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The ALEB project is pleased to present this seminar on "Package Selection and Design: The
Package Development Cycle.” This booklet contains ol the Power Point slides that will be
used in the workshop today by our consuitant. Mr. Bob Cinito. The slides included are in

both the English language and the Arabic language.

Following the material for the workshop is an ANNEX 1 that contains sample information on
*Glass Container Specifications and Quality Control.” This sample demonstrates the
thorough approach that is needed to ensure that the glass jar itself, the iid to seal the giass
will buy and use that glass container. This Annex even contains specifications for the
shipper of the corrugated box that will be used to transport the gisas jars of food product.

ANNEX 2 contains some reading material that can be found at the internet site for Brand
Packaging - www.bre aging.com. Thesa include articles on how important plastic can
be in packaging, mmmmmi«mmmua&mm
consumer buying decisions, 10 Great Ideas for Great Food Packaging, and what consumers
raally want in packaging for their food products, how to work with suppliers when your
company goal is to have creative packaging. some six new labeding ideas for food products
and eight qualities that separate good packaging from great packaging, among others.

We encourage you to read these articles and o visit the web site so that you and your
company can benefit from the most current thinking in the intemational packaging industry

and in intemational markets.

Wae look forward to working with you and your staff to strengthen your company’s abiity to
produce and package the highest quality food producis in Egypt.

‘Tom Herlehy
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WHAT PACKAGING CAN DO
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WHAT PACKAGING

SHOULD DO
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DESIGN CONCEPTS

mPackaging principles
.mEnvironmental issues
mIntegrating packaging
mPackaging design strategy




~ DESIGN SOURCES

mIn-house design
‘mCompetitive tendering

mLong-term relationships

mQOutside consultancy
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_ DESIGN SOURCES

m Freelance designers
|« =Universities and colleges
- | wPackaging suppliers
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__ DESIGN SOURCES

= Budgeting

" mProposal documents
» Technical brief
m Cost proposal
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PREPARING THE BRIEF

m Market
m Product

m Design objectives
m Qutcomes
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mConsumer requirements
“mTechnical requirements
mProduct requirements
mPurchasing requirements
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mWarehousing
mTransport and distribution
mMerchandising
= Printing
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_ BRIEF

Legal considerations

Environmental
concerns

Administration
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PROJECT PLANNING
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mProject outline
mSimple study

mComplex study
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m Store surveys

m Retailer discussions

m Advertising-agency discussions
= Production site visit
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e+ o PROCESS

| PRESENTATIONS
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_ . .PROCESS

- mShape
mNature of product
mProduct imagery




THE 3-D DESIGN PROCESS

. 4 -&- - @

m Point of sale

- m Targeting marketing sectors
mSize

s Consumer benefits
= Materials selection
= Role of suppliers
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GRAPHIC DESIGN

= Design influences = Brand strengths
= Tradition = Loyalty
a Competition = Standout
# = New technology » Imagery
‘m Colors = Message
a Male ~ m Method of working
= Female s Sketch/draw
a Children | a Detail
| = Mockup/proof




ARTWORK/

REPRODUCTION

*—o

m Copy preparation

m Artwork preparation

a Print methods

m Artwork library systems



STRATEGIC PACKAGING
.DESIGN

o

Market research
Communication
The future

21
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SPECIFICATIONS

® ® * ®

What are they? How do we use them?
Worki ng Control

~ document material/process

" Communication Monitor outcomes

Active Evaluate performance

24




SPECIFICATIONS

9 & ® L

m Complete
mClear
m T0 the point

s A spec should be detailed to minimize the risk of failure and
sufficiently flexible to permit change and improvement

25



.. DEYVELOPMENT

m A packaging engmeer
= Laboratory tests
s Writes draft specnﬂcatlon
s Draft reviewed in company
a Modifications made

" SPECIFICATIONS

26



___ DEVELOPMENT

m A packaging engineer:
n New specification issued

| *2 =Sent to vendors

~ nFirst production run made
» Formal specification issued

SPECIFICATIONS

27



FUNCTIONAL AND MARKETING
CRITERIA

m New packaging cycle

a Idea, concept, prototype, structure, test,
graphics, pilot scale, packaging operation

~ m Developed packaging

s Structure, changes, test, graphics, pilot
scale, packaging operation




FUNCTIONAL AND MARKETING
CRITERIA

m Customer needs

= Information — text and graphics
» Product protection - freshness

n Consumer function - opening and dispensing
= Handling and storage — shelf life

m Manufacturing requirements

s Manufacturability at converter plant
m Cost

= In-house packaging line compatibility - runnability
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SPECIFICATIONS
« . Written Elements

m Spec hame

m Number

~ u Date issued

| m Scope — what is covered

" a Characteristics for

s Climatic protection
» Temperature, humidity, chemical, light, contamination

a Mechanical protection
= Impact, abrasion, crushing, vibration




Written Elements

@ @-

m Boiler plate statements

m Standards for testing (including
sampling plans and AQL levels)

" m Engineering drawings/graphics
= Approval signatures
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____\Written Elements

m Consumer function
= Opening/closing
» Dispensing/pouring/metering
a Reclosing
a Storing/handling
a Disposal/reuse
a Graphic — identify, instruct, state cautions

and mandatory information, create
favorable impression for purchase

32
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-~~~ SPECIFICATIONS IN
~ MANUFACTURING

Incoming check and release to factory
AQL, pass/fail

“Monitoring packaging performance in
manufacturing

Seals, closures, aesthetics, function

Packaged product test and evaluation (not
approval

Warehousing of packaged/cartoned produgt
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SPECIFICATIONS IN

QUALITY CONTROL

Monitor

Test
Hold/Quarantine
Approve
Release

35




SPECS vs. STANDARDS

® S *—@

m A specification is an accurate description of a

. package form that describes its performance

chzracteristics and the limits for acceptability
and use '

m A standard is a procedure that is used to
measure a performance characteristic and
specifies an acceptance/rejection level criteria

All specifications include testing
standards




THE BUYER— SUPPLIER
RELATIONSHIP

Y

n Partnershxp

= Multiple or secondary
vendors
= Service
s Cost
a Distance
s Capabilities
= Support

m Technical support

m New technology
ideas

m Package
improvement,
design and testing

a Cost reductions



” ISSUING

-ORGANIZATIONS

m American National Standards Institute
(ANSI) http://www.ansi.org

m Technical Association of the Pulp and
Paper Industry (TAPPI) nhttp://www.tappi.org

m American Society for Testing and
Materials (ASTM) http://www.astm.org




Industry Organizations

9 —il 9 L 4

m [nstitute of Packaging Professionals (I0PP)
~ http://www.iopp.org

"= International Safe Transit Association
(ISTA) http://www.ista.org
m Uniform Code Council (UCC)

hitp://www.uc-council.org
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“ R&D/QC LABORATORY

——0 —@ .

m Test incoming and finished packaging

m Perform physical, chemical,
environmental and analytical testmg

" m Lab equipment validation
a Daily procedural lab operation
m Quarantine/reject
m Approve and release
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Package Selection and Design:

The Package Development Cycle

ANNEX 1

Sample Glass Container Specifications and Quality
Control

st



zpwmm’vcmdhmsl

foe the components of the
sting points, and behind that

mwmm

Glnes Cowtainer Specs and Oualty Contrel n

SPECIRCATION FOR: 1-Ouart Mavonnaise Peckage NUMBER: 7147680
PROPERTY OF THE XYZ COMPANY  EFF. DATE: Ociober 1, 1966

L SCOPE: This specificstion covers construction and performence
raquirernents for a glass package to protect and distribute retall
Whhmuﬁmwmﬂmm

. CONSTRUCTION
A, Jars shall be made of flint glass. A bottom stacking feature is
required.

B. Attached Print No. 620" is a part of this specification, with is
dimensions, weight, capecity, snd thelr lerances. Wall thick-
mmmmmmmmmum
for the packing and shipping stresses to which & is exposed.’
Finished goods may be shipped by rall or truck.

C. Deviastion of the finish from the fiat shall not sxceed 0.018 inch
in any 60° of the circumisrenca, nor shall R exceed 0.030 inch
around the entire 380°. The lip of the finish shall have a fim
mhmmummmwm
0.050 inch.

D. Out-of-round at the finish shall not exccesd 0.030 inch. The label
area shall be symmetrical so a3 to parmit compiete adhesion
of spot labels. Jars shall stand squarely an their stacking beads.
Leaners shall not axceed /s inch on & side.

E. Jars shall be free as commercially possible from delects such
as bubblas, chacks, chips, cracks, siones, siresses, anxd thin spots.

F. Giass shall be free from contaminstion with any foreign melther
that cannot sesily be removed by waeshing befors filling.

G. Jars are to be trested on the outside with low-friction costings.
Formulas shall comply with applicable legel regulstions and

*Sox Figaras 5-1 and 5-2, pp. 75 mnd %6
&umwwunmnnmﬂ*mﬂnm
bead, the pomibility of thia sidewalls is Indicesed. Sac Sac. V, DEFECTS.




ot shall be defined as a
of 15,000t0 30,000

with MIL-STD-1080,

Giase Contalwer Specs and Quallty Cowtral n

inspection for Class A defects shall follow Sample Stze M in
106D. 315 specimens shall be selecied from a lot, taking the
specimens equally for sl molkd numbers represented, with ac-
captance up 10 five defects and rejection on six or more. The
objective of the Class A specification is to achieve 95% assus-
ance of loss than 1% defectives in the jars recelved n any lot.

Specifications for Class B and C defects sre intencied 1o assure
the operstion of manufacturing controls on dimensions and
Sppesrance.

The supplier is considered responsible for conditions caused
by his shipper which may maks 8 ot received unacceptabile.

C. Lots thatfail the sbove inspection shell not be delivered by the
suppiler, who is axpected 10 cull out defective materisl befors
shipment. ¥ any iot falls the performence specificstion, it shal
be inspecied by XYZ quaiity inspectors in accordance with the
pisn specified in IV.8, above; should the lot be found within
control, packing-iine conditions shall be exasnined as possible
causes. i the lot is found out of control, it shall be set sside for
supplier reinspection, with notification 10 the Plant Buyer. Nego-
tiation shall determine whether qpestionable iols are accept-
able 83 & business decision, with provision for special attention

in processing.

V. CLASSIFICATION OF DEFECTS
a. Class A defects: those deviations from spec which prevent
plass containers from performing their intended function of
safely containing the products for which they were made,
through a normal cycle of distribution end use, inciuding:

1. cracks and penatrating checks

2. blowouts and lign sidevwalls

3. beoken or chipped finish

4. contamination with dirt, Insects, or any other foreign metter
mmmm«.nmmmwm
prior to filling

B. Class B defects: deviations from spec which render durability
or packing-Jine fit questionable, inchxiing:
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ranly affect the appoar-
container, Including:
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Glass Container Specs swi Guallty Contrel »

PACKAGING MATERIAL SPECKFICATION
prorerTY oF XYZ Comrany
Darg _oniwm Nog nom o w2

Ivem _Sioer Juz, 1-Quert Napemnaise

BTy —mm |
T ¢ = o)

3
.M % . 9% ox. i,

| mmrml, |

4.0 & 00"

P -1 Print No. 520 jentiesd.




Gilass Container Specs swd Geunilty Contrel »

Chapter 5
JCATION SPECWICATION FOR: Closurs, 1-Ount Meyonnaive NUMBER: 714752
PROPERTY OF THE XYZ COMPANY  EFF. DATE: October 1, 1095
Nemaﬁt*lﬂl
. SCOPE: This specification covers the construction and perform-
a— | ance requirements for a continuous-thrand metal cap used as the

closure for 1-quart glass botties of XYZ Mayonnaise. The corme-
sponding plass specification is 71450, October 1, 1996.

H. CONSTRUCTION: The cap shall be made 10 fit GCMI Finish #4560,
: 70-tnm sizs. Dimensions and tolersnces shall conform o Print No.

1 ’ 519,* attached, which is part of this specification. Other construc-
tion featurss shall be as follows:

e A. Steel used for making the cap shall be TFS/CCO,' 80 Rvbess

box, tsmper T-3. :

& aand B. The sxsarior shall be ithographed sccording %o separste graphic
designs. A clear sculf-resistant varnish shall alweys be applied

thay C. Caps shall be lined with & food-grade puipbosrd 0.040 inch
thick, with a facing on the product side of a vinyl-costed peper
imparvious to the olls in mayonnalss, and containing no ingre-
dients which will support bacterisl or mold growth. On filled
jars, caps shall hold nitrogen hendspece flush.

. D. The cap shall have a stacking festurs which metches that on

o the bottom of the jer.

B34 ", E. The interior side of the cap matal shall be costat with a food-

grads varnish that is off- and acid-resistant and gold in color.

:I;»W"‘“ E. The iner disk shell have & minimum diameter of 2.700 inches,
' . and the inside diameter of the e retention bead in the metel
| "l onin) | cap shell shall be not over 2.880 inches nor under 2.880, 30 a8

~ 10 siways hold the liner In the cap but not interfere with the "E*

dimension of the glass finish.

|




Glass Container Specs snd Quailty Contral »

6. dimensions outsicle of tolerance Emits
7. incomplets or sharp edge on rolled beed

B. Closs B: defocts which cause borderiine functionality:

1. lnors loose and pertisily hanging out
2. copy Mlegible in lithography or color off standerd
3. buiges or dents in the conter panal of the cap
C. Class C: defects which impair apposrence but not function:
1. bictchy Mthography
2. scratches or sculf merks on outside mufece of cap
3. rust spots from insdeguate snamel coverage snywhere on
the cap
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Mos sgrificandy, the Japansse
pecikages detaiind o this article way
help rearketers respond o incrasing
consumer demands it comvenience.
Uinader the umbnredla, here are some
by COPOTIENES CONMINIETS WCmRs.
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SAGA SOFTWARE: BUILD
3Y THINKING BEYOND THE B

The product is business software, But this company i

uriks fike g consumer marketer

in establishing a new brand. BY JAMES W. PETERS

gz Software Inc. may be s
marketer of business software,

But its branding and mcaagna
RIREEY Wmig%x the esvy ©

rany ieading-edge consufer
pmduct marketess.

Consider some of the steps that the
Reson, Va.-based company has laken
in esiablishing ws brand anad feverag-
ing it with packaging & has
B Adopred purple as the 4&3‘;1:’5{
cohor 0 fis bracating ard pacémg,mg,

8 Done an in-depth analysis of how
s Custvmers acnualhr use the paciag.
ing for s product

E é:wgrazm packaging into its overadl
THRrKRCng COMMMUTICRTONS Srogram.

Saga develops enterprise integration
sofewvare. For noncompier types like
e, that means software that Jeis differ
ent kinds of programs on differen
CHTRHETS k" o each other

x’» hat s significars s Jza Saga takes
& savvy, corsumer-marketing approach
in z%zis bnsz%w—nmmss scgmam,

The cOTGpAny has 2 25-year hisoty
x5 @ pant of its fonmer Gerroan parent
SRTDEDY, Safmm AG. Iremserged 35
e independen: 1S, commpany & 1997,
43 an offspring, its Brx products were
those developed and branded under i
parenis idemity

But a8 3 "new” companty, Saga saw
i st trumediaze cna;,imga being the
exablishment ws own brand tdentity

Parz of the strategy was 1o empha-
e bmnd along with product. B ian
UBCOTIUTION Srategy among high-uth

companies where the marketing
emphasis usually stresses produss. the nbprve of poSionTy, xag;, s
While R&D began to work on new seputatian for top-lighs ader inshe m
v"\iuxs B"»&z’l«:ﬁng began to create busmess marketing poogrens,
ihe Saga brand The compeny rehed on The heddess of Figh 3
tns was o wse purple 3 3 Ul

g
cobor. The proposal wax not beesed o
spentiic secitints related to g
Fathwr, Fack kb iyt use of
# rearrdey of bodd volors would e

an werne! sk fome 1w steer the efon
Ome of the sk force’s firet m;.vs W,
3 gt pusicle expertise. Jt wers
Fuch e 2 corporae dentity
and communications Bom withoz

% “?‘e.:g»s B3 \,\.v:..z;,

TONT IS UM MERT Rl ¥

e BRANDF&ILAL




used s as wnponan as the i
Being pescetved a5 d}nam;c is im-
portant, especially in pomtioning the
brand in this marke? segrment. Accod-
g to MoVey, mox cotors i the busi-
ness-wo-business software segment are

“safe and radivonal,” with an mmazing

domnance "'v‘ oTpOTEie- s Amerika
Biue.” In the evwironment, a whram
color such as purple ands out.

Wk are approsching the business

1; Mé iead&pg-&dge'apmach o
‘mf"ﬁazka g;wg deve lopment,

.

FAA afimmg Services; end T
Hﬁ P Worldwide Marketing and
' ¥ﬂtbmatscma! Oparstions,
3 Oitver tsem members wers Al
'Armi Mamgot Freduction and
Distribution Services: Kim Enger,
Maneger of R&D Documentator;
Gene Frantz, Dirsctor, Sagavista
Solution Suits; and Shem Ross,
Senior Marketing Speciaiist
John McVay, Associate Vice
Frasi-dent gt Ftch Inc, was 8iso an
integrs! member of the (eam.

