Appendix Table A Identified studies from the review
	Authors/ Year
	Aim of the Study
	Methods
/Sample 
	Key Findings on Copycat Practice and Theory
	Sub-themes

	Balabanis and Craven, 1997
	To examine the confusion claims and provide an understanding of the factors that facilitate consumer confusion
	Questionnaire/
consumers
	Low-price products (impulsively purchased) are more likely to confuse and mislead consumers. 
	Consumer confusion 

	Braxton et al., 2019
	To determine the extent to which national leader brand (NLB) scandals (i.e. negative news stories) have an impact on consumers’ evaluations of copycat products
	Experimental study/consumers
	A copycat product is evaluated more favourably when presented separately from a leading product.
	Similarity 

	Burt and Davis, 1999
	To review the development of retailer brands in the UK grocery market, and to discuss a number of issues central to the ‘lookalike’ debate
	Literature Review 
	The difference between the legal system in the UK and Europe is the requirement of proof of confusion for passing off (known as unfair competition in Europe) in the UK law.
	Taking legal action 

	Campbell and Goodstein, 2001
	To propose that perceived risk is a very important situational variable that serves as a boundary condition for the positive influence of moderate incongruity on product evaluations
	Experimental study/consumers
	When consumers perceive high risk associated with a purchase, the congruent (typical) is preferred to the moderately incongruent (novel/atypical) product. 
	Typicality  

	Celhay et al., 2017
	To fill a gap in the literature by
extending this approach to packaged goods, specifically
to the emergence of new visual codes in the
wine industry
	Content analysis
	Category-based visual codes are
the most frequently observed visual characteristics
in a product category
and they also reflect the 
themes that are most frequently chosen
in a given category. 
	Typicality 

	Celhay and Trinquecoste, 2015
	To examine the impact of typicality/
atypicality judgments regarding the visual appearance of a product on consumers’ aesthetic appreciation and purchase
intent
	Questionnaire
	Consumers are more likely to prefer atypical packages over typical packages when the perceived risk is low. 
	Typicality 

	Coelho do Vale and Verga Matos, 2015
	To analyse the impact of copycat packaging strategies on consumers’ product choices, assessing to what extent the adoption of this type of packaging increases the likelihood of purchase of private labels
	Observation and experimental study/consumers
	Copycat strategy helps consumers to exclude other
brands from their consideration set since they only evaluate the imitated and imitating brands.
	Substitution

	Collins-Dodd and Zaichkowsky, 1999
	To investigate how and why manufacturers respond to competitors that copy the
trade dress
	Questionnaire/
brand managers
	Brand owners are more likely to take legal action against manufacturers but less likely against retailers because of the fear of being delisted and losing shelf space. 
	Taking legal action

	Crettez et. al., 2018

	To look at strategic interactions between a firm that sees its new product copied by another producer shortly after its introduction

	Mathematical model
	The availability of the imitation product actually promotes the original brand.
	Consequences on leading brands

	Da Silva Lopes and Casson, 2012

	To analyse imitations and counterfeits in relation to
trademarks and examine the interactions between trademark protection and other strategies 
	Case studies
	Holograms, which are hard to copy, are employed in order to differentiate the products, such as Johnnie Walker whiskey bottles. 
	Employing specific design features

	Erickson, 1996
	To propose packaging strategies 
	-
	Brands should use some element on their packaging which is difficult to copy without infringement such as sophisticated printing, a unique logo, and a unusual structural design.
	Employing specific design features

	Ertekin et al., 2018
	To categorise all major types of trademark infringement and the consequences for
the brand, and to explore how the stock market views efforts to protect the brand positively 
	Quantitative study-Statistical analysis 
	There are short-term financial negative consequences of protecting brands in court, which leads brands not to file a lawsuit against copycat.
	Taking legal action

	Finch, 1996
	To explore the role of intention in determining trade-dress infringement 
	Conceptual 
	Intentional copying trade-dress of a brand which creates consumer confusion is a determining factor of trade-dress infringement.
	Taking unfair advantage of trademarks

	Foxman et al., 1990
	To identify some factors that may contribute to consumer confusion
	Experimental study/consumers
	Copycat strategies have harmful consequences for both firms and consumers (i.e. consumer confusion, and mistaken purchases). 
	Consumer confusion
Mistaken purchases

	Guo et al., 2023
	To examine the effectiveness and the implications of the manufacturer’s supply strategy and retailer’s lookalike packaging decision for the supply chain
	Mathematical model 
	Consumer confusion may bring a win–win situation for the manufacturer and retailer. 
	Consumer confusion

	Hekkert et al., 2003
	To test that aesthetic preference will
be determined by the joint influence of typicality and novelty
	Experimental study/consumers
	Typicality and novelty are jointly and equally effective in explaining aesthetic preferences. 
	Typicality 
Novelty

