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stages in designing labels for consumers
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To follow this code of practice you need to follow these stages. They are explained briefly here,  and in much 

greated detail in the guidelines that accompany this code of practice.
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1  scoping: ensuring that all factors necessary for the design or redesign of the label are known and taken 

into account, as far as possible

2  benchmarking: finding out how an existing label is performing and setting the performance 

requirements for a new or redesigned label

3  designing a new label: using graphics, typography, layout, colour, appropriate language, and structure. 

so that the label performs at or above the required level

4  testing the new label with consumers: where necessary, test the label with consumers using one-on-one 

diagnostic testing to diagnose any faults in the label’s performance

5  refining: making changes to the label following testing to remove any faults in the label’s performance

6   implementing the new label: supervising the printing of the label to ensure that the label used by 

consumers is of the same quality as the newly designed label, and introducing any customer information or 

support systems

7  monitoring the label in use: collecting data to find out whether or not the  

label continues to perform at an acceptable level with consumers.
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