&4 BRANDPACKA!

2
TRTEL

’h"a‘i W

\{amw--z
EVICLE, ORI

s ‘J" £ WAl Ravs i
somnehodys mind

The sr.icchn of the

s logo m,m"a,fn was

Cortds ‘mi:fs max 3 prohatdy
onge fﬂ

ocal gawmvvmz i

< han it dz:s fr« Sags w

The brand made s debt in sarly
LR8I an advorising poogram that
begar 1o position the compary a8 an
WRUAE .&.(}?

The brand bt;..an 50 pRTINeRE dhr-
HAINg, Manonery { rowee-
Hal—ihe co “i{.»&l'{i“ TENES ofl’"
peesence. Logically, Saga ocked w0
ex-terd the brand 1o peckaging.

Existing prokagiog was typical of
COTMDRTULS v»éth—u.ﬂ. .. "»czzg brand
pooegrare. Sarh proshest was 0 3 pack-
3¢ that looked 5% b wself, bu
ogriher, the et Mz of produos
larked consstenoy

Parkaging tehied on certons that tur
ted two basic defbvables—documents-
sow andd media. The medis could be
cdisks or carudges

The canons ternselves offered binle
brangd idertity They were diffepeny
stydes—soane had flaps, others were
ship cases. Graphics wem good., bat
f‘*ev iverged widely, soc They did &
tie o debver consisters brand messges
or Bwdicate hiemrche

When Bega shipped an onder, indi-
vidual cartans went indo aredand
hrown corrugared shippers. Shippers
were ﬁ}fa with cushioning—ubbie
pack o “peanwts.”

When shappers arvreed, they msde
tirtde impressin 06 CURITETS. Pnf*ﬂ 2
CUBLOTIRT HAEIN ".Ju;ﬂt ¥ Sidmy r;'ZU
who was serafing vort this producy”
shserves (oriés,

At this pot,
StD M urTng B
mwariienng wol

t decaced 1ot 10 jus supeTITpUR

N

r.
<

www TERE031K8§:0y 4

SAGA shippers sre modater in sive Because they carry Jacumaniaton, the ovsprat wis
stendardized on & $och x T-inch sive. Haghts vary ' scooseodere di¥ferees shes of ordars,

ot
aftered

.’n'*a et

jxez: etV

Shegs v
RN

T WIT,

[PreLy

ched 1 ‘*’s.r

WG &
(ETB.E:. RS ’,f(;'\ T —"(‘l-"\i'\{

~
A e
,z.fu.. @

"‘3“{ ’..""\.1..%(.‘}““, Dé‘ﬁ!"”‘\‘&-.uu: AT

,xams

amed aherg having

Rmﬂz \szmua
..M&mﬁmmﬂ

Brasdy -S&gwﬁig"h SEETETSE

te~gration softvears, Through mar-

wationg agteements with Sofowars
AL, Sage aizn markets that con-

perw's Adshas® Netrs!® and

EntireX” products.

Bevenves: $248 miflon in 1388,




away ihwse raaterizls.
W Second, the sushioning didnt
work thet well anvaey, Some cartors

were “dinged” in fransit, On ocoasion,

the medin uself was damaged.
l F‘mm. ’5{"2"6 were Sifficds 1o
«:ﬁ SOTRRUITE {'339 g’,’(?;& 'W'flg

i a},pm&x the 3G-pound emaxi-
s for safe lifting

The sma’vsxs "u,gcszzd an inneva-
tve couesz of action

Eliminate afl :‘ne individual cartons
aml shippers and develop custom
o;wm that warked as both canen

It does thet 2:!; stmdxs’damg

the waé for ::mm in the
packaging.

*Before, we hiad mors than 100
packaging components iy our ship-
iy department That included
shrink wrap, Hoense agresment
enveicpes, CAMOns .. . 8 complex
errey of things,” seys Kristing
Lortés “Now ws have ust 20
components.”

in thet ofd srYRy WaIB SUMBTOLR
rendomdy sized corrugsted ship-
pers. The new system has just thras
sizes of what ix called g telescoping
carton. Each size hes 8 top and bot-
tom pisce that Saps receives fiat
from its supplier.

Shipping Sspartmant staflers
manually set up the shippers when
thay & an order. Becsuss the ship-
pers clasely conform 1o the prod.
utts inside, Sags has sliminstad the
need for cushioning and it ltas abm-
inzted Crtons thal CuSOMErs -

tnaly Birow awWsy.

The SAGA shipper becoae the peckage

for 8 promotion, Mivhes) Colim,

¥P Corporsts Markating, shows off a
baskathal! promotion encased in the shipper.

and shipper,
wg;a cad thay by adepung
dard f-inch

2T,

With sz.m;.,r: “foorpnne.” Sags
contd gew the vanery it nesded o 6l
differmnt crders by varving the hoght
z;’ shippers. [t has three sandand

heighis 3« & and S-inches, mach with
the samme S-inch x F-inch hase,

The boxes thermaedves gre made of
# sarvdard commugsted paperboand
rosterial, However, they sre baddly
decorated i the company’s definin g
purple. The color s printed on both
sides of the carrugaied paperboard,
creating a uniform lonk zxxh irside
and ous.

O five of the six exzerior faces, the
Saga lngo s pmuzd @ @ parple nt @
complement the base cobor. “That wey,

ao maer whee they put & label, we
have 3 brand weniny” suys Lon i:s

The theee size vanations reduc
the need for cushioning, bt t;"esx*:
were still z’zsésmazs when an order
dide Bl 2 shupper. Sags was deser

: *tzsed w %mrzfi;* thowe orders with-
Tl BNy P‘lsh .,»nn‘xé

The answer wis & unigue
bezf fastener that weedd # plast sy

2 seCure Componens within the cac
wn. The strap weaps uoder & ship-
pet. up the sides ansd then latches &1
the op. & s in the shuppet’s base
silows the “sear belt™ 1o it snugly
over sny height of documentation or
media.

The configuration aiss seoures
media thet holds the sofrware The
mcdia could be either (s oy car-
widges. They are contained within
custom-designed cormigated inserts,
which prnohilice them W ransi,

Cortds wokes thar the plasto stoap
i5 Sagas angwer 10 the Tilfany bow
on % package.

Saga giso considers the docemen-
taton that goes with the softwsre as
art of the packaging. The cornpany
&evaia;mi an inpovathve configure
:s’m @ et several antena,

Firgt, decumentation needed
uiﬁ;‘{é’i’ COpY O & 5’5&;. g
Dhocameraation i vssaliy stored ver-

ticaly, and wsers scan sheives to And
the precise documeniation ihey need

"."j

Cpened books had w0 :*  ay,
g*rz:::x%’ng technigues su sl a5 pes-
fot binading that do vt aliow &
el 1o e Batl

Fimmlle they had 1o acvommodxe
2 Austin-trme prodiuction provess
i et e homidels be produced as
mzeded, rather than c«m 3 d&.i@:\i

Thee ansswees was & wire-How
hookdes. B & f’-:‘;vcia.k:u 27 2 TR
ey i&set ; et 10 &p-es‘z o*" 5.

o
$ i

.J;&m in uw;‘.,e AGOR 25 1
SC{Tware s »"wiz;i &

The bookdst Ris mside of an i
varive sipeve :\macz s: imcides ¢
ines that display (he brand and ibe

L30T TIAITE D6 THS f: e *am:iz
dvey are placesd o

Sega shavwoases e e
118 BEwhen :\"

that made us dab
£1908

PICKAGING 3 [
graved markenng oEELIEE
pw:rzm and enoompaises th
irperrel, pricg wl werrismy wnd ondiss-
eryl marerial, &l brveagh wnder the
COTDOTEY «m:*?z,,z

That umbrells sl wedudes g

oL mr:‘mm*ss swch w8 o that
Eppear on user soreens when sofrwam
s rn

The o BPEY Pt i ii‘?{;’z-mc, T
z":; o A% IMTERet sl and ot
arvers st vnodbo wie of “Brand
e im endorming sandards. W

f e
W7

ey

's;: e {l\,

The stk Fom Setern, o dhet Befiior o
BRANDPACEAGING PRI,

Where 13 go for more informative

L, skt Kot W
?m 55“—4}? BEYY o ool lristing poh
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LOTRINS ConYERHonE pigmen:.

Onher variatons of this tech-
rigue cresie 3 wide range of
ivoks, The successful Urulever
Thermasilk line, with itz distine.
ive bronze peardescent finush,
shows just how the pgmenis
can be used 1o cresie ¢ disting.
e dress that differentintes 3
brand on the shelll

Part of the visual inpact
womes from the interacion
of Hght.

Kulka uses the term
‘optics] spacer” wo expiain
kw2 pwo-part color sys-
em. in combination with
2 mubi-layer boute, gener-
ated new visual effevis,

N

Howy color systams woik

For example, 3 bonle
may baer § Om i gs exder-
of layes, an OpER OF
ranstucery middie bayer and
3 clear uside layer.

That configaratiom refraces and
reflects Bght m differems wavs, It gives
the designer oprions 10 use In arder
wary merstuceree and opaciny A desigre
ors in lavers sach s two shades of Blue.
The designes couidd also opt for & con-
trast sach s purple and Hue,

With such @ constracnon, 8 botdel
shapw aise influences the perostved
solor In making 3 bottle. the plasiic
izvers will sreteh differerady in amus
where the shape differs.

The simplest exarmple wonid ke in
the sheuider area of 3 comentiagal bt
te where the middle and swenor lavers
wvﬁw

Kulba explains how that effect cre-
zes a stiking bortle being developed
for a Buropean cosmetc rearkeger

Thie botede’ base coior s black, and
the pigment is on te middle byer
Howevey, the extenior iayer tas 3
pearbescent pigment that in combins.
tien with the black laver appears o he
mesailic.

The straighe Srome and back appear
more bedilane, The metailic sppearance
dorinated these fist areas bevause the
reflectivity is more straightforwand,

Fus a7 the shoulder and other

Duwety sweitched 1z 4 dnepes codtr stimct
s reflect #i apscaie imagpe fiy iy mawdy

s
LELE S ADTRATENCRS

Frosted botties.

Prpranis wen Creae the

03¢ DREUIenIE o

e the visus

e e o
T b

: An iridescent
fook. The shummering

rigdescen ixk alread:
e s
iss i pdassne Blms,

e e Rinng weal

round areas, where the
wop lyer steerches, che appeaninoe
shades maore owsed biack s the
inside layer shows through more

The new generstion of batles can
be decormtesd with the same tech.
aiques a3 sandard boirles. They wiif
socept hot-mamping, stik-soreenung,
wemoid lateling and pressure-serss
dve heling, juss ke conventiomal
bandies.

Sovme of the effects, such a5 2 pear
fesceny look, conld be cramed in g
sreditions! single-laver boule i
could closely vield 2 blbance, ius.
ey and reflectvny of @ multh-lawer
hostle.

However, the cost would b
significantdy higher lor single-
laver bostles. The concenin-
ton of pigment would have
o b used throughost the
laper, recuiiving musrm g
mant and resubing s hghe
er cogt. Tha weoudd it ore.
ativ-ity, especially with very
highcust pig-menis.

What's on the herizen

in sddition 1o being sble o
create new looks by varying the
inyers, pigemenss are ererging tha

x maEricraTeT Nave
grmenss ThaL (Teale w mom-
7 exasnple, Chroms

The trastad ook comes t2 plestic bottiss ke hase produced with pig-mants fram MA Nsmoe,
The pigments craaty the brusted Jook, but they d2 apt crexte the Botile sffect commenty
sesacigred with bosta bottins—-that would avs to come fram St moid weed i maks ¥ botts,




away these m;.em%s
W Second, the
work that well anyway
were *dinged” in "z:*
the media ssedl was d
® Finally sk “:e:s were dm'z:* i
handie. Somerinaes, the £ross wel; h 1
woudd 4;3..@3&1 the 50 «;.ww.,d At
suazm for sale lifting.
The anabysis suggested
gve course of setion
Ehiminaic 2l te mdnddual cenions
and shippers and develop custom
shippers thas worked 35 both caron

5}’4

1 an nnova-

i3 ésu that b'{ mndam

P

ivvantory snd by efiminating
he nesd for caﬁwmg in ﬁw
packaging.

“Betore, we had mors than 10
rEckaging COMpOnants i tur ship
ping department Thatincluded
sheink wap, icenss agreoment
snvelopes, CArONS . . . 8 SUmpiex
array of things,” sayy Kristing
Lotz Now we have just 28
components.”

In thet ofd arrey ware mumarcus
randomiy sized corrugsted ship.
pera. The new gystam has just three
sizes of what is called & telascoping
carton Each size has ¢ top and bot-
tom piace that Sega recemves fat
from #s supplier,

Shipping department staffers
manualy set up the shippers when
they il en grider. Because the ship-
pers ciossly conform to the prod-
usts inside, Sega has siminated the
need for cushioning snd it has ghim-
ingted cartons that customers i
tingly thraw awey.

The SAGA shigper becoms e parkage

for & promution Michse! Lotling,

¥P Corporaty Macketing shows off 2
beskethal! sramation sacased in the sbippes

Tk

and shipper
Sagas did that by adopung 3
sandand Seineh ¢ Teinch “ocipring
i shippers, Thet shape

conformed 1o the ssand.dn: dimen

jo 9
b

W

Foe,

Witk a standa :’ “Hoorpting,” Sega
covaid get the vanew aen d et o Bl
"Cﬁ;f?ﬂ? t neers by varnng the heighs

y .

of shuppers. it has three standard
hesgh £s 3, & 3nd S-inches. eack with
the same S-inch x T-inch base.

The boxes thermsaives are made of

3 sandard wwgszca papertoasd
marerial. Howeves, they are wi». iy

decorated in the vompany’s defining
purpie The coler s printed on both

sides of the ,omgm e fwser'soa.r:i
cyeating a watform Jook bash inside
and cut

On Bve of the six exuerior fsces, the

Sagz logo is printed in & purple oot e
,}.*'z:pkme the base ooy “That way,

rotier whete they pat e tabwel, we
*&ave: & brand z&m».“ saws Cords,

The three size variations reduced
the need for cushioning, but ther
were sull mstances when an arder
ézc‘;m 8 5 shipper Sage was dewer-
wd to handle those opders with-

t any cushioning

T‘:a answer was 8 ‘,"iqzx

Dei” fastemer that wsed & plasne sag

St components within the -
1 The sEp ws "3;35 urder & ship.

;zﬂr up the ssdes and then larches

the top. A ot in the shippers %:wac

aliows Jv: “seat belit” o fi sougly

over any height of documeniation of

media,

The wniigum:im sl secures
mecha that holds the software. The
media vonid be either Chis o car-
ridgzs. They are coneained within
custom-desigred corrugmest insens,
whivh immobilize them in tanst

Cortgs jokes that the ,,.‘asaac wrap
is Sega¥ answer o the Tillany bow
Of 8 PBCKSgE.

Saga slse comiders dhw documen-

sions that goes with the sofoeare as
part of the packaging The company
developed an mncrentive configura-
mn 1 ment sevenl critenia

First, dixumeniation needed ©
sé:;s;:éz*«' ¢opy o s spine

1288

b

10 ;.cC *"';az

preciuding ;.cfr 3
s%»“ binding
hocklet 1o bie i"ﬁ;az.
Finaily, they b
203 poaduc
£ et thz teookiets be oroduond &s
r“Lh& than :xmg soacked,
WET wEs 3 wirs-Doured
s;a s -.fiihit‘i 8 it
oY JRSeY primier p\‘:'"{h. oedery:
chat eliminetes Lrventory and allows
changes o docy LEOn 25 the
sefpwate i5 ug}cﬁ&:d
The L\}e:cma’ fas ,\ee i 3’1
wo siemve Mndden B i
pines thet display the b
Srodutt RRITe T TRRIET v
hey ave piaced on g shelf
cawes e peckaging on
: .:‘;m)a,«a“Na““m-~-

defl the Geurth guar-

it ans

e pRoCEss

SIS A

he peckagng b part of an ineee
grased markedng COTRIBMORENONS
DEDEFAM AN ENCUMpRSSTS the
niervet, pring advertsng wud oodlat
eral puaterial, off broveghe weder dhe
corparats umbrelia,
has wmbreldls alse inactudes elec-
OGS COBARINTINS S0 a8 doowes Thual
BpRRE o pser sormens when softwsne
s non

Y’w

cenpeny ok 1S grapdic Rane-
ards on a8 uranet s, aad Jortss

carvies the anofficial Gtle of “Brand

Fodree™ i enbomang sundards. B

The e, fom Pesers, s i Edsor F

Waere fogo fm'm information. .
.