	Herm and Moller, 2014
	To discuss methods for measuring consumers’ abilities to identify brands by product designs
	Experimental study/consumers
	Customers with high familiarity are more likely to accurately identify an original product, but they are also more likely to confuse a copycat with the original product.
	Consumer confusion

	Hou et al., 2020
	To examine the effectiveness of using a fighter brand to combat copycatting in the luxury industry
	Mathematical model
	Luxury brands launch a fighter brand to combat copycatting. 
	Releasing fighter brand 

	Johnson et al., 2013
	To investigate the impact of lookalikes
	Interview, survey and statistical analysis 
	Manufacturer brand owners change their own packaging and file lawsuits against trademark infringement or passing off to combat lookalikes. 
	Redesigning package
Taking legal action 


	Kapferer, 1995
	To test for the presence of confusion by means of a tachistoscopic experiment
	Experimental study/consumers
	Imitation strategies which require less cost and involve limited risk create a risk of consumer confusion. Negotiation is the most preferred response against lookalikes. 
	Consumer confusion
Negotiating

	Kelting et al., 2017
	To understand how private labels impact the consumer’s experience at the retail shelf
	Experimental study/consumers
	Consumers with prior experience and high familiarity, experience choice ease and subsequently evaluate their chosen product(s) more favorably in case of the availability of copycats.
	Similarity

	Kim and Petitjean, 2021
	To investigate when and why an atypical package can be more successful than a typical
package design by focusing on a prestige level of a product
category
	Experimental study/consumers
	Depending on the prestige of the product category, firms can follow the prevailing visual codes – typical design; however, they can break the codes – atypical design. 
	Typicality

	Le Roux et al., 2016a
	To define and explore different forms of counterfeiting and imitation and tests the reactions these forms trigger among consumers
	Questionnaire/
consumers
	This study tests consumer reactions to different types of imitation in the same product category.
	Similarity

	Le Roux et al., 2016b
	To explore the impact of an overlooked variable, brand typicality, on brand evaluation and the categorisation of counterfeits and imitations
	Experimental study/consumers
	Brand typicality has an impact on the evaluation of imitation and counterfeit: under high typicality conditions, the evaluation is less favourable than in low typicality conditions. 
	Typicality 

	Loken and Ward, 1990
	To explore the effects of multiple constructs as determinants of typicality in product and brand categories, the relationship between typicality and attitude, the effects of category level, namely, superordinate versus subordinate categories, on the predictive ability of constructs relating to typicality
	Questionnaire
	The typicality of the product is related to the likelihood of its classification in a target category.  
	Typicality

	Loewy, 1951
	-
	-
	This study proposes a balance between novelty and typicality, which is referred to as Most Advanced Yet Acceptable. 
	Typicality
Novelty

	Miaoulis and D'Amato, 1978
	To focus on trademark infringement from the perspective of the consumer
	Survey/consumers 
	Due to product similarity, consumers are confused and make the mistake. 
	Facilitating mistaken purchases

	Miceli and Pieters, 2010
	To test a conceptual model of the effects of copycat strategy (attribute-based vs. theme-based) and consumers' mindset (featural focus vs. relational focus) on the perceived similarity between a leading brand and a copycat brand
	Experimental study/consumers
	The perceived similarity between leading and copycat brands
depends on the type of copycat strategy, attribute-based or theme-based.
	Similarity

	Mitchell and Kearney, 2002
	To criticise the current measures of consumer confusion
	Interviews/legal professionals
	There are various techniques for measuring consumer confusion because the legal system in different countries requires different evidence.
	Taking legal action

	Mugge and Schoormans, 2012
	To explore the level of novelty of a product appearance as a general design guideline to evoke positive associations about the product’s performance quality 
	Experimental study/consumers
	The level of novelty is associated with the perception of quality and performance: a high level of novelty suggests high performance and quality.  
	Novelty 

	Nedungadi and Hutchinson, 1985
	To presents
results from an exploratory study that investigated various aspects of prototypicality for brands in several product classes
	Experimental study and questionnaire 
	Prototypicality or typicality objects tend to have many attributes in common.  
	Typicality

	Nguyen and Gunasti, 2018
	To explore how consumers prefer copycat brands with superior product attributes and how original brands can shift this preference back by strategically leveraging brand identity cues
	Experimental study/consumers
	Although most of the studies focus on low-quality copycats, this study focuses on how customers choose between an original brand and a high-quality copycat.
	Similarity

	Person et al., 2008 
	To explore the styling decisions that are made by professionals 
	Conjoint analysis/
professionals from various sectors
	While in the early stage of the product lifecycle, companies tend to design similarly to the existing products because of a fear of lower market acceptance of novel designs, they need to differentiate their design in the later stages. 
	Novelty 
Typicality

