into 
corners where you ah have to ah twist the c m  around. 

Nurnber 3..& No, Fve done that one. Number 4: (DURING USE 
TO PREVENT POSSIBLE LOSS OF INTERNAL PRESSURE.) 4. 
SPRAY FROM A DISTANCE OF 9"912" FROM OVEN 
SURFACVI. USE 200g FOR AVERAGE OVEN. A Little bit hard 
to know exactly how much 200 grams is. 



5. START WITH /bC OVm/ CEILING, SPRAY GENEROUSLY IN 
EVEN STROKES OOVE (ALL) SURFACES INCLUDING 
OVEN DOOR r"l WINDOWS. BEFORE CLOSING ihl DOOR, 
PLACE 

(FOLDED PAPER TOWELS BETWEEN BOTTOM OF DOOR 
AND OVEN TO PREVENT POSSIBLE SEEPAGE. IF OVEN 
DOOR HAS DOOR-OPERATED LIGHT SWITCH, PLACE 
FOLDED) 

PAPER TOWEL BETWEEN pl DOOR AND SWITCH AS 
DOOR IS CLOSED. No..Fine, O.K. 6. RINSE /the/ SPRAY 
BUTTON AFT'ER  USE^(,)^^= CLEANING 
APPLY AS DIRECTED. LET SELF- 

SCOUR OVERNIGHT FOR 8 HOURS OR LONGER. And that's 
the way 1 normally do it. It's much easier to do it overnight and 
then mop it up. 1 think they should start with that. ( NEXT 
MORMNG, SIMPLY WIPE CLEAN WITH SPONGE OR PAPER 
TOWELS. FOR FAST DAYTlME CLEANTNG, APPLY 

AS DIRECTED.) A F E R  AT LEAST 20 MINUTES, SIMPLY 
W E  CLEAN WlTH WET SPONGE OR PAPER TOWELS. 
Correct, FOR HEAVILY STAINED AREAS, ALLOW TO SELF- 
scom 

LONGER. CAUTION: KEEP OUT OF pl EEACH OF 
CHILDREN. AVOD CONTACT WlTH EYES. /m CONTENTS 
P"/ UNDER PRESSC'RE. DO NOT PLACE IN HOT WATER OR 
NEAR 

RADIATORS,P STOVES OR OTHER SOURCES OF HEAT. O.K. 
DO NOT PUNCTURE OR INCINERATE CONTAINER OR 
STORE AT ROOM TEMPERATURE OVER 50°C ((122°F)) 
AVOD 

INHALING which is very hani when you are doing it. But on the 
other hand, we do it, so..., but it is hard to avoid that.. FIRST 
AID TREATMENT: CONTAINS CAUSTIC SODA(.) /and/ IF 
SPLASHED IN EYES OR ON Ithd S m  P~FLUSH 
THOROUGHLY WITH WATER /and (.) CALL /a/ PHYSICIAN 
IMMEDIATELY. 



Q. Can you comment on the ease of reading of that information? 

Well, 1 can read it weil, but then again 1 have done this job so many Urnes that it 
makes a lot of sense so I don't generally read it very much more. 1 do have to have 
glasses on when I'm reading it and 1 find in the real situation of a housewife you 
don't nomaiiy Wear glasses to do housework or if you dont have to Wear them then 
you won't Wear them, so youlre often, you know, not in a position to go hunting for 
lasses so you often have to read it without glasses. So, I think they could reduce a 
lot of that print to about 5 points, very definite points. of do's and don't's and it 
would be simpler and more readily accessible to the average perscn. 

Q. I was watching you reading and you had your thumbs on the edges and then following. What 
were you doing? 

Well, it's not .. ah ... the light here sometimes makes a shadow so I couldn't see 
everything clearly enough. 1 think it's because it's on a cannis ter and maybe that 
interferes with it. 

Q. Do you think there is not enough light? 

Well, the light in here is actually very good. 1 may also be the colours, I dont 
know . .A's yeliow on red, thaî could be something to do with it and the lines are too 
long. 



Appendix U, Part 2. c 
Code 05 

Shoppers: Oven Cleaner 
self scouring 

line Text Cornrnents 

1. Ahm .. .DO NOT USE 0N:ahhh ... 1 don....I can't ... ah.. 
CONTINUOUS OR SELF CLEANING OVEN, HOT OVEN(S) 
CHIPPED OR DAMAGE(D) OVEN RACKS, EXTERIOR 
ahh...wow.. OVEN SURFACES, ALUMINUM COPPER, 

2. CHROME, PLASTIC(S), PILOT LIGEUS, HEATING 
ELEMENTS,aah..eiectrica? @ no JLEamuL 
CONNECTIONS, DOOR-OPERATED LIGHT SWTTCHES, 
LIGHT BULBS,ah.. RECEPTACLE, OR .... oh, this is hard to 
read ..... 