Documentanon i usualiv stored ver- o
Documentaion & usyelly stored Loy 4_@‘%ny ¢ bristing. poghe

dzaliy. zms* users scan shelves to find
ihe y*f‘»?ﬁ‘ﬁ( documeniation G WY need,

%@fﬁé‘t Lo
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COLOR FORECASTS SEE NEED FOR SPECIAL EFFECTS

The sbility t¢ trests s range of special
effects in plastic bottles comes atjust the

says that for perserad care products,
packaging has become an axtension o

“Visusi and B0 SEXILTE, DATIRCT
and fioishes ncreese the Duroeption of

fight ims, according o predictions of the product dsel, guafey’

lesding color foracasters. For generai packaging, the interoa- Tog Imsrmanong) Cobowy Authority
Tweo of the leading color groups—the tiona! Colour Authority sees the color of FBEE ED BOTEESING HRportEncs for et B

imsroational Colowr Authority snd tha the product e snd transiucert peck- cadis “kinste” effecty 1o plagts, hass

Color Marketing Sroup—both see §raster ages combining to Creats & tomi of fegd, ziocty pootpores tugh luster Shue sod

rotes for visssl effects and tex-hues ong that emphasizes depth. purple o reprnsent ConBoane e

this new decsde. The plagtic surface 2sa¥ will bacome wuthority. Bius ghves s cool refreshing
The imermatons! Dolowr Autharity thse-dimansions thyough deep Rister guaiity, white fuctsacent yylow, red, purs

forecasts wrends for packaging 1 seversl a0 iscquer sffeetn e and eiaTiric Mus LEn snhane e

product categonas. For parsonsl cars The use of tinved trenstucent or rens- parpegtion of poteaty

packaging. it sees & rose for spaciel ¢f- paret packages with a colored product HiBernban st wave Coders inthude

fects &5 8 key o signifying the guality or may telp addrasy another wend of the gxremas of e SpecTu—intared e

the sxcitemern of the proguct fnside the Bacade of the Ta—the nsed o arddrass whrs wodst The internanons! Codor

peckage. individualism. Authority syt ntpo end vioket repre-
Yat, it cautions that specisl effects The Cobor Marketing Group aiso od- ser; the Bigh feguancy scomlsraton of

need to be weighed against consumer dresses the issue of individuslism, sey- e Tist cammary

damands for p naturs! and honast 2p- ing thet peopde inTreasingly wam o tus- Bt 1 50t of high-intensty ousor,

pearence in psckaging. The sbilly o bal toenize of personalizg sn object or e Whils-0o-white In 08 prest R shates

ance unsxpecisd sppoasites will ba & key srvdrorsvent The polor patatte, thersfors, # reTOspeciive vion of S 218t ten-

w stracting the consumey, scoording 1t st be faxibie s varsatis. tery. Aol setin o bght sperk Brdshes can

forecesty. {ns way to creats & rangs of affacls plevate & witle Dlastic B give 2 mory

Hara are some of technigues thet wi
work in thst comest for pecsonai tare

packsging. product Bne whils varyng the Tolos of the
Sivar st gold have deen the colors product inside. That tartc can crasie #hore 0 go for ware jalormatias...
that brought in the new Milennium. They sirikmg—and cost-effective—color €4 The followsng s for s e v
will give wey to bronze, beass and copper.  farences between veristies in & fine, e5- e more infermation on (AT %
High gloss will fscine and the smphasis  pecislly when coupled with 2 lsbating phastic bocies wsd wibes.
will shuft toward dull axide, The group gtretagy that emphesioey the brand and ;{m&i@t:“‘“mw‘:*@
siso se0s more uss of mica pigmants, cobsivensss of the na st por, T ey & 4 o oo
wikich creme the pasriescernt appesr- The Lolor Marketing Group aiso saps Austhorisy, Clariant and Merk Fgeueds
ance for the arodized siuminum jook B roie for texture and Rnish, notio, Ar Clariens, congass Trasese Ml @
The {rternational Colour Authority #ILTIEAISE o ooz
[ONTINUED FROM FREVIOUS FASE :wﬁ’gf“mmm
hifts berween three colors— ‘d, f’!’, G & Comp y :i: Eferee
wown, green and vioket, 1his with mj “'i“m"m of £ s ;
The caveat 1o the potential of aroduced by devet methods.
nese coloranis—ihey are very,
ery expensive. wes for bestles.
Sparkle pigments. Whik tis high gives wnd trensparency
seariescent is having 2 major offey shel] impact. “f'nmmwrﬁ oige

qesence in plestic bottles, some
wanefacturers sre devel-oping
olographic flakes that produce
sore of & sparkle than 2 Juster.
Tints for PET. PET is one
of the fastest growing ples-
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is v uss & trEnsparet oF ranglucent
SUMBInSY I B singhe codor for an erdire

nede quaities.

ey sre beginsing 1o offer an
opporutity for an explogion «f
coist i FET botdes.

“Softtouch” fnddhes ™ The we of
“soft-touch” reing crestes chelf
et COWTISUED On $AUE M)




—THE INSTANT, EMOTIONAL
SONNECTION WITH CONSUMERS

fit is an impulse buv, 80 percent of the decision may be bused on color,

“hese five steps help you choose and use the right colors. BY To0M 0'REILL

( :sus s smong the most
poweriul selfling tocls, and the

way it i used on @ package
can derenming 3 brands suctess W
{aibure.
Color expens say the Duman £ye
distinguishes betwees 10,00
codors {dmes wmytiad tns,
sspuretions angd degrens of bright-
nesa With 2 pedene
tha: extensive, the task of
seizczing the right oolar for
vouy brand hecomes daunting and
bewildering.
Chen the wemapation €10 go
with 5 personst preference, of even
worse, an arbdimary snad udne
formed comanines deoision. That
couid be 2 big mistake, repecially
when your product coald be bought
on immpulse when up o 83 peroery
of the buying decision 13 made on
ekt
- Here are Bye guidelines to help
F vou through ihe color decision
prosess.

v Codor is 5o complex that 1 38
bewer 1o do yoxr homewoerk rather
than rely o whal may seems (o b
“comamon vervee.”

The fest place 1o szart is 50 k-
fyze che produats basic appesl. Do
that by dehning the produst; What
is 17 What is 2 composed of? How
does 1 work? And what s 28 appes!
W ConERmers’

That evelustion should soweer
this quessan: “Why would con-
sumers boy ihis produce reher than
anetey in the sarme clase?

The snower mEy sugpest colors
that suppont the prodacts basic
appeal. Are consimens sxpeciing
punty, clanbtness, Rt or heshh?
Each supgests differera volor
chuioes,
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Ancthes imporian b of hooy
work: Take & hard ook at all com-
perition—prizary. secondary sad

pertpheral
Onz way of doing that is o g=
samples of every package in the

produdt a{zgw}‘ What are the cate-
goty's characieristios? Today, they
range from a dominanz category
codor (such as body washes} o a riot
of eolors {metor oif or dry cemsls).

The categorys chmf{e"w:; g5 TSy
suggest that you want 1o “fi " @
sirazegy that can work for “me 1o0°
ot retgiler brands. In other
instances, standing out from the
crowed may have an advantage.

Anuther imporant piece of
homework: Stdy colors in othey
industrizs—especially those high-
impact, image-driven calegories itke
zawmobiics home furnishings,
appiiances and fashion,

Colore are translating much mare

ondary grapt iy and shor-wrm pro-
motional clements such ss viokarars
and point-of-purchase displays.

Hnowing whats hai also can help
with line axtension commamnicutions
whare eolor s *;xswe; may signal vari-
stions such as flavors, low-da,
suga-fres, etc.

Knowe yous psycho-shromatics.

x There is 2 shoruage of sources
fot serious infermation on color
psychology, and often ookor det
sons are made using commondy
accepred reasoning: Red is blatars,
toud and extrovened. Pink is dels
case, gentle. Blues and greens are
soothing, quiet, coof, inteoverted.

However, these colors can be
modudared. Pink may be gentie, buy
hot pink is sexy Red may he foud
and overbearing, b add blue 1 it
and ¥ becomes umperial.

o ger maximum markesing

wad” wolors. Red, for example, may
wdid umpadr, b i ey moR @.u:é
waine.

£33 'ammb%c' Afuera con-

GERALS ;3 sk, vichey volors.
¥ i@'zm» FOUT CRSTOIMNTE, 11 &
9 ol casier W choose 3 paleite thag
welevant 1o them,

bamwmcs chposing the palette
presenzs 8 condlics. & howsehold
ciganer, &"3" SRAMDIL, ms e posi-
szmm s “indusiial srengrh.* An

drniiy txprzm o hm*; black
s:zz:c ioype on o brght omnge may
commumente “indusnal sioengrh *
g the colors may ne be rehevang
o & segment of voung, professional
VEOTI .

Swstain color's powac
» Once wour have commitied 1o 8
2oy pabente that sxprewses vous
products personslity {positioning?

and your wsrgets preferemces {py-

A

'“2

0

Color must do more than have an impact on consumers;
it should open access to consumers.

rapidiv from these imdustries inio
peckaging. Sky biue, for exampie,
hax been 3 dominant color in fshe
ion and u is having 2 major bump
in beverage packaging

But you ment base the sore gle-
mments of brand wdensity on & mere
trend. However, knowing whats hox
and whats net will help with sec-

COLOR
PERSONALITIES

Whan # comes 1 color, SOnSumers can
s dhvided into Ywee brosd catagories,
says the Cooper Marketing Group, 3
market rasearch company speciaizng
i color,

s psychographic survey 4oty drsws o
connsrtion between raactions o product
colors and cheractenstics ¥ke age, sex,
income ang taste i himihsre,

Colerinrwarnd
Tris consumes Gkes to be the frstto
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smpant ow of eodor and o bl
brand loyainy 1 8 not enough @ use
colot 1o express the producss per
senality. You must aise oonnect with
yovay markel segments psychology
Color srust do more than have an
impact on consuraers i should
Spef aCTeSs 1D consumers. s &
question of the “right” volors vs. the

try 8 “oaw” color snd is wiling o tpend

mors for B produst in ¢ teshionable ook,

Tray sy
* Women under 3 or svyr 53
o¢ men uinder B
« City dwebers
* imnpulse buyers
» Maidrg less than $35.000 & year
* Basyars of contemporsty furodtre

Lolor-predent

Thiz consuner will buy 3 “new’” coike
andy siter seeing Yiaonds iy € and often
oty quality shead of color when chops-
ing products. They se;

= dhan oy versen between 30 arnd N0

+ Suburban

www E0s2883583958g 208

chographic rebrvinoel, wou ned 1o
Sustgin i,

Irdunng the calors with 0o pany
swensinns or Henkers couid he 3
waivr markedng misfire. The ofon
to commusianty differences wrudey
&‘c '.m'fb"»éia bw&i ey f;:camiz';'

Foy 3, 3
Brand »:mr\f, LT

* Lpendul shoppwrs
« Saking more s 558000 2 vewr

» Busyars of contomperary o Urditora

Thig Consana vepieces & pradunt
with anotfur of the seme soler and
pepfary sabn colors He bhus or gray o
testicnatie cobors, Thay sy

« folgn cvmr B

* Paopie wivy diskks Ywopoing

« Arveafuere o0 the DTOMR wpechun

« Bovers of casul country o radkiBony!

tome furnishengy

Source: Coaper Markating
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LN TIMUED FROM PASE Lt

Colar »:eémg differers Bavors or
seoduct types, for example, while
consumer-iriendly, should not over-
whielm the brands core personality

Multiple ideraities also are &
potenial trap. Brands can be bur-
dzned with (oo many supporting
demtities and 100 many codors.
Those elements include corporste
endarsements, sub brands, sub-
rames for extensions, #t¢., each wih
teir can color specifications, The
ensuing chromstic cacophoryy may

Where to go for more
information

needs 1o be developed for every
type of materisl on which you
might print. And & may have 1o
cross national borders if your brend
15 packaged n componems made in

Always be open to the possibility of color
modifications, or even a complete redesign.

completely erode, or st best clash
with, the brand’ color wdentity

The best way 1o svoid this is to
prioritize the communicaton units
carefully, making certain that the
brand identity remains dominant
and the other identities do not
grerwheim the brandy acsthetic. In
many cases this demands that sub
brands be expressed in complemen-
Ly colors.

Manags your coler prodaction.

s Choosing the tight combina-
tion: of colors works only if con-
sumers see those colors ay you
meant them 1o be seen.

Execution becomes critical, espe-
custly when an identifying color bas
1o be rue on differenyt package
forms—a bottle along with its label
and cap, for example. Different sur-
faces, different texyures and displays
usder differery lighting conditions
<en change color,

For example. a specific r=d print
2d on & can will not appear the
ssme if # s printed on a paper-
board carton used ¢ hold the can.

For the brand idemnity 1o sppesr
consistent, i may be nevessary
ket color formwlas so that they
appear 1o be the same on differsi
surfaces.

One way of doing that is o insti-
tute @ specific color managemen:
system in which a brands specific
eolors are matched on sample
chips., Organizations that can help
develop color management systems
include Color Communications
fnc., Chicago.

Such 1 managemen; sysiem

MARCH/APREL 1953

different countries by differest
processes.

A color management Sysem CIn
meke certain that alf your markes
ing tools—hottles, cartons, poins-
of-purchase displays, banners, truek
Hiveries—are consistent whether
printed, painted, sprayed ot moided.

The color managerment exercise
may regquire that you momior your
reeail channels and adjust color fog-
muda changes for diferent coradi-
tions.

Keeping color on target alse
Eans monitoring suppliers.
Esmablish rigid colerances and make
gentain that suppliers stick to them.

if colors vary, consumers may
pereeive Jess value in the brand—
packaging that i not tighady cone-
rolied for wdorm appearence may
fook “brokes™ w the vonsumer.

Koag color o the frost burses.

» Many markeiess fexd thet once
s effective identity paleste s cho-
sen and suppliers are all given pim-
cise standards documentaton, &l
will be weell,

Remember the fickle consumer.
Todeys perfect brund expression
may not be tomoerrows. Markews
change, consumer preferences
change, compesition changes, and
reint] environments change.

Original markering gosls may
zeen change Always be open o the
possibily of color modifications, or
2ven 2 complete redesign. While the
core idendity may remsin Consian,
color alterations in jradde dress may
be neceasary every few yoxes.

At ong time package design was
thought to be good for abaur ux

wox Srandpavkeging tem

vears. Mo lonper Mackesing 1 pur
warasingly compeiisive ghobwml
LCORDINY IS moving with increasing
speed. Forturgaely, codor commans-
caigs fust as fast ®

wansively o bromd ond corporase iden.
& Jopics Sor magor sfcszgx Formx, Thas aers-
de way baced on anformation ""z‘m Frx
Ipkssem axnd fear Liack Sx of Lok
fmmzm;.:&mam inc. aned The ’mm Fewt
Cokor Rezeassh,

SIX-COLOR SYSTEM
EXTENDS OPTIONS

Just i Cask you Bo0't ave anough
okt opDonE nove, thare’s ¥ cokr
2 use3 six Basi cotors rather
Saveioped by Faesone Lorp.

Hexachrome 3ddy 8 grees 3ivd
8 prangs 3o e ok Festee. Ths
podiional colers create boas and
s e san Sffprantats drang
peckagng Trom Vet roduced by
Beoording w Paotra, B8 systewn
wetas” to pciiave cunton Solors.

The systes offery saditiony)
okt pptions, g i oan add com-
ghoation ty package produstion.
Ong groduction soonfinetor #t 8
detign S notwy Dt X-odor
proofing systams sren't readily
pegiintie, meking 2t mors difieus
to check materisly &8 they arg
being printed,

Where 8o go for seory snformation

At Farsona, sonact Jay Sy
BHCIESE0 o ol
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SEVEN STEPS TO INTEGRATE P,

AND TEMPORARY P-0-P DISPLAYS

You have the product, the package and the budget for point-af-purchase,

How can vou pull them togerher for brand impact?

empotary point-of -purchase

{p-o-p} displays give brand
merkeiers & unigue OppoTMMLY (o
grab consumers’ atiention st the
moment of the purchase
decision But to gensrsie the most
pmpact, wmporary dispisys—and
the packages they hold—mus
complement each other

“The raore that the package and
the display work in 1andem, the
beiter sales will be,” says Holly
Roper, Retail Markering Manuger
for Promo Edge, # division of
Mgms?zg Corp.

The following seven sieps are 2
gu dc for genting the most from
the package-plus-display combing-
sion, with attension 1o the needs

SEPTEMBER/OLTORER 1958

of the marketer, the rewaler snd the
TORSUILT.

Stng one  identify the mission

The fmm step is 1o answer the g
iom, “Why do we need 8 temponery
dispiay?”

The query probes the razionsie
for maving pachages from & placz
on the prrmanent shell 1 2 sepa-
rate displey The answer sers the
wone for all design and integration
dectsions thet come later,

Anzears ey inchede w buld brangd
sveareness, 10 faunch 8 arw proden o
# e exaension of 1 EBpEOVE sl

throuigh of an existing product by
*mtwmr.g consemers 1o shenge their
buving behavior

gwm SreEsiatiagiey L@

in any case, the design of the
aw;l&v and paskaging must rein.
foree the producs brand ideaiity

“The brand i ch 2 staris,”
savs lammie Bater, Principal and
uz:t Lor 'm ﬁ*u:u @'wiopmmi 3t

*”’i‘wca & coee set of brand
rmages that &re 5ot <& wgazm dri-
vers, They ace the essence of the
mrand. Once you establish the
beand imagery, it Uaracends 10
point-of-parchase materials ;ﬁd
pussibly gzaz&hazmg be adds. T%w
imagery may be 2 stniting ohild,
stue gase of & haby-fond brand, or
z graphic gie- convisurn on saus o

e
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ant bke the Coca-Cola semipt.