	Qiao and Griffin, 2022
	To investigate the effectiveness of a brand imitation strategy for the package design of male-targeted, female-targeted
and gender-neutral products
	Experimental study/consumers
	A more holistically similar design had a greater impact than a less holistic design on participants’ attitudes and purchase intentions.
	Similarity 

	Rafiq and Collins, 1996
	To establish the real level of confusion experienced by grocery shoppers
	Questionnaire/
consumers
	Brand owners argue that similarity in packaging design takes advantage of the goodwill and brand equity, and confuses consumers; thus, they respond by increasing their spending on advertising, introducing a fighter brand and changing packaging design. 
	Diluting brand equity and goodwill
Redesigning packaging 
Releasing fighter brand 

	Rutherford et al., 2000
	To determine the level of perceived similarity
	Internet-based data collection method/
consumers
	If a package has distinctive elements which are nonfunctional but unique to that product, it can be protected as a trade dress under the trademark law, thus leading to infringement in case of confusing consumers by copying the trade dress of a packaging.  
	Taking unfair advantage of trademarks

	Satomura et al., 2014
	To propose a method and metric to quantify the consumer confusion between leading brands and copycat brands
	Experimental study/consumers
	Copycat brands reduce the effectiveness
of leading brands,
dilute their trademarks, hurt their brand equity, and erode
the return on their financial investments.

	Dilution of brand image and equity
Loss of sales
Erosion of return on investment

	Schnaars, 2002
	To explore how to manage imitation strategies 
	-
	To defend against imitations, pioneers can sue imitator brands, introduce continuous innovations and introduce low-cost alternatives. 
	Redesigning packaging, Releasing fighter brand
Taking legal action

	Schoormans and Robben, 1997
	To investigate the
effect of the degree of deviation of coffee packages on consumers' attention and categorization
	Experimental study/consumers
	The more novel a design is, the higher level of attention it grabs; however, novelty may make design less acceptable in the specific category.
	Novelty

	Schreiner et al., 2017 
	To introduce an objective measurement approach of design similarity to overcome the drawbacks
	Empirical study and application of the proposed method/
consumers
	This article introduces an objective measurement approach of design similarity to understand which characteristics of the holistic product design make their products look different from or similar to their own and to competitors’ products.
	Similarity

	Van Horen and Pieters, 2012a
	To explore how copycat can gain or lose from their resemblance 
	Experimental study/consumers
	Moderate similarity copycats are evaluated more positively than high similarity copycats when evaluation takes place comparatively (i.e. The presence of leading and copycat brands together). 
	Similarity

	Van Horen and Pieters, 2012b
	To investigate how imitation type (features or theme) affects evaluation of copycat brands 
	Experimental study/consumers
	Consumers consider
feature imitation (imitating design features of a leading brand) to be unacceptable and unfair, but theme imitation (imitating
underlying meaning or theme of a leader brand) is perceived to be more acceptable and less unfair.
	Similarity

	Van Horen and Pieters, 2013
	To explore how uncertainty affects consumer evaluation of copycat 
	Experimental study/consumers
	Consumers dislike copycat brands when uncertainty about product quality is
low, but this preference reverses when uncertainty is high.
	Similarity

	Van Horen and Pieters, 2017
	To explore how out-of-category imitation affects evaluation of copycats
	Experimental study/consumers
	Copycats are evaluated more positively in an out-of-category than in a core category.
	Similarity

	Warlop and Alba, 2004
	To explore the parameters of visual similarity more systematically and with an eye toward understanding the implications for a new entrant
	Experimental study/consumers
	Consumers may infer visual similarity as substitutability or may be confused by visual similarity. 
	Consumer confusion 
Substitution  

	Wilke and Zaichkowsky, 1999
	To understand the impact of brand imitation
	Conceptual 
	Although courts may fail to recognise imitation as an illegal practice, counterfeiting and imitation create problematic practices and infringe on the leading brand image and brand equity.
	Dilution of brand image and equity


	Zaichkowsky, 2020

	-
	-
	Generic packaging elements are legally weak because these elements can cause consumer confusion.
	Taking legal action
Consumer confusion

	Zha et al., 2022
	To examine the implications of consumer confusion about SBs driven by lookalike packaging for the supply chain
	Mathematical model 
	Because confusion can lead to a win-win situation for the retailer and manufacturer, retailers and manufacturers can strategically create confusion for consumers and devote less marketing effort.
	Consumer confusion

	Zhou et al., 2022
	To identify the key antecedences contributing consumer similarity perception
toward store branded lookalikes
	Experimental study and questionnaire /consumers
	There is a positive
relationship between brand familiarity and brand loyalty, and this increased
brand loyalty leads to lower perceived similarity.
	Similarity