3. THERMOSTAT(S). IF don @ no if a& ACCIDENTALLY, 
JUST WPEP"' OFF IMMEDLATELY. DIRECTION(S): 1. WEAR 
RUBBER GLOVES AND PROTECT ARMS WHEN USING(.), IF 
PRODUCT P - ' ~  dm- @ oh if product CONTACTS SKIN 
DURING USE. FLUSH &.Pm@ TyaEOTJGHT,Y WITH 
WATER,(.) and sornething. O.K. 

4. 2.USE IN COLD OVEN, SHAKE CAN WELL AiUD 
FREQUENTLY. 3. POINT ARROW ON SPRAY BUTTON 
ohowww TOWARDP-@ no DOT' la --"" "L O. K. 

1-D CAN AS 1- AS POSSIBLE 

5, U W G  USE -VENT P0c;STB J -E T .OSS OF 
m R e s u m e s  here: SPRAY FROM A DISTANCE OF( 
9"-)12111s it 12 inches? FROM OVEN SURFACE. USE 200s 
PTE, ... isomething or orhm A y m s m M x  

6. 5. STARTs WTTH oven CEILJNGs, SPRAYahh.. GENEROUSLY 
IN EVEN .... P...O.K. STROKES al1 OVER the (ALL) 
SURFACE(S) ... something or other W C L d  
WMDOWS. BEFORE something CLOSING DOOR, PLACE 

9 7. (FOLDED PAPER TOWELS BETWEEN BOTTOM OF DOOR 



II. 

AND OVEN TO PREVENT POSSIBLE SEEPAGE. IF OVEN 
DOOR HAS DOOR-OPERAED LIGHT SWITCH, PLACE 
FOLDED) (ENTIRE LINE IS OMI'ITED.) 

PAPER TOWEL BETWEEN DOOR AND SWITCH AS 
~ 0 0 w - O ~  O T H E R m .  6. RINSE SPRAY 
B W O N  /I think/ AFïER USE. FOR OVERNIGHT CLEAMNG 
APPLY AS DRECTED. LET? as directed. I think ... I 
think I've missed a line ah ...y a h .  

SCO_UR 
continues 
OVERNIGHT FOR 8 HOWRS OR LONGER NEXT MORMNG, 
SlMPLY W E  CLEAN WITEl SPONGE OR PAPER TOWEL(S). 
FOR FAST DAYTiME CLEANING, APPLY 

AS DIRECTED. A F E R  AT LEAST 20 MINUTES, SIMPLY 
W E  CLEAN WITH WET SPONGE OR PAPER TOWELS(.) FOR 
HEAVILY STAINED AIEAS, ALLOW TO SELF-Fra lhhk 

SCOUR 

LONGER. CAUTION: KEEP OUT OF REACH OF CHILDREN. 
p n d  amœh mit.h q t l M  with e y a  AVOD EYES, 
CONTENTS UNDER PRESSURE. DO NOT PLACE IN HOT 
WATER OR NEAR 

RATIATORS, STOVES OR O T H E R P * - S O ~  OF HEAT. 
DO NOTIP 10 secs. .... do not..do not...l can't read this word 
PL- OR ?- CONTAINER OR STORE 
/O BT ROOM TEMPERATURE OVER 50°C( 1 2 2 O F )  AVO ID.... oh 

INHALING. Pmdfo""'EIBST -.NT; CONTAINS 
CAUSTIC SODA. IF SPLASHED (IN EYES OR ON SKIN 
FLUSH THOROUGHLY) WITH WATER(.) CALL PHYSICIAN 
IMMEDIATELY. 

Weil, there's 2 ways in which to do it: 
Overnight, in which case you spray this and then you do it the next day. 
Or else. if you are in a huny, you can spray this and do it 20 minutes later. 

niere's an awful lot of things you can't use it on. It's a very dangerous product. You have to hold 
the cm 12 inches from the waii. 



Q. How easy was it to read the instructions? 

Very hard to read Red is the worst colour. If 1 found this cm in the store. 1 would simply 
put it back. 1 wouldn't take the trouble to read it 

Ranking Ease of Reading 11 10 

Red is the most difficult colour, and yellow doesn't help. 1 would have to read the whole thing io 
find out how to do easy overnight cleaning. For the hazard symbol, 1 think it's a thing for my 
peneration, but since I have learned how to read, 1 read the information and 1 dont have [O 
memorize the symbols .... so 1 read the cautions. 
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