1f you don?t celebrate the archuec-
re of the brand, the producr could
anvbodys.” Baiter savs

= twe: Do the researh
‘he next siep s o research rewiier
d consumer needs, looking @ how
e needs impacs the product, the
ckage and the display Research v
W COITELiioTs WS PTONKHIONS, pack-
ng and displays 2lso can be heipful
echriques such es surveys and focus
Rips revea what tewatlers need the
play to do in-sore, both sructurally
i to meent meshandising goals.
arsurmer restarch reveals how
wh corsumess know about the
wdut of category This is extremely
ful when formulating messages for
display and the package, both
ividually and wgether.
teseqrch should br trepbved i
st rarkering effors, because it
s awry the guesswork I keeps us
oed. huch as we may think we

mmmwmm

filtorent ssasons! provstions Shat offer

0 moths. The besdar pane] chenges,

sending 00 the promotion. Froduced by

od Paperboari aeed Paciaging inc., the

2y has packepes stackod on thrve sides
o #idd viswe! impact,

RARBPECKASING

undersiand what goes on i the cone
surers ming, we dm‘t sy Bob
Fobbins, Chiel Dpesating Cfficer with
Smne:ii»:;u‘rf iral, 2 Newson, Mass -
based firm that specislizes in brand
building.

In addition 1 conducting researh
up frone, marksters hme%s fromn cone
dunting research during the displeyh
developreent and ae;zigyzm« oyeie
o show i the effort son ok

Siag thrse: integrate the sloments

The packaging snd display weether
need to detiver » coordinated markes-
ing ressage, brend tmagery and pro-
motional information.

Two recern displays from (0wl
demanstrate the poit. In both cases,
the cornugawed pomu-of-purchase
displays carnied similar colors
and graphics as the boudes they held
and mévrored the botde shape.

The wenporary display for Ureal

Sa Vree hair care products helped
launch the products a8 s line emen-
sion in Canada,

Tre display echoed the Vim Vive
artley curvy closure and high, round
shoulders. Messages on the displey,
which highlighted the produay vies-
mins, reinforeed Vi Vive image
scigntifically bereficial 1o hatr,

The display for LOveal Kids belped
sunch & new avimg 2ed, condetioner
and shampoo, alse it Cansda. The dis-
phay mirtcs the shupe of the Ireal
Kads boutle. Much of the equity i
e, the display levenges that equity

Both were produced by Morgreal-
ased Poou Oree Displays.

i addition 1 coondinating with ach
ather, the package and display should
be imegrated with the full range of
marketing media, The same nREsages,
look and feel should permeste pomt-
of -purchase matertals, peckaging,
direct mail, COUPOTE, COMRLES, PIOMO-
ons and sdvertising.

“The overall effersiveness of tmilding
brandd is v increasest when the
packsging anad display advertising are
insegrated,” save Dick Blay, President
of ther Point of Purchase Advertising
Institate, Wshington, DO "eestore
advertising mpresents the st ¢ thiree
feet of the marketing plan”

Step foar: Addvass reiaiier seeds

1o consurners ¥ rewadiers wont pat dis-

waw LienEpILfing. {38

phays on the Boer o ancourage i
m"kﬂm FEIN KTOW ROTSS My
chandisirg and sales needs

The display wred packaging should
embance the gom srmironmen,
working effstively within the souers
{ocnage and oxher retasier TR
confes,

The emalier may have Z‘S‘E?‘"”é&i
ssandards oo limtiations on th
displevs foorprins. They may
weare poirs-of-purchas maserials
1o show the reyater boand rame
arwd mark. The oyvpe of reell envimne
miery divtazes the display e
ST LHIETE.

A radivoral gracery store, for exern-
e, roay prefer small remporery dis-
plays becwuse of space constramas. A
creare displays from the secondsry
packaging, z.zsmé 5 cmses of palle
loads of ceses with the wrap romoved

Comemurieiling Use $DORopTIELS
TRTReIIng INESSRELs 10 COrSATIeTE
i5 & hey e

In the pewearch Kep. mackerers lears
thoess eed fo be

Complicaved prodhacts like sofrware
programs ofen Uiz nonsuTer
educaion The madkeer may use
an merwctive approach that blurs the
tine bevween wmporsey sl
permanens display

This kind of thspi«s» coesid wke The
form of wn ety kosk tha Jeads
the consumer theough 2 gz-mdu:“
derns. Herey where pechuge and
po-p design complemery each ceher
For cosnplicated 3 pooducts such a6
comphrrnent the poep deme

For pature prochacts, netthes the
package nor the dispdey need 10
sdhusate corsumers. For many food,

For these producis, “The mesage
rigmied on the poii-of-parchese
roateniels. ¥ G roesssgr i by e
wovd save,” the dspdry shondd sey D
mow aad save.” Dont ovende 2. Tadk
stmply and 12 the poime, wnd keep € 10
fvr wonds or lems. Dont et 100 wovdy
besase

55 t‘;égﬁgayﬁmtm f\«ﬁ q%
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nobody's going 1o read . You have
Tw seconds 10 Zer your pOint across.”
says Promo Edges Ru;ﬁi".
She sdds g}m i 15 esseruial 1o show
the producr’ price on the display
Research by her compeny shows
consumers have less than g 50 peruen
chance of uying the produ  they
oxnt find 2 price on the display

Stap stc Make # foactions)
Structurally the displey must be
srong mo&g%‘ 10 hotd the mxage:s
and sisbie encrigh o stand ua ]
matter how Rully i & stocked. 1
addition, the display should b: easy B
t npr
:;R;’;;ijg‘i 10 Pt togeihes %ay;:mmkmmux:b:?:ammdc@vnm
. rali-avey point-gf-perchese
T ensure stewctural strength and se- hmm&m%&hmum
bility for the IDreal Vita Vive
display, with s top-heay botles, ke producy ot of the displey, noad Cremed by n,mu "m"xﬂmﬁ and
vacuam-formed tmys were incheded ihe package sod oy o P i ek i Peckagng e, Inatanapolis, tue dis-
1 held the produc, { chey cant, they put it on the foor or play e bl threes gndior stx-ouwe
The display met uncnonal require- on the wrong shel, and stors man- RO packages phes the Jeli-O molds
merus for ease of sexrup and stocking, agers hace thar” Sore matheters are opuing for
s well The boethes angd dhisplay srrived In addigon, Briggs savs sheppers foy wwxbéc wrmporary duspdevs. A version
& the retailer in ane shipper. Sore the display and product mus offer fpoem Semyeh Cos. 5°zwﬁtaamzmm
clerks set up the display by mounung prosection during shipameny so they s s whawls on the boteor o stoee
& header boerd, then tmmedistely srrive at the fones i “appropriale Jz"ks s rroece @ 4o Siflereny sestoms
stockedd the display raerchandistng shape, rax demaged, of the wore. This grees the markerer
A functional Teed that markerers scuffed or roired” md reeacder feabaliny for display
sornetimes overiook is the physics] shacemes.
ease of removing packages from the Step sever Build ia Bexibility For sxampie, 2 peanut buiter
dispiay and putting them back. Flexsbdity, like functionabiy & MELRERY PUNSING & DIOIDOIR
“Make sure the display i shop- desirabie o a remporary displav. with 5 bread rarkesey conld siock
cabie—that zh,e consamer oan get the Retalers ke displavs that can be e whgaled :i.sgwar« adgh ez
product oul,” says Jack Briggs, Vier used in muiiple aress of the stoee «m:ﬁ- iars, shen i ; ey
Pregident of the St Panl, Minn . -based ot for sesial promotions o th bread sy by the Suration
Display Division of Smyth Cos, Ine. Wik premetons! fexibilite o t~z‘ the SRoETERion,
“Its very common DT consumens © mind, Kralk Gerersl Foods devel. The aiambit Loy avud RO
oped a temparary display dispiavs show bow rmriostens arvd
for Jell-0. producs. resaiiers can exrrat the ot From e
The promoiion, which poney poing-of-purchase acheernsing. #

rass during fve hal
dey peripds per year,

T COCOUTARES Quantity

¢ purchases by offering =
e el moid as 2
gift.

" The threx-lovei, vee-
siest IO display

b has three facing

- bilthoards and 8 pro-

motional hesdee
willboard To redevo-
B2 ii’w display for
fﬁx; p?ﬁ’?’mﬂx ¥,

a store emplyye
TEOES ,{w éms{ie:r
pa”e’ snd rrplaces o

Where to go for more
information...

The toar-ewray cass concept sdditasses displsy nowis in
warehouss $10res and sieiinr outfedn. ¥ carrias graplics to
it full height, cresting a dispiny. Yot if works eves ey

stock is depinted. Store personssl tesr away :
strips, reventing mors stock whila the case stitf shows Wb & ont i ’4‘%’ i‘ir

IPTETONg ¥

graphics. The concept comes from Proma Edgs, s o
§irg L BRAMOPAIXASIN ¢
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TOP 10 IDEAS FUR GREAT FOUD PACKAGIN

Grab attention, stand owt, differentiate vour brand and leverage color.

Those keys help the package improve sales. BY J, B, JARMAN JK,

P ackage design either grabs the
consemer B the supermarket
aisle or it does not,

How weil it grabs the consumer
goes a long way in deiermining
how [at the marketers bottom Iine
is. And increasingly, marketzns
have to jook & their peckaging
design mors frzguently 1o prosecs
their boutor lines.

* Consumer Hiesivies changs,
likes and dislikes change, gnd buy-
ing habits change. Even the glants
have
10 freshen packages or sez market
share erode

 Branding may sweep aside 2l
other considersuons in package
design, espeasily for iems from
food gianis.

*Upstart compeinors take bises
here and there out of the big cus-
womer pir.

* The sheer voiume of new prod-
ucts shouts for, and increasingly
gets, coveted shelf space. mandat-
ing that major companies re-think
entrenched packsge designs.

Chong's loverages ooty o stawd ont in the relrig-
orated soction. Most compatises are ig yelkow trays with & p :
worap, while Chung’s wses & printed carton 1o schieve & saiget fook

17 BRANMDPACKAGING

Who would have thought that
an ethaie ern lke plisme sauce
would replace keichup as the Ne,
1 condimeny in the Urited Sintes?
Or shat torutiz chips would vitge
aity shove rradinonsi poiate chips
off the racks?

The point i this: Packaged food
profits zoom and skid for more
reasons than roost marketers care
o rernersber. Yeo, alf joo often, the

- package is cast as nefther & scape-

goey nor seen as ¢ springboard w
drive saies upwerd.

“Grea food packaging” snd
*higher sales and profits™ grest
usually thoughe of 25 twins, gven
fraternal,

Why not?

Broause sdvertising is seem 35

i the catepory Xy S¥ing ¥ Sox with
# by iwsétn. B gévex the swafl
fadwis sa thees.
wing. Ad dollars dwerf dodlars
parceind off fov package
design. Seme hold 1o the then-
py that reschiag consuiers
with an sdventising message
svosrides any need for pome
- of-sale appeatl.
Yez, shelves abound with
packages thuer dazzie and sell
themseives righs inte
CaTTE. These s30upsses s)
ihe myth hal sdveriiaing is
stweays the king.

N

TERTATY COmMErEcations vel
that cuts theough the barrage
of competors mew prosfocs and
spin-offs.

Here are 10 ideas thas cam pus the
comperittee edge in your hageds.
Thay are rooted in time-proven
prinoiples thar collecuvely deliver 2
graphiv Jesign knockout panch for
frrod packaging

Branding, brasding, drundi
s FE5. vrrveme Rnows thal
this i the ey But how we.
gre you using 3¥ Whether for
frazvers, refrigerated or drv foods,
prekaging mus have 3 comnon
denominger 1hel anrsrances

EwTIMGER O FRlE i ¥
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TINUED FEOWR #4CE 13
Lo stoppers with ol the subtlety of
bulthorn: “This is Brand A7

They must know it from their
ShOpPIng experience, associate o
with quality andfor eniovment, and
tan ilme recognize § irnmediatly

Branding breeds lovaly as long s
the pmd ult meess expesiations and
a new {elsty competitor i Aot cut-
ung imse the appeal.

Conversely, being ali over the
page with daffers
e foods within a product line onl
confuses consumers. [t can creste
the cruical moment of indecision
that makes shoppers ook ap—and
buy~—other choices,

3
’

. Gt the contumar’s
immediate altestion

you must create packaging excite-
ment. In seconds—or split seo-
ands—you must catch the con-
sumers eve with everything from
vibrant colors, tantalizing food
vhotography, and sophisticated
graphics down 10 the way your
peckage is folded, moided or pre-
sented.

Tha: applizs 1o shoppers with
sdetailed lists for meal planaing. &
appiies 1o the tvpicaily male
expioits of runaing up and down
aisies impulse sha.,ppmg,

it is no less
imporiant 1o
taxe 3 fresh
fook a1, for
axample, how
teading frozen
cuisine packag-
ing sells 10 one
rype of shopper
then (o another

t designs for differ-

As an offsheot of branding,

Vidiz Lariae Ravormd olive off makes 5
bottin. Bot the Otd World-styte labe!
makes i stand out broey gy compati-
tion in the Ravored oifve off cotegery.

. Lreatively stand ot bom

mif-ipzce wars gre ferce, yer,

URIALON TURS 85 rampant i
ood packaging as m movie
sequels. The wdes s thar color
schemes that work for the best
known e oream maker will
rub off their magic on your
brand.

Realuy s huarsher

Who are the major coffer
makers and how do their pack-
ages look? Thelr bm*mmg oo
mands consuIners’ alenton with
a sea of red and blue covening the
sheives. While it can be profitable o
steal ideas from competitors, cuiright
unitation cun be deadly in the sisles

Texara Coffee is 2 small plaver
that set iseil apart by packaging
whole bean coffee inside specially
designed boxes. The beans are mnuide
seated bags inside the box, instesd of
being i the more common waled
bags with a fexo-printed sicker
siapmti on the cutside.

Consumers contd hardly help by

:’:ssw bly motice the boees arud sades
sor soured. Markerers a2 the fabled

?< g Banch wers impressed enough

to private label this coffee i their
uipscaie ooy,

. TEaning with &a pack
DEerenziation, 3 hey 1o
the besy packege aamw IEANS 7Yt
Just setiing your produy apart from
. retitors, I ogdise musans baserd
WWing ef masse on b Etes
st(;u.

Be solumn-focused on fresh
idees that ave besy cremted incubas.
ad and rolled out by having fun in
The *'uc&sge design provess.

A good weampie 1s the nationy
argest egg rofl producer, Kbm&g&
b had a prodest fine tha compere:
in Ihe supermarkey reinigrruted
sertions tha typecally deature dule
sodor

poee)

Hnve mew of s compertiors use
yelow trays with prived plawic
weap. Chungs turned b able bods
i wolor presemgaion and the pack-
agngs phvsical appesrasce.
Satiching to black trays, the
designer punched &t up with
brighter, more striking colors—on 3
diweont shreve. CEONTIHUER DU Pane 14

Lowier't Chonsocake sinimizes ciettar on ¢
mwmmamW
S8 tamiarty. mmwum
oves Sowph & Cosrion “maatnd” sinsents,
mu%m “Fhaw s retigury-
B aineng with Be st waipht




SNTINUED SRUM PR X IS
At the checkons registers, Chung
new pacKaging was a huge suoress.

Know color theory sad
bow rolor works
Color is the most powedful

packsging ingrediend in the creative
mix. Get inside your ssles message as
15 refates 1o vour product and, with-
in the Hoama:za:s of not skewing
your foods wmherznt appeal, ke
yoOUr pRCKAging cofor 1 new dimen-
sions.

That 1nciudes resisung the tempia-
thon to capure—on & box of cal-
meal—ihe vivid purples and lighs
greens £xpressed on canvas by
a newly disoovered impressionist
artist.

Know that anain eslors have 3
specific impact on buying. Blue s
rmost caliming, snd green represents
nature. In yecort vears, black maskes
an slegant upscaly statement, partic-
ularly in combinanion with red
andsar vellow

From a differsns perspecsive, col-
ors can have a positive or negatrve
buying effect. Warm colors, such a3
reds, oranges and golden veliows,
come toward you and cool colors
recede.

Elimisats cletter aad

maximize “shalf pop”

Packsge designers have 1o
deal with ronsumer regulazions and
3 faundry-iist of product information
and mandzied mformation tha: add
cluiter,

Whether dealing with “serving
suggestions.” “keep frozen,” "net
weight” or myrisd other verblage,
clutter can and should be mintmized
on the package.

With color, phatography/an and
the unique use of rypography, make
the food's appesl prominent and dis-
guise the required secondary design
elemenms within the primery ones.

In effect, make the food and its
name ‘pop” and find & comforiably
background home for the other
information.

Maks packaging Bt your
COmPATY'S imape of creste
# neve oo

If you miss the mark in presenting
Your companys image, you will
rarely hit the bulls-eye at point-of-
purchase.

That epphes not just 10 industry

16 BRARDPACKAZING

WOnE Y A»..E tﬁ’?‘&’{ 3 ;T i3
RSIng CampEgns, hul i

fnods with & (w_h sh
and towerprofle name

Once you have estabh
uTiage, that {8 sz‘ TIRL 302 13 SO
sumers,

Know your targe: marke? snd key
dernogrephics, not the beass of which
wre age and huving preferences.
“hange is something thet many read-
iy surmp a1, others can accept, and
same will never like undess ¢ sull fis
YOUr IDAgE.

i mmn&;n‘ng vour image 15 only
proving how wail you captain 8 sink-
ing ship, create 3 aew image and
ieave no reminders of the ofd behind.

ix and mingle does not work with
Au and new tmages.

- Maks product
prezeaiation tself crestive
By one estimais, you own
fold 2 boy ¥.000-plus ways.
Consursers are still waiing for the
other 8.000 or so w appear on
shelves.

Whyt Food m.ariw'sg profession-
s are well sware of 2l the complexi-
ties invotved in packaging their spe-
cific foods per se and how they sack
when trensporied and stocked.

50, U DOl easy~—<r eVER praciic
Cabeedsy venEuTe N0 £XO0C RITHOTY
with box shapes snd sizes. Bt do
maximize vour spprosch 1o all pack-
aging materials. H you package in
glass, look for companies thae aiveady
have molds in unusual shapes.

For example, Vills Carira, a fla-
vared olive oil producer, needed an
idenicr. Since olive oif is light-sensi-
tive, 2 ihin, 3l black glass boude was
found and chosen.

After researching what competitors
in the category were doing, i became
obvicus they had all taken the same
path with 2 mé& arisy, almost bah
oit ook, To stand out from the chut-
ter, the designer deveioped labels
with sn balisn Old Workd lopk snd
style. The result wes an rlegant “sell-

Update packaging regularty
¥ you market & “muse

‘ have® pm:zwtt and consis
tmﬁv mgister high sales, you're still
aot immmene 1o shsizm,g SOTESEMEY
preferences sl whims.

Feality surongly indivates thar only

majer, weil-establiched brands should
not necessanty tinker with updating

wwu . B1aREpcaging oun

s

'\/(1\‘«. 3
e OPPUTIUREY W
hange & W,z
zw"» per

Thda

e on erwm\wm 18 oot
cerms and wr ke advanizge of new
noinges. And ook at now priss.
g techmiges. The diglaal printing
cra has opened an endirely new design
\a"«";"%-“(
arid.

- Heesr meka grice point tey bigh
E i ¢ MWM
Wk poires 1 odoough $on

mind, see where vou can ke vour
;,‘zscng: dewgn avdd packaged food
safes. &  every s, whize ouside the
box faerally and Eguratively B
rerrernber o alwars balance design
with p&:i&gi&g LOSIS.

Grest food pecksging i rex 2
'mrzgr o7 % toky goat atsined by only

& few wak derp mﬁw& ity wakin
vour reach 2zl can i over pay of W




HOW COLOR CAN MAKE—OR BREAK—A BRAND

Win with color by finding an “ownable” hue, examining how it works with

dxﬁerem media and Jjudging its impact at the Point-of-Sale. 8Y PAUL B, SENSBACLK, PR.O.

C clor. Ity the firxt thing
you see snd the last thing
vou remember shout & peckage.
I cam be 2 brands best friend or
s WOrst enery

For color banding &t its best, just
ok at Coke’s dassic red can,
McDonalds golden arches and Tides
trademerk orange and yellow conoen-
e circles. These leading brands are
instamly recogrized sound the world
by the colors that they owm, even i
you can reed the lenguage oo the
package or sign

Unfornmaiedy when color is mis-
used or selected arbitrarily, the resuhs
wxn be disastrous.

Fwo examples: m&smm
romi and cheese packaging in the mid-
1980s. More curreruly. in the personal
skin care section where the sarwe blue
difficult to 1el} one brand from anoth-
er. (See the reimed tterrs for more

detatls. )

w

3 BRANDPACEAGING

Had the beanad managers o those
cases chosent their codors mare vare

fudly, they would have saved their
companies millions of marketiog
dodlars and bours of Jost dme.

Such catasrophes do not have
to happen. To build 2 successh!
brand—-antd avoid dissster——ask
before selecting vour packaging
ordors:

sing the cdhor wrong can wresk

bavoe t ¥ breads identity, foch of |

those drxsdy wand white 53 e key

¥ orem

waw Lriafsaiisgiag 1%

1. Are the colors “owmsbin™
Preconprive color ownersiug belps

the “wrade dress™ of & provduct become

Chomely associared with & specific oolor
It aino helps defend waed! sgminst me-
0, hook-aitke prochscts.

Ideally, the wrade dress shoudd
mgreined i the minds of conmomers
peen when the product shupes, ko
arsd forvontss change.

SEFTEMEERDOTORER 19



For example, everyone’ familiar
with Colgate tonthpaste’s classic red
and white logo, even though the

A axample of cofor branding
o %8 bast Whether parchay-
i85 Lrayole's crayoms,
Dovdling Washudly or Tockna
$rite markers, the brawdl is
£85Y 10 3008 in Js sigeatyey
beight petiow-sad-graen bax.

| woddd, no matier where or
sytabols are displayed,

Far 100 ofien, package
desigr devmmions, induding color
paleite stadies, are made it 2 conder-
e oo oF snvironmend cher than

gz’?’gﬁ d&ngif’db@n peazed over one approxmating reabdife shelf con-
e of the ditions. That practice oan be terribly

Othar instandy recognizabiz brands

eastty tdenafied i;} color sre
Campbells red-and-white soup can;

miskeading,
Had the color decisions been made
i the actual selling environmens, then

3. 0o the colors wark ba choice of colot.
21 the Point-of Sele’? Hmwmm

tw‘ﬂfy bar scaps 10G-year-old blue- perhaps the very tamefully desigr 5&&5 s agE when e bus was
i v ey et ' BB 5 s s s o
ocolaies brown-and-siiver o
wrapping; and FPhilsdelphua systam that Kra has Capt intect sher )
cream cheese’s memorable sl mantly 33 yasrs. / :
ver packaging. ) The rad, white 40 biue loge may nat
Even when specific colors 8 8 fndion statement, vt ¥ pecmis
are mg?sgg across @ wide Krak brands to be ibernibed quickdy
range of products and sizes, 01088 eAtiniE CHQORES, I Svery
they should einforce brand 12 Gistritution ot in the rtnd
Crgy@.a is 2 case in pout. &”:’* .

Mhether vou purchase A mare rocant suamoie of 4 Lok
Crayola’ crayons, Doodhing erisEep i Hastreed i the skin care
Washabiz ot Technio Bright - : i CHBHTY.
easy 1o Iind n iE sgnature owst Sriawded packaging that stands ou, with o4 isagy Keutrogans, Belerdert, Warner Lambert
bright yellow-and-green box. on par with b stronpest mamtacterssy’ braods, 2nd Jergens—eb uas white o5 B key

Fam bax Aaiart hg Anm IR Eara ooty foc e packeging sod dive i -

LES WE SO DR ARP AL AU and executed dark U — ’ 3 ) N

A Aia omz i prat : d * . s o L, % 4 E S

s media 3 Weaumans” ‘ Froem food Wk&gﬁ_:; fich 1end to §5 e Drand, proguct Sategory and

A brands colors must be consisent 281 iost 1 the poorty fit, product-clos- bansfts.
o all apphications, whether the prod- tered freezer cases of today’s super- Each package comenunicates wel in
uct is displayed in 2 remir):mw rarkets, might never have been pro- ispigtion. Sut when Dy ars sty side
ment, on signage, on 3 building. sed g by sie 20 2 store shet, T indiichual
in divect mail or ona&.;mkag:«:sef racely suftar Fom 8 beck of E¥areia-

This “redundan: culmg” Whert e ¢ £y you maintais color fdality soross S 80 Gt aggrazsively pomets
same colors of s brend a1z seer 1n diftwrent sobstrwtes and pristiog methods? oo

several differers venues, seisup 2
wrwerhul subconscious message in

consumers’ minds, which is reinforosd

with exch application. rt diffen il
s how the judicious, on ug‘?tzfm maaterials
Consh , and in differery wavs,
repeated use of color and weli- Io ot market,
designed graphics have made goaphics may be

Kencucky Fried Chickens red-and.

white wb, British Peomleums green-

and-vellow insignis, and Shell Qs
Hlow shield known throughour the

Parricularly 1 todays globel coonoe
ey 2 B of products may be
packaged and priued

prinved offses, while
iy apother markes &

CURTIBGED N PRNE 8T

Targat asostly goes with § Rroog, age-dives dasign for & packaging.
Bin the retadinr gave up that competiivs sdvaatage whes i choss in
pensintn Cosely Naxreme deznd's jar shape avdd aversl vol.
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A
AGGRESSIVE USE
OF COLOR IN
RETAILER BRANDS

Retzler brands are now recening sig-
reficant budgers and sttention.

Mass merchendsers sre shifing
from cloning categony padery
estabishing & povarhs Hoepandent
base of thekr own. They are using
hard-hitling, competitive packeging,
and they are using Colge BOGrEsShvaly.

The Kroger Lo, &8 among the Jead-
#rs in emydoying this srategy. They
878 working cetegory-by-category o
creste packagng that stsnds on i3
own The packaging Cregtes an mage
on par with the strongss
marfactursrs’ brands.

Another success Story i Wak-
Marts Popular Mechanics tools In 2
fregmared, chered sefing environ-
merg, thase progucts move wes
Bpeinst the natonsl brends on the
strength of thew packagang.

A bilflboard of red end back colors
ensbies the customer o locats the
Poputar Machsanics brand sasily.
Copy is straightforward and the bitster
pack helps demify esch ndnidual
product.

O the other hand, when retsiers
eschew differentiation snd image-
budding for their brands and ot

Casa i poirnt When Tarpet stves
chose to envdate ciosely the
feoxzams brand i both jar shepe and
owarsd color b el cleansing siin
crasm inatasd of going with &
gave up the compsiitive advantage
Bt usually ses them apart from the
ngtonal brands.

CONTINUED FEOR FAGE &7
may be primted by fexography
A major chalienge s o mabman
package design imegrity, of which
color reprocuction quality is an essen-
tal element, across 38 markes,
printing methods and substraies.
Ideally, vou should mever initfate a
package design withows fully under-
standing the reproduction require-
roenis, technice! nesources and quality

B2 BRAMDFACKAGING

-
by
*
5
i
¥
<
z
£

F

v

&ﬂu&w;&»mdmmmgw@”
of #s bar andd fiquid soap packeging, perteeleriy

mtEEmg
wmmc&wm

antibeciens! decdorsst bar soaps. They are distinguinhed by thedy Moe
894 graen cotors pud roothing cood bark dn-nature praghiy

& e ardy wages of the dongn

process

Through the cousistent wse of i3 rad-snd- Yo w&m‘i i‘:‘}

WalMart's Popuiar Machsnics beand solls

wedl agsinst S naticoelly sthyorved,

segsated vansty of hewsekedt tools.

of matenals in your swerked

Resources can be redically differens
f you're printng packaging in the Far
East or Latin Americs as Of:zpa-sei%

i more rechnciogically adhanoed
regions Hke the United Stairs
or Europe.

For example, slthough prinuag o
the Pacific Rim can be Bz, primes
there wnd 1o use & Sirpsedased Loy
gated stock. On those pachages the
ink may not sdhere s well w the
fibers, and coloy is the Sy thing that
{alls apurt in prinding.

Addivonaihy the produnion people
should be wmvobved with the desigrey

Thy Naisos g of gardes bose sccessoriss,
sseadly dispinyed o poghoards, svey Sut
packaging to be & foil xpminst beight peihow
products. The rosol iy 3 bighly visibls line

wwe brandneclagsng 2

:
- . £%
WOTE W SO gL I

rearke stande l"’"i R

Hmit areas, seReT ii"*’:’lﬁ‘r’%"‘S

::;:e: specs E:c»m; hi sw%:s iV
’Y PETC A SR IEE A e oerns

i&*&' [ %
in "'512 e of Boont

priried on ‘m:t,wzjmpe
polvbags by dffereny foxo
UG SEVETICOIDE DIRERES

Admemmens have 10 be mads o
the indoed arreentk o the fossl peads
wes, reindiog e codor, boks Bhe it
carme off the same press #

The matior, Pued R Sevsbach #0D
Vice Fresiders Sales & Marering of Faker

Dwssgn, b, o ieuling padieagoy dragm from
s Cimscimmaty. e b formeriy Dhoposor of
Packapeg and Crexset Serviors & Krait

Foodc and Froier & Darriie,

L8 B




OR 'DROP-DEAD'
NNOT-SC-URDINA

5 packaging |

“small fute ccmsgs:ed It applies
1o boxes and curtons. Remember 2,
beosuse unlike most packaging -
gon, it sigrifies an imperan adven- -
tage for marketers.

» Pirst and foremos:, cartons made
from small fiute corrugaied paper dis-
play graphic snap.

The mm graphics rs:spo-:‘

the need for better presentation of
products mone ofien sold i 2 seffser
¥ice environment-—congurer slec-
wronics, avtomoiive shermarkes, hard-
ware, sponing goods, smail sppii-
mces, power tosls and software.

And the containers siso work for
other products—iiquors, gift boxes,
produce and even ice crmam bars—
atmost any product that oeeds a car-

SEPTEMRER/DCTOBER 1998

Lt
en Tl

asing likes the price, 100.

rion for Harverd Pubdiher demos-
the variety of praphic sty

e sl Bute corvpeind,

by, incledes lithy pristiag, S

and pudesaing to bightipht

of g software package.

CRITRES Aggreisive

>N

Fhe second poirs~—-smuall

crTugsted COmAlnETS

win friends i the pur-

asing deparueent. They

by redure peckaging oosts

for prodhuces currenaly using

cartons because the swadl

Rute conzainers may have
32 perceny less paper fiber
than an equivaient soikd

Bhey carion,

Herwr can small Buzn
corrugaied containgrs attony-
phish this!?

in their most farniliny usraation,
corrugated containers se seen as
brown shipping boxes, These boxgs
wypically use what is calfed
“-Buate” corrugated papes-
board-—the wavy paper
bevween the front and beck
sheezs

impact pa graphics

Sy newer boxes feanure
fures with a shoner disanee
hetween them, “E-flure”

sorualier than “Cofluge,” and

*Gfue® 1 even smaller

Why is this imponant ©

Fire, a smaiker Bute bt the |
shet of papey that s on dw
ousade of the hox Be fazer
The bigger futes create what
is calied 3 “washboard® effet

www Srxedgarhaging t2%

o1 the paper hevween the fuses.
graphics better,

But the moreasing use of the wpadl
”iw;z sorrugaed bewes i sooranpanied
by the wee of preponted wp shwets,
The sheets van e higher quality
paper and can acorpt igh-<quality
Uthography 252 printing technige.

And because the top Swet B deose
razed befome it bevomes part :3{ zhc
coatngs W achizve grepdic Empec.

Hares Bow i works i practios with
e package for Marverd Publishey, »
scATwEre Prodisct.

The package reeds o be sundy
eroagh w hakd 11 {Ds slong with
marseis Yer 1 needs o hwvr wowugh
grephic pizzsar 1o reindore the vabue
of the sophustumed prochact tha
o sell osell becase sore help bt
avaiiaie

opred for i “E-fuse”
. covragsted boe i
peovices the strengh
20 bokd afl the compo-
et the decorsiion oo
the wp Swet convevs
the fmage nesded. n
| wkdiion, to ldhograpic
prinding, the paper was

CONTINVED ON PAGE 3¢

3 amMnﬂ
mﬁm
; nm;w
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CONSIDER THE STRUCTURAL ELEMENT, T0O

Small f

simpiify peckagng oparstions, too,
Samsung Camars used & small fute
box to kmprove Be sppearance for s fne
of camaras while ssmplifying packaging
cparstions.
Sameung’s ko of camerss and kity
includes componsnts such 85 carrving

CONRTIRUED FRIN PAGE 3%

embaossed and mcluded gold hot
stamping to a8d (o the value percep.
tion. The coriaines is produced by
infand Consurner Packaging

The containes alse inchades what is
called & *fifth panel™—a fap on the
cxrton’s back side that tiples the
smount of graphic ares on that side of
the carion.

The small flue corrugeied canton
product replaced & two-piece package
that conststed of 3 paperbosnd desve
thar fit oner 2 corrugsted box. The
sleeve provided the graphics while the
bax sdded the wrength. With one
box, Software Publishing cut its oosts
and irvertory requirements and had
the graphics it needed

Cumstions o 2k

In Tooldng &t how small fute cor-
rugated corainers conld help vou,
JeTE ATE SOme questions 1o ask:

1. Are reisilers pressuring vou to
Jiminate master shippers?
Rewailers are saying, We have o gt
ﬁdm&méwp&smsﬁwmg
ases,™ says Sandra Minke of
atermational Paper. “They don wang

BRAMDPACKAGINE

S

cases and battwrias. The marketss had
ysad & Uadmonal peperboard carton that
suffared cosmetic damage—derty and
dgs—in shippng and display.

The now package is an E-futs oorny-
gated carton that hoids the cemers and
companents Bopdy = plave. The comugas-
pd maxterial hay severs! de cuts that ers
folded o accommaodats sevare! camery
sizes gnd kit configurations.

wn Web Pages

to have 1o deal with thern 8s trash.”

Witk the small fute corrugared
conuiners, i may be possible that the
sirength of the Doses thorusedves
allow yort 1o buidd paliers witheut
mastey shippers, which means they
dediver more soength &« reduced
cost,

2 Do you need 10 display vour
brand dderaity on peckages reaiied n
8 mass merchandising ervironmera?

Use of prepringed facing stock on
serall Bune corrugased boxes can help
presery your graphics untformly,
notes Internatioval Papers Brian
stock on differery sizes of canons,
cmmgmmtfmgmpém

www. brgedpectagiag o2

A pupsrbaurd geeve goey ovar iy
corrugetad shed Iv canmy IphS and

The siveve 2iso shoves Samsuog
develop prometionsd peckaging Wi &
changes oy e seeve Fraphivs, whils
using e seme shedl

store shedons. The cominines it Fam

Now yoss can use upscale papers
where & mighs heve been oot produh.
ieree before. For example, the
Shewcase féang stock from Westesos
offers a bright whume surfave for Jugh-
et printing.

£ Can the new pacikages oun on
W r,mmg SARTing equpEnens”

On: the packsging tne, small Duee




ridges per fout in e medam

G-flute or N-flute are the
smakest struciures, psch having
about 178 ridges per fool

JARGON BUSTER

Here gre the tems you wil
encoumas in discussing cormy

gated psckaging, Technicat dfferunces exist in
Corregated contsiners aty how gach 13 produted, but the

made of three fayers. The boek  ong ragyn is simiter

finer is the layer onthe insids of Lithe laminate packeging,

the box. The madiom is e WaWY A wey of adding high-quality

carrugsted sheet in the middie, graghics o corrugsted contaln-

Ths facieg “‘fﬁ‘ is the t‘fmm B grs iy ftho-laminated packages,
faca that carries graphics. the facing stock is printed first
C-iute corrugated. The fiute 500 phon laminsted o the meds-

designetion describas the wavy
corrugated materis! in the box,
(-flute hayg approximately 3%
ridges per fout This corfigure-
tion is commonly seen iy ship-
ping boxes.

E-flute cormugated structures
have approximstely X adges
per foot in the medium

F-flta is finsy, with 128

uts, aflowing a range of daporat-
ing technigues.

continuEo Frow mot s+ benefit of high-tmpact graphics, ocher

techniques can also tower costs while sull defivering good gmph-

ics. One aiternative 15 1o prim direcdy on the face of the small
fhute corrugated paperboard rather than lammating a preprinted
facing stock.

The option works with the smalless of the flates, G-fluse,
bercause the structure withstards the pressures within 2 printing
press berier than other corrugated siructres.

One marketer using that approach is Culligen for home water
fikration systerns. Culligan had been wsing an E-fiuze with
preprinted fscing stock.

The company opied for a G-flute structure from Innovstive
Packaging Corp. under the tade name of GrafX{ha. Sheboygan
Paper Box Ca. prints the entire siructure on @ Ntho process and
then die cuts the boxes 1o rypical folding carton wierances.

Becruse some crushing of the fhutes can ooour in the printng
process, packagers should ensure thar the needed strength s
there on the fnished bex, not just on the f‘”«mgmexi CONST-
ton that goes imo the canons.

But the crushing also can transdate fua 2 zkszgn advaneage
because it offers an smbossing option, #

Where to go for more m{amatmgm
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PACKAGING
THAT SELLS

“Anticipate
the road ahead.

BRANDPACKAGING:

» Holps vens mavigeste pachoge srveds
» Ldewtifics comsnmer proforenes
s Lowids af mew eoraifing pustivess

» Exeneninees packagiag édves th

Toke advantape of the honefies
Filt out the form on the next gaﬂvw
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WHAT CONSUMERS

SEAMLESS PACKAGING

Consumers are tired of packages that demand time and anention. They want

no-hassle packages that work over and over and over. BY MOKA BOYLE

n a recent forus group in New

Orieans, one of the thinty-some-
hing’s described » folding carton
ice cream package as s dinosanr
Participants grinned and grimaced
n acknowledgemen: of jusi how
wopelessly behind - the-times some

T BRARDPACKAGING

packagrs are.

The reactions tHustraie the cur-
rept sidte of ConsuImeT eXpeotn s
for less-hassle, more-efficient pack-
ages. Consumers sre tired of pack.
ages that make demands on thetr
nme and auention.

wHw preadigerisging <38

Consummers are ready for the
dinosanss 1w oseh wp with the
ewentied oonrury, b they srent
guite ready foy Buck Kogers pack-
ages shat do things on ther own,

They want qualfiy-nd-file
fnprovements (ha save wime,

WEVEMBER DECTMEER 1383
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“The woy 4o spes and cloes » pack-
age shoull be cloer without realing sny-
Mhﬂ-ﬂ-ﬁﬂm—
ke 20k drinks"

“The culd cuty of ham and dull awkey
coms n packages et suy Just pull k o
I's suppesnd v just 2ip dight o, You
know whet 1 menn? Pull K right olf s X2
suppoced i rmosal then. Woll, mony
onon you by & and pall it ofF-—3 just
happoned v s S stir doy and | conld
not ot R apen. Fwes Mrying e make &
oot samibwich sl gut sut of there. | wied,
§ triad1 hud 10 ot & sclesrs Sonlly wd
cut it ol Al thow thers wos Rathing %
mongl ot o) oo | wns dogweind.”

“The dall packages ars sepacielly sice
Fyons got Sy kind thut s parfurstad sl
off you have 1o iy is Swr & and thes you
can apin R and reobl 1. | hows coms
scress sews whars you buve i schmlly
cut Rin ovdur 0 gut e k. Thatt's not ton-
voniont st o™

Foturas Yot male paakages wwrk
Botiar ase sppeosiuted and g0
» loug way el nlsfomiag fopully
pumbuns doslolany,
Commmmars find 5 Jot of reneuns 8 ke
s purchase juioes thet sun the tniot-olf
chwres ont bl op cviees. -
12 Yoy awcid the fruvirnton i
srwgyle of apening the gubie Wop.
B They hove & packags which s ovsy
1 apon snd agually seey W rociens.

snd hessle. And
Wm&nmmm&q“ﬁ
&smﬂuwlgtmhk
& Pty T
I Product protection before

aod after
1 Product

NOVEMBEN/OECEMDER 1999

o ""F",m;.,""‘i i;«
lmmumhm
sonlary-—bocoust the cinlnts st
coming In contoct ik the hendied Bp.
1 Viioy bollotn that the Contonts shey
frosher lnnges—bucomie of lewer bacts-
oin od a*aﬂ.

mmuaua
ovnnuing who sly on Gom.

Connumars whe look for dotes don’k
oy producie whon they can's find ene.
Ons respandont veicsd anger st Genarsl
Mie for wet detlng ke now fancy- .
secips Comiry-lns sorpale.

“'id hoavd e Commtey Jom corenls
woere roally gond ond 1 wae about s by
s whant Shoy wore bolng semplod bt
= spond L0 for & Bla packege of
cornel S had we fraalness doln--oven
though | Tkad the sampls » lut, | decided
agoinet k. e just 100 nench t apend
withoput vowing that Ity frwed,“

Pomtbos pows spoinl prabllomn.

“Wo iy thane lorgs s, hind of
clusr plostic comiias that aight be hang-
ing up In-2 proswry stare. Asel we apon
tham. Tha bag pope-—swerythings svory-
wiwrs. it dosw’ sy, And we have
condy svarpwhere.”

Covwnl bosess oo ol & whivageand
svwes of bantalien,
“You got the big sass booswes you

ok dhoy o the bast doal ani you cent
& hom suywhare.
“Boceass you con'’t ant Yot whale bix
in one doy snd yot you'rs felding &k doven
sl yourre Srging 0 koeg X frach. By the
e you faish reling k dovn io sinmpt
ooy it o frosk ou you ton, ol of the
corsal hes candensed W e hottam of
e basc.

wuw. beandgackaging.com

“Srand poskeges wn elble, - .-
mmmmnh
e el pluntie bag wn thiF Sulitde and
Soon The collaphume lnslde. That solle- -
Phoms wever lustx. s Sodded yvar and e
ﬂl:aﬂht&“m
mlqmnmuﬂt‘ ’

Mﬂhﬂ” ;

© sowplalets svw hased on vl
s wall ov sonswnlionn, .

“1 hawe & hool with spsay douduronty
hecome S tage sing wp bolova e
wiale Whing s finkehed sl 50 | gog
whet? 2% fua, 0o they soy ot e tep of
the con, het Tm Sowning WK snay'
hovowne | con't got R ts svmme at” -

8. Boudpto-ent sainds wenld
e emn buler with buller
podonlag pealuges.

"You gut & hig bay andd ' pms oon anlly
uing 5 ve port, Toots Is 2o vy '
retoul k & spmn sesin e sutiop g
ol you oo’ gull & over ol clowe & B

nnmunuu
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WHAT DO CONSUMERS
WANT FIXED FIRST?

There's wide agresment and sirong
feehngs about many calegodies in

which consumers beleve thet patkeg-

ing thould be improved,
And making mprovemants couk
nfiuencs sales. The lstest research

frors The Consumer Network suggests
that in the cracker snd cookie categary,
50 parcent of cetegory users will meke
a purchase decision based on improved

peckaging.

Tha 1sbis shows that, depending on

product category, a5 meny a5 80 per-
cent of consumers will make 3 pur-

chasing decision based on & packaging

nprvament.

FROM PAGE 33

CONTINUER
on both sides. They stz willing 10
make brand choices based on
pachaging that works well—espe.
cially if it enables them to rench 2
goal faster or wuh less work

They are frequentiy—bul not
abways—willing 1o pay moe fur
the improvements.

Besides being more interested
in better packaging, swarengss
of paskaging changes continues
1o escalaie.

Packages as cultural icons
A currently cirgulating business
story sbout today’s college fesh-
en {(most bom i 1981} uses
package-funciion memories 2 pin-
point todeys studeras in time.
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sancn of the pro-and
anui-cotton factions.
Rather, it was how & relatieely
miner but widespresd packaging
change signaled bath a lifestyle
change and s business change wor-
thy of the front page of The Bl
Strees Journal.

The facy is that the seiling powes
of packaging is rscalating as pack-
agng function geis better It is
escaiating e branded packages
‘mg‘m 10 appeer on the markel with
thedr own ideniites suck such as,
Zip-Pale ™ VerssTrav™ and
MicanRite ™

In focus groups conducted for
Fort lunes cOnsumers were 50
wken wih MicroBie™ packaging
for pies 1hat some pariicipanis
soyually vohumenrsd o pay & pre.
migm fur i
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CEREAL BOXES ARE STILL
A WIDESPREAD SOURCE
OF FRUSTRATION.

twas #is¢ IS C AT

.(«

Y PETCEpIINnS
pd om a front pag: of Thy Wil
Serezt Fournal.

This study veportzd that o
highest of ail qualioy percepsions
ar«:» w30 o r:g:«rsﬂ wang 0 Soft

Dininks. Seamiessly egny-to-use,
guﬁ%ny«v e gm:mgmg iz ane of
the reasons for soft drinks
high guaiity ratings.

Now, o %:ci&»e;*xm x&z:%»s&s
have siringent %@33;7:3: vorsred o
"Z" eir producis Xl?'f\x g}&:i\ugz Z

e reason for the soft drin
*x*a:crs not 1o schievr sormethin
cinse 1o pere defects

.

o 5

Coca-ilols besgme 2 global pow.
erhouse becasse ¢ Coke is & Coke
is & Dok, omtiNg x

Amants.
TV



WHAT FUNCTIONS ARE
CONSUMERS READY FOR?

The Corsumer Ketwork has tested
many new parkaging soncepls on i
poneal of shoppers and found seversi
concapts with wide anpeal and high
potsntial for titng purchase detisions,

One of the favories is 8 psckags
that can be harmiessly composted oy
put fn the garbaga dispossl. Thet con-
capt soored & whoppng T2 pereert for
purchass decision impsct—sa score
thet suggests thal minimizng and st
okfying tresh deservas 8 ot of crestive
thinking that goes beyond recycling snd
reuse.

Packages that R anywhers are
squally mportant in the new melienium,
packsgers snd package designers will
have to pay closer sttartion ty Con-
sumac'’s needs and ifestytes. Carge
pems swept the foshion scene becsuss
7 is aasy to siesh call phones in their
toomy pockets. Packages have 1 work
the seme way.

Futuristic concepts that suggested &
ioss of controd by the consumer pengy-
ally svored very pooy. In spita of their
ve affeir with tippery snd reciosing
packagas, few consumers fke the ez
of packages et close mromaticaly
after baing lof often for o faad pariod,
Even fowar fike the ides of packages
that sipnal o initats 8 reondsr whan
spproaching end.

CORTINUEDR FROM PALTE 22

anywhere in the world. The recent
fall in Coca-Cole’s stock price in
the wake of the headline quality
probiems in Belgium gives addi.
tional support o the notion that
niear-periect quality control is why
soft drinks scored above all other
products.

However, many American con-
sumers, inciuding those respond.
ing to pur survey, expenencs soft
drinks gone flat from ime 10 time.
They have also encountersd soft
drinks in uncpenahle tans. And

35 BRABDPATKAGING

they have lasied very Qif«é’ia ;
fr drinks with desd ow

benause Nulrsswes: E",ss H ?s::;ai%\'t’*
short sheif life.

-
v

ings were g lale p"‘-zz?m L
urid we saw the resulls of
summer 199¢ Fx ckazmg
and behold—what wes 1
down winner of the ‘s’»%nz
Packages Do You Think Are Berer
Than They Used To Be™ questic
Snf: drinks won, especial
viduai-zized xoft drinks, which

seme oeiied sods a‘: < come cs%‘icd

£23

1
H
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THE SELLING POWER
OF PACKAGING IS ESCALATING
AS PACKAGING FUNCTION
GETS BETTER.

dence but we don’t think it is.

Cur research suggesis that &
pereeived-as-perfect, a\ﬂ-mva
where package gors & lnng wa
toward suggesting 2 pcr:m*«*m»w
perfect product.

And conversely, that poor
packege performance weskens
the quelity image of the brands
and produsts inside.

What happers to peroepions
of cereal or chips when opening
the packages rezals in & spin
down the side’ How do people
feel about the quality of the
paper when the wrapper it comes
in is split from the get go? How
do consumers feel sbout the
gquality of the ice cream when &
Yeakes out of the carton sides ax
00N 85 1 even begins 1o saften?

Seamiessness s the emerging
criteria for peckaging in many
congumey, business and medical
product caisgories. Today, many
packages present users with big

bumps and hurdies Seamles:

packages can be used and dis-
~a ¥yl

carded seamlessiy snd gracefuliy

www Bignépigtaging rem

REP&R? SETA!LS

CONSUMER INSIGHTS
ONTO PACKAGING

Cetads snd demogrephics on Consumey
sppotons io 88 cooveas Seouseed in
s wgciE a1 8 ot e,
“Paskaging & The Teming Poirt*

o dlegs reimote e Brpentancs
of good desige that (oas bevoed graph-
5 B Doword Coreriens 1o LYRBLEY)
spomdess packages fuat sohanse YW
gualty of We.

Wiere io gu for axoee spfoemsation..,
¥ e report “Paskaging A2 The
Turming Potsr ™ &8 The Comwiner
2IRTEE-290 or Eoseail
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FLUORESCENT COLOR GAINS IM

rem into an overall package design vields the impact they're

Integrating if

famous for without cheapening a brand,

Baidfish crackers use fwormscom coiwrs to diferonsinie & fine aximyivs, Thm
highly Bavored vuesian of the drand, ches posiinusd smong seited ssecks, uses
Fuorzscm! ik ty sigual ¥ movs intyase Az

fuorescent inks rank high on the

Hse of quick ways to gt ghelf
fmpect. In many cases, the challenge
1o gain impact withowt grephics tha
cheapen a brand.

Fluorescent designs dominate cmie-
gories such as undry detergents, by
they also work i other categories.

A clessic example of differentiagon
comes in packaging for Pepperidge
Farms Goldfish where fuoresceny inks

Where to go for more
:ﬁfamaﬁaa,,

76 BBANDFACKADING

signal the siiffarere hepaeen the onig-
inal cracker and 2 mere highly fis-
vored exzension mio saited snacks,

As a cyacher, Goldfish are i bugs
printed with color graphics. But when
Pepperidge Farmos extended the line
mte saited snacks, & eelied on these
WIS

* The salted ok version s it g
gableop carton, compared G’m
bag, for the wedinorad soack.

* The salied snack version uses fe
arescent inks by Day-Go Color forp.
w0 compete for anention snd w sover
2 mete intense Ravor profile.

The sk "exrs pizza favor” ver.
siom, for examiple, has 2 msgenta fino-
rescent aocent thas differentiates
from the wadiions! prrza-Ravored
Goldfish snscks, The package also
incorpeTates & fuorescent yebiow 1o

The key o using Buorescent wis &
e uprdersard tha they are ranspaney
ks with jess codoy densloy dan

w«HWW ErEagaag tg«nﬂ (%3

ha

vroness k. I used by thamnselves w
areate codny “pap.” Tueesoert ks
pequnmg whaipe passes {oe burnpa?
1o Jediver sravee aodor dersiry

But, sugmests jonathan Aber of Diave
Gho. using Buoresceny tnks shong with
iraditionssl process inks can achieer the
efiet wihaut TR PESRS.

“fone can use 8 red Duomsceny ink as
3 &ith codow, and overpros an s on 2
s«'me*z tha adreachy has 2 provess md on

That vombines the dersey of
process red with the imensioy f& e
rescent vedd, aned dets you do 7 wath T
ore v of Buoorescers mk”

Fluorescenz irdes adse crmate maltphs
Sokrs.

Aber savs, “Prieg the sarme red uoe
packege oeer proces b, and you
rave 3 Suorescery purplke.”

& frve caher 7 i SROTDOTRNNG
Troresores oodors g&.é«agz: mﬁi—ym
» Diowet sazeen cofors. They fook

e a full vl

» Desigr wt oonper, sllowing the
Freoemsceny ORS00 pep” apans 2
contrasting ke, aspecialh black #

HOW IT WORKS

pigemedy that seseniogly amplly gty
1 produce grester Teanslly.
Ferwgrant pigrmensy mbect the
vsibie gt peopde reeily sea. X
e spermurn gt then st X s

Try et s et Tasrpscant ks can
menmmmm
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S$TO PACKAGING THAT SELLS

P

FIVE STE

he package—more and o]

Thats bewause the ?é«.a&&t aeeds 1o b
wrunications and a ghat of brends ou ¢

H yon Jook a1 leadimyg ‘mx:zﬂes: goods markeserns, ¥
& ITHNARETRRNL Drocess thal they fodlow to gaim 1)
age can project from the sty '*z%f

W call thar process ihe “Five Sieps o
hiforward

are preiy smg

PHUT QONEEmRL. A
ting e the consumers head and hear w lewrn
about what mouveies the purchase.

I Take the big-piorore approsch. Packages
that are most efecitve borrow weas froaw ¢ wide
range of oihwer produce cmegories. Ared they
keok at 8l forms of packagng anad pat the best
tdeas wgether (b noigue wWaYs,

,3. iindersiand that package sesthenos and
unctioe are otk ortical The package has 1o
grau Lonsumers Rtention i e ww of sompening

messages. Bat i bas 1 mmn well s the con-
sumer will buy it 2 second tme
¥row vour fis*zvi:a ion f-‘mmei& Hiorw sho
rezailers view your M&.‘ Howae e chanmeds
changing? What risss merchandisers lke wha
'm,mgc sonfiguranions?

- Have mansgemen sodidly } ‘
cept that packaging is & key market Y L

That’s the shor, shont course. W have 2
managemen; report that expands on this process. 1'd bke 10 send you »
copy. just e-mazil me. ask for *Five Steps o Peckaging Thas Sells * and give
me a stree! address. D st jpeters@hrandpeckeging com

T
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;ﬁt,;g;mu BOTTLES . Emerging from checkered career

SWhen v gowl bs creative packaging

WORKING WiTH 30 ’?’r% ERE
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ISUAL IMPACT HEIGHTEI
CANS' MARKETING ROLE

Shrink labels, color graphics on can ends and the creative use of shape

help cans work harder as a marketing 1o0!.

B y leveraging high-impact decorats suited for home decor pritg-
ing mechods and using shape cre-  ed on cans
A label 4t each can’s waly

tively, marketers who package prod-
carmes beand information,

ucts in cans are fnding ways 1o gain

shelf impact with a packaging form and it can be rmmoved when

mest often considered mundane. the container becomes an -
The technigues are not break- home csnister.

throughs, but if vou know how they The cank Srucure sup-

work and how 1o choose them juds ports the re-use mle. A foil

ciously, vou can add plazare w cans, fid sealed to & vim & the 1op
Among can techiuiques, shape may seals the vontainer. By

have the most impect, allowing a may- czmmoving 2, the consumer
keter to gain ownership of wn imagr v has a gond-lovlung reusable
a caizgory. Shaping sdds cost but con- wanister

eributes 1o success when dane right Bevond shape. cans gain
Among current examples is Comfon impscr with desorsting teche
Foods Co. with its Harmony Bay oiquees that add visual impact.
{Coffee. The original barrel-shaped cans Une approach i3 (o prirg on
N gained shell space in the highly com- what 5 usually dwught of 2
petitive canned coffee market the can’ botiom.
Mow the commpany is exsending the The process works with
use of shape as & marketing tocd pao-piece cans, The

“hotiom” is prin
ed and cans Harmoay Say Loffes cams offer added waipe i taasumess
ave Stacked  who can une thoes Sater &y storege canisters. Consumers 50
;vsz off the febe! and rewan the plantic ciasurs.

is touting shaped cans 35 2
“reuse” package. {mnce
empty of coffer, 8 special
fine of cans arg offered

Tha: way, chix way and “resd” on the shaped can.
| added graphics are The process 80t sy sl pechkagers
visible 25 shoppers gy have 1o cely on can venders @
scan fower shelver  sroduce cans this wa
where they would Anewber graphac i o congder in
~ owdiparily so2 obly = devoraling cans is U use of shrink
hare metal 1P, labels. They are prssed with mzrbcats
The process iends iself 1o graphuss and thes sppdind o plun
US st ornes ko g, PP podus vk el ans "
sting cag eads o gain sdded btk EL Swansons s.,hzm Salad being one They pive markesers sevecsl advan
board O lewsr shetves, the promas US products in such g can. wsges, wacuding the shine and graphs
tiove Condiments from sversess are aiso soup inberend i prised Sl

techaigee dispiays graphic : .
tather ﬁiﬁ sads,  CADARETS. seen in such packaging. ‘ This type of labet hus added graphic
good-looking The method relies on what 1 called ey 1 Spam cans, besides the we
erough fo have 2 “distorion priming” Graphics for the nosm shape thats made Spam 4o won

place on 2 iwchen counter canS bostom and sidewalls are prinied  in this categony

tap ot panry shell. on flat metal sheets before the an is Shrink lanels also ailow showter tuns,
formed, Graphics and text on what Rather than siocking ndividusl cans,
- Decoration fts home décor becomes the sidewalt are Siwoned in prepriveed for each favor i 3 fne, 2
The Harmony Bay cans have oot prinung s thet when the metal i peckages Socks fust one can and
tours at both zop and bogom. They shaped tnto 8 can, the graphics ook applees different labels during the

have 4 iwhographed backgepund walls normal. Even the UPC can be primed parkaging process.

BRARDPALXAGING &7
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ICONS SPEED COMMUNICAT

Time-pressed consumers need 1o get information such as

cooking instruction fast, and icons deliver it guickly BY MARILYH RAYMORD

T ime B 50 PRRIIUS 10 US &5 consummers that we
actually “maneiaciure” t—we do two things at once
kike making cell phone calls while driving the car,

With time that precious, it is imperative that marketers
do aot become stumbling blecks wo consumers’ day o
day activiries.

Yei, marketers do becomne siumbling biocks, especiaily
with crowded packages and hard-to-read wetroctions.

Dftenin g
retail gudder, you

sormmunicate in both “oficid langusges.” w0 tey've
developed & ploodal way of weiling consumers what s
what when & comes 1 pedkege nformmaion

Canscian apparet manabcturers use symbols by
washing and care wsranthns s do fsondry soap
manufaciurers.

White this rrenad i Canads is spurred by the legal
dictates, the basic chalienge of compumicaing wak

consumers whe read differers languages 8 jns

as wuperiant in e Uniied Seates.

Tendary's muiticubured world and

Can et 2
COTEUmET wlobs! markenng efforts make piotures

1 & pack-
agz over and
oveT Zgain
locking for
the prepara-
tion or han-
dling instruc-
tions, When
they do find
them, often
they are in fine
print and are
hard (0 decipher,
whuch can pre-
sem @ problem.

Enter
Fresidents Choicz, the i
brand for Lobiaws in Cansda and
licensees in the United Saces. Thas brand
helps corsumers through their indecision showt choosing
a product with 2 series of icons on #ts frozen food packages.

The icons appear on the bottom nght corner of frozen
entrees. They guickdy help consumer see if 2 product is
vegetanan, ciganic, microwevesble or pven-ready, and
how long i trkes 1o cook. '

Predictable jocation

These wons work becsuse they are color coded anid
stacked i the same place on every package. Consumers
can read them exsily as they comb through the frozen
food aisles for 2 mes! suitable for the time congemings of 2
specific meal eccasion.

Consumers find wons and symbnls 5 user-drendly way
of raceiving information. leons are ¥ legavy resuking from
cur growing hmiftarity with compuzens.

in Canada, Loblaws has an addiona! incentive for
refying on loens. Canadian mavketers, by jaw nezd w

ard symbods crithcal, erd socn this
type of communiosnen will becosme
the mandard in cooking and handiing
ISR,

Meks thom sazy 15 soe
To be guly sscresshd, syrebels and
ntes need 10 e eamiy seen,

Coraresting colors 1o e package
grapiees and posg-
shoning o some
sundard comer of
e peckage pro-

2Ry -L-read
mdormation,

Fackagers have

atweys wsed fags

or baarsts to high-
isghs “new.”

‘enniched” or “forifed” on
packages Now even phrases such o8 "micrpwareable”
or “ready i1 13 minuies” has beer fagged.

Bt these fagged benefits can be found stywhere on
the package in warang trpelzoes, colors snd sives
Given the proliferation of other wformsdion on the
paciuge. these benedits arr quickly fost 1o the chapter

The lin of packages thar falled is Hurered with wxams
pies of graphics thet did not highlight the pradunty
benefit. Dten the beneliy was lost among the cluter of
cther design elemernds,

Congider icons a8 & way 1o break thavugh the
clunter and deliver s benelit o wodav¥ time-pressed
chosumers. ¥
. Mariiyy Reemond, & New Producss Tenssitan of dhe
acis & Learming Cenirr i fohos, 2% Compacy her @
WFEE ar by omail mreevend ) e o
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rbout investigating,
pys vo enhance thel)
e consumers have ;.

ing. hkﬁd“ﬂé( amd
pely, using yusir produc?

ol stariag, apaning, o
pring, portiet

Pzl xhoy

Paw o BY S

bl piely, using yout product! WY

s

rying. hag
oly, using

BREAK-THROUGH CONCEPTS
FROM BEYOND THE FOCUS GROUP

It takes mare than graphic “tweaks” to regenerate a brand or invent a category,

You have 10 meet the consumer at the store shelf or in the home. BY REK MILLER

T here isnit a marketey arcund
who wouldn} want 1o re-ener-
saze 2 mature brand or Ivent & new
caregory with produst macveion
that motivaies sl and cemenis iy
aity,

Topical 2fforts inchade reformulas
ing, resizing, vpdaing graphics,
repesitioning and stherwise twesking
on dimensions thar olfer ltde prad-
uet rews and scam abiliny 1 om
through the clutter

What abowt investigating new
ways o enhance the sxperiense con-
sumers have with your product?
What if there were enuirely novel
ways of storing. opening, dispensing,

pouTing, porikening, ressbn
serving, handiing, and witimag!
using yeur proguct?

ingerdons mrucvursl packaging
that bresks sew ground with resl o-
use bereedits van work i wndern
with an odsing rmulaton o
eeward conaumers with shifi -t
carye fevels of satstacnon,

Bt now the scary pan. What
shoudd that new delivery sysirm bl
Whet hunctionality do congumens
eruly want? Wha berniers end disar
isfactions do they faze wih your
package woday? Could they 1edl us?
And i they could, how can we rang

4,<§,

iate that input into acnonable. o

For

more infoemaon &9

-

stz simsctursl sobaliors?
U it Heelhood, vour new prod
wit developmen: process calls for

ey vlidarion” resesr

X Aamnens ¥
% ii’a&h 5

-

vabidasing

in this fashuon, wou present
ceges from inernal brsimmoem
ask consumers o sMate a prelery
st hopefully, velidee the e
wyeryone shracky Hhes besz,

Wkt ¥ vou thoughy sbeast
resegrsh and vODLRpR goneration 10 d
vompletely  coNniNGER 08 2anr ¥
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VORT UTERUYE L8R

umng research 10 soresn matun con- ha:v*»'*o ard stimulus ey need
cepls, you used B o generate P you originate pack

“springboard eas” for structursl ts:dmui.r} ihat Ie

swkaging sariier o the process?
1% ackeu v‘,s.;ec‘geé that consumers
nardly ever do. buv, pav and believe
what they say thay 4o 30 'ni: g”rzza ideas. Don z:xpe,:
15 ot that they get their jolles g2t tsm:u selutions from these autiy-

from sending vou down the wrong iies, but do espest sone high-noiane
paih, itk just that when asked 10 fuel for creative thin

choose smmg aiernatives, they a0

hoose the one they like best, Shop i mémg

we that will mothvate theyg and Heew much tone does vour (zam
sperud (n the stores? Chanoes are,
your produst is found in 2 ot mote

sTo dvet

soive thelr probiems in absolute

termz. And your 350 makes them

t“gt 0 pi&x

engage 1 hem in a2 concem
CRRTATON PRAse. full them

shoard with you 23 members of

WHAT COULD
BE WRONG
WITH SOAP?

Le?'s say you zre the drend maneger for
hengd soap. Seniors ers tetiing you that
your ber is hard 1o handle, angd poses &
salety ok, How might the sracess ust
distussed eddress the opportunity?

1. You send 3 team 1o the stores,
t find that

s Serdors buy 5 turved, boxed ber

£y
S
e

L W&ysuzy

that fits nicefy in thekr hands and s easy
1o open.

» Thay tafl you thet your s0ap i 108
buley and somes in celiopheng they cane
TVGL LRIROVE.

2 Then, vou spand soms Sme in
homes, discovenng thet

» Soxad 505 s spaned wih a shp
of 8 thumb; ¥BUTS reqUIrEs @ SCH3are o

nal fls.

~ At the sink, bar sosp bas bean
replased with 2 pump dispenser
{hemmm. ).

+ in the shower, recasyed soap digh-
2% 3re 100 low Bnd bard I sogess, 2.
ahng ¥ haxsrd.

« The shape of yvour bar doess’t roff in
the hands the way seniors iathar up. its
sousre 203 ulley,

versforn, i slips froun the hand.
requiting bending o runeve 4 18 8 vt
b, This may be the most dengeoys
noasgehold Sehavior fnowes,

, ﬁrﬂwf&ﬁm«i |

epze Bk wrw
o mlwr«?«whm

www Bra24385%35135. C08

Homr-tit b

TYPEs T ’“a:z.; g
S
Vv ;“>3' s ol 13

i:' Eva:t TMOTE ST STIant 5 The
:{’&mi?}%{ ¥ can gathor about the
ihaites hat medive @ decizion
making 58 that 4ot 1 process i
wxrang place.

iragroept sorme Lon urmers a3 they
peruse the aishes, Ask hevn whast dise
wraats thern abani DrOK ats it the
.,:eu:ngm Wich as the make # szies
ik rhem & wi v itE
L}ﬁ W Of Unvg 'd&WCTL.:
st asiness &

a5t abenyt
&m\ vexiiy maer
“rewemer o iruth

For pampde, ouy wd i for a magor

[

snack-foost company wurfaced ju
horer dtirmTve 8 Compe RS parke
age in, and  TRWTINUED 0¥ PANT 19

3 Ther, vou bring some semors i ©
help genereis spowhosnd L ess. Une of
thy conmemery pioks up & rew-fangled
touthbroth end sevs, “What i the bar hag
¥ grip embadded in 27 Anctr hendles
aathing g and says, “What f 2wes
shaped go i comdd grab and e AT A
thirel refers to o rob-on deody 0t pack-
852 a0 2avs, Wiy cantl use B ke
s

&, Py, vou Dedd mock up s The
skatohas wr've printed here 5w vy

LR %”i“efz'f{f’ff’f‘f’w

how some of Sruse Wens ohgl ook

Wt vou have dooe i 50 beyiedd
the fious groups 1o generals s beess-
through concept
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| conSUmers wee dW 103
;o*w'zm $3TIS ‘“}a ot
Bout what 2 b"ea«-.,ﬂ-um-

. i .
arcy x..ee has u, L0 W0 el

SO
30 e
Wuf}.

SLRXL
F“%zen:s no bft er w,y to truly

store W‘“?* e}f arg resdy
i what packaging anriby
sapuvate them,

;3"
5
(‘
f’

‘3
e
#

ST
7y

iroruments. T
CRNLss b *m"*ts are ;X“si%y
Some loiks cell this an “anthrope-
iral srudy” or “contextoal observa-
A 1D, we ol & “lnding ow

Fryitupin a pan

it ume o pull some corsumers
rogether 1o ol your NCvaLon eam.
Perhaps they are peaple vou have
already spoted In gores and visited,
o7 they are fresh fares, Wi ofien use
fresh faces becsuse when we hear and
ser similar things from a brosder base,
we have rmore confidence.

These sessions jook nothing ke

maditional foous groups. Oblecives
are differeny and the seuting i differ-

u?twmtttiy, usg your ;ﬁmxéuf*, u&

A )
o 3\\»{,

aely atonstie,
tardish, hus coald
seeds of sommh B
“‘x.esv works for a8 birds of prod
e, from froven feosds o foezers
Ther, the wuly ooares Wea-gnet.
avion begms, As fuzl, yos have »:»3"&«!-”
sndersarading envd “springhoarnd
rfean that car? possnd
""zﬁct P 35 &cd e f*w"mg:d gam-

able yz*mﬁ.*g IK‘EW.S é‘“ adkdoees
real needks and may oven offer up the
oo facner vow 3’33‘&: 3’@«*&5‘5 sezpchisg
v;s affory with, your
The beverage in

!
$
|

< Whnt about investigating ax &hs:wt mwgmmv »
- new wayk tu enhsnce the O fzxyt fg ﬂg;aau
: exparisnce consumers haved avanegg,& cmse, 3
t P with your prodoct? What

frstigasing Wer ez en
SRRLe LhE ns

VNETS DEE £ Y1070 Te s

re £nTiTely novel ways Lo were prsind

Rarin g, Gpehing, SEpEMNE, o virring B
L pOrtioning. mscx:swgn ENEIET BTS2 S

ftar’;&isrg, g wing

ts going on” As ane ourpat of
work define a “convenience
1™ that Tepresenis Everzge poirus

mproving the entire expenence a
wmer has with your p*oﬁ'aczx
ow s the product stored,

ed, dxspmsed applied, served,

ymed, resealed, iransported,

ed up and disposed off Once
pave identified the reipvant
:nsions, note habyls, practices
“work-grounds.”

wotk-around 15 an awkward
wior that consumers willingly
‘ge in to overcome a blatarg
nvenience.
onsumers will tell pou that thew
artions are no big deal, bu den
wied! Provide them with relie in
functionality, and you'll own

forever. You would be 2 beliey-

INBPACLAGING

ent. The mechanics are different,
RO SOMEWHAT SIANEL.

Forget the one-way mirror, These
sessions are “all hands on deck.” You
and your consumens work together,
perhaps with asssance from a ore-
aiive resoume who has been there
hefore,

The objective 8 to originaty wha
we call “springhoand ideas” 1o drive
tater, more dedicated crestive thind-
ing. There are many ways (o coraduc
these sessions {we call twem NV
SIONSM sesstons), but one way 15 (0
presem conmamers with angitie stim-
uli that offer ingenicus funcrionality

Then ask them 1o smash the bene-
fis of the produc they like wogether
with the cstegory you ingend 1o wans-
form,

www drasdpasiegiey e

m:; sppmn B ok the tput mu,
28 what ruly creszree peopke oen do

wi!h i

Theres s reed 10 soreen: the <ot
pepts with conmumers & s ;m:-
You kaow & mach & vou nted w
ks 1o fagmed émm o U TS
promasing tonceptust directions,
Then, vou ke hold of duse and
blow them out wo reuliple e
goms T ik ther ides of @éﬁ«mf
bt shos e several wavs et ookl
really work.”)

Then, byng them © bfe.

Sarve 3o 2 cucdboned platier

& goess way w el down 1o 8
fow of the most promising peckage
Srocrures 19 w0 Gevelon 30 presents.
tor models  ZoRTINGED DW SRSX 20
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fin ey fand”
wis nught swaltiow

SR e

il

This wouldnt i ix
his.” “Ies toc kg for
5 open this”

We're searching for how well the stractures addmss the
ey leveragable dimensions thal surlaced in previons work
Ath consumers.

When vou hesr resistange, ask consurern: how the design
s and how 1 could be mproved.

Heve staff on hand (remernber: “all hands on degk™ o
nerpret feadbock srd transiate it into real-me solutions.
his {5 3 wOTKIng SeSSIOTL, TOF & CONCERE screen thar conid
:nd vou beck 1o square poe, 52 be prepsred ot & dynamic,
si-paced and very prochictive evening,

This worked great for 304, where consumers 1oid us how
gw prototype products for howsehold protection ¢
T moeet their reeds.

Ormge you're convinced you have a structere that oifars
anied funcricralny you can deal with aesthetics, What
esign execuion signals the innovations bex & the poing-of-
de 10 captivais consuimers?

What form, mazenal and color convevs what you want w
sout producs amd brend imagery? Whas execution goes
owy the production line flawlassby and et retsifer
sedks?

Al these and wther isaues becoms ariteria for sppropnate
wsigm once the breakthrough fezrares have been wdentified,

Then, working proscrypes can be made, These are critical
1 line-testing, consumen-iesung, test-marketing and even
anagernent iesttng, With a go derision, you and your pack-
dng engineers are off angd running with dear divection.
While this approach seems rather elabarate, & can be
anaged guite cohesively Ve find &t warks exceptionally
=1l on several fronts:

It ensures pragrmalic COnSUMET NPU 1o conter develop-

ne and eluninates the risk associated with “voring and vaid-
ating” focus groups.

It provides brand managernent with s compelling ration
Je for their recomemendaions. Sendor Managrmen? feels
miforuable with & course of acuon that volves consumens
appropriate ways 1o focus on what Tauers. )

1 involves multiple stafl fanctions early on for easier buy-
and support
It drives better, more suscessfal and ofien propriessry
lutions.
$o, consider this approach 10 packagng conoept develop-

ent 2 tool that can serve you snd your customers bester. 1%
sure-fire way 1o generate product news with impact, rev
£ergize & mature category, and create meaninghe disinenon
a1 will aggressively pre-empt competition. B

1 Miller is Vice Prosident o 10, 2 produrt and pawkage innoeation
w in Edgewater NJ. 1D works with companies in oif packaged goods
} durables cotegories. Ken can be rrached ab 2018%1-5500 or o

I kenBdiusa com
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WHEN THE GOAL IS CREATIVE

UPPLIERS

They 're part of the team, and how marketers shape a relaiionship determines juss

10w good a package comes from the process.

randing s & 1eam effort. And

i this age of sutsoursing, the
wxy that marketers bring suppliers
nio the team during the dﬁveisp—
nent process 5 5 key o evenoual sus-
ess,

Thats especially orue when the goal
5 to develop crestive packaging tha
seips to sell brands and when the
nErketers partner is s peckaging sup-
dier,

Ome perspective on how marketers
an work with supphers of peperboard
artomns comes fom Flour Cit}
ackaging, which suggests a 1 3-step
hecklist. Thest seps help to ensure
1wt marketing concepts and package
raphics are supported by struciural

“Warketers have w offer & product
w conusistently deibvers om 3 promise
» comsiumers,” sevs Mancy Mosman,
tour Clrys Direcvor of Markes Soategy
nd Custoemer Focus, “Packaging sap-
Bers can help deliver on that prozrise
v creating & polus-of-sale presence for
3¢ package. W can harmonize geph-
> vt strucrurs! elerments, wnd we can
rhance the package$ and produal
metoratity. Bt we have w0 be part of
e development process o do that”

Here are the sieps that Flour Civy
ackaging advises markaters 1o take in
rdet to eaEcule Innovaiive concepts
fectively For the packages that arive
n store shebves.

f » Bet involved in qualflying
eckeging supgliers.

Vendor qualification oftens rests wath
archasing, and purchasing’s eryphasis
1y foous on ssppher reduction. They
1wy have 8 straegy of prime sourc-
g--0sing 3 sgle vendor for 2 par-
cular type of product or service. And
archasing shwgys emphiasizes cost

duction, sometimes to the exclusion

BRANDPACKALING

Emnmwmm’

ipcenasingly
the “sifant selpspersan,” The treow} is aspecisiiy propesmeed for

BE A SRR

3

Wumehwd
soltwary products

with compisx instructions sad promutionsl copy. mwwmm;m
wvirpmments whare so tained help It aveilabin te MEEyost CUSLNDN Joestions.

of other consideranons.

But differers functions within 2
comparn So have differens omorities.
Vi'hile cost s prarchasing wop consid-
zration, marketing needs vendors they
can execyte innovaive designs and
priny guality A wendors abilfer o do
that may be exsensial 1o brand equity

in soane sinustions, the supplier
may scrually manage restockdng end
the supply chain. Tha could exiend
to colfsterad and other promustionsd
mastenals. Arrangernents thar facilisate
special situsnons may be necessery
from a marketing perspeciive

Being invalved in vendor gualifics-
tion st deast feis markeiers get their
conoms onso the :ai:zic aﬁmng the
quatification propess. 14 those con-

www Braedpetizgerg JaB

cers w2 ot expressed, then mar
kerers oy haver ne choite when an
effective packege actually needs 1 be
dove

2. Drganiza for eosdy invisivement.
When g produs developrrent pre
dect is doe ong @2y 83 ¢ L, the
peckagng supphiey is ususlly brought
in fmie, when eeervore i3 pushing ¥
Geadiing.

That can work jor rovee corrvens
jacety ;:cmmges sonfigumtions. bl
concepiur] o uarestive desigrs
need more tre for crestive inpul
Makinig the pachaging mgp%m ;m:

i process anad honging the
plier 1 as exrly s pogsitde m&ias n
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FOLDING CARTON
INNOVATION AIMS AT
MABKETING NEEDS

Bevers! echrigues develaping with
folding certons will improve sheff
impact and Rhsumers’ interacton
with the produst
Costings hat orovids incraased
gloss. Wih e emphesis on she#f
impact, foldng canons ere
responding with coatings that heve
moara solids by printed cartons.
The natend fouk connects with
consumses naw, Conpumers think of
# a3 “hrown’ paper, and caton sup-
phars el & wrgiy natural kraft The
shily W put soMemporary graghics
on such matsrials is offen mandato-
v 10 project s brand image
interactim packeging sliows
consumars = sctually ploy with the
packege gt Be point-ol-purthase,
Sdding exire penels 1o the renton
sliows consumers o imeract

CLOWTIRUED FRoIm FLGE 52

3. Share desigx critarie,

“With s crestve package, the con-
cept may mohude qualitatve judg-
ments of the shell impact marketers

are qying to schieve.

Creative packaging ofien needs o
effectively anmwer guestions such 8
Wil consumers want 1o youch the
producy? Should the package help
conumers reach 3 cominn leved with
the produat? Can the package reward
commamers expeniations by perform.
ing well cach ume?

Cften, design briefs ar pther pro~
et maEnsgement docurments sxpress
the marketers’ fudgments and vision

T

et
o YOOb et

o EEE ¥4

fa¥ ,4&"‘. soa

. . e 3

*

o
ELAE, I 511163543

for the producs. Those sxpecanons
reed 1o T shared with dve pack
g supphier bevwise they may

e suppliers mesponse
ECTHEVE 1hOR SXDECIEIINS

4, Supply prodect sempies.
Resist e leTnpuasion
ihe supplizy anky the producs
dimersions and the raumber of unas
that will go mito s packege. Provide
SEMpITs.

tatr Ywo Wentns or Crous Cosronarion

The World of High Speed, Continuous Motion Pouch Machinery

P Works™ - Busciunark Tochoelegy
Fer e Maw Biiweuniem

For sroee Tran Stee shecacies, C00G ¥ whews yiu
Ok i VR 3 NG S0ee SOFGOURS
ey s SO Renbiorts, 3 sy descr: tha
Jtest mAuesy ChangeowaTs i B ALY

Bt Bexiblity b only the begining...

SERCOS: Cwndy Cutting Sdge

e rectraiogy et of Frediona’ 1 SERCCS
SEsl foalrre DORWOF Systerny She mos sopemica:
Fipstdiors 5 e only Desrling mKches 18

L A STQPRTg GOMT § TSI COTREOY

°. B btk i ety B> S RATRIOST %

ok e 00k & oo SERCON D Cortoss sk o, ehe Bl e

We'te The rwdus G Mg Spend, Contiaeur Metion Sowching
Brransn We Hnsuertand The Nwess 0 The Puckon.
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Without 5&:;*;:”5 the strurtaral
designer s left 1o guess aboul prod-
ustt vas:i';wt‘« OF BeSuAg OPPe rzm;v
ties. And it differences may bappen
bevween prototypes and i}r"nc‘m nion
sampie:x

5, Ligzoebe the compatlon.

Brand zm"fzrz siasan is 2 key in
codays ses of COMPRUDg brands an
products. A supplier can offer ideas

on how 1o differentaie. SR
pliter knows imt compel
Give the supplier sampizs of zot-
peiing products, Alse provide phis
ar *aprw%s s of stiell arms
used in c%ts oping the graphic

Grszgn ’n" gy Biﬁ" £
the category, show those 19 the supe

pliwr, (o

8. Develop graghios sed struciure
simuitanepusly.

A surong brand bmage sinives for
harmony berween the bramd mes-
sages, the product snd the packag-

The siructunel peckege ﬁcﬁigﬂﬁs
needs 1o undesstand how the m,‘,
irs express those messages so that asf
packaging materials, structores &

special effects can support vach Q{“
1o erihance the end resuit

7. insist on dosumentation.

& supplisr’ quote based
on quantity and package sk
nal 3 “commaxdity” shup approach that
does ot wecormmodate comreviny well

if you are Inoking for sornething

beyord that, work with 3 supplier
who pros vides details o the paci-
APE~—s ‘amermwmi drawings tha
indicats tolerances in fnished
packages.

The supplivr showdd else ash
for details on the product’ goels
and end-user benefus. And the
supplier shoulkd ask abous produc-
tion SeIngs, for exammpie, would
packages be assermbled s a hands
capped workshop?

SRS
REFERENCE BOOK
UPDATES FOLDING
CARTON DESCRIPTIONS

& 1999 revision of the Menddook of
Sokding Carspn Style Nomensistrs
updates e publiceton’s sartier ver
Ths book is sxpanded w inchuds
sdifgional carton styles, wn itrodlur-
Hon 1o cartory dasign and maatac-
by procwss, and 8 gossacy of
packaging terms.

% mehaies informstion on carton
materiels nckiding pnsll-fute oy
gated board. B looks o1 ervirorunan-
tat sred requistony sepect: of foddieg
nartoncs, andd & detady cavion stybes.

| Where to go for more intormsalios..

» Ordwring information on the
Hawdbosk of Falding Ceston Styte
Nocencletnre. AL e Paperboscs
Packaging Lovncd, cortacs Pater
Ebgrta o 2298830 7 by et

& Test snd vt package pecdformanc
Get prototype teckages from
suppler 10 2% uernathe Prosoo
zan be wsed i forus groups 1 g
feadback on packages.
Use therr coxtimuzs ox saze

vt Ywo Wenins of Cicon Canrstanion » ,

The World of High Volume Contract Packagfng

H You Need 1 Miffion Yo 100 Million Pouchwes For

Your Dry Prodect... Cloud is The Anrwar! e
Because Cloud has evarytiing you newds Kﬂf

Sy M

* Somed 1o Mavat

¥ Rypores (At

|
z

e o)

» LRy ATy
Ly

Wa're A Leader in Foucts

CoPackiryg Bocwases We Lreated The
Hate-ol-taeArt iy High Speed, Contimpsaus Motion Prnstiving.

Call
Taday.

Tonigt

CLOGUD CORPORATION
24 HOuea ops
s Parges, Wress S 9! 9.0
By BTV By B I
m,wm foce -




CONTINUED FEOW PASE 55
1o check the cfectiveness of the over
ali design, the ease of use, the ability
to dispense pmducy, how they g deliv-
er product visbility and graphic
integrity. Ask the suppher shout
praduct pratection ot finess far use,
But the markeier has 10 evajuaie
any supplier suggestions against the
marketer’s knowledge of cusiomer
preferences. Customers may think
they need 2 surdier canon than 2
supplier recommends, and 2 mar-
keter has 1o evaluate the different
opimons.

9. Estabiish 2 refationship
with the suppiiers sisfl.

The supplier is going o be
past of the team, and you need
to know the key players on the
supplier’s side.

%@m o ge :‘m’m :;;mwm

Berfin Paclaging ... ... ... ... ... o 2B
BRANDRESOURCES . ... ... ... .. 3. 53
COLtabed oL }
Clartuns Maserbaschos Dre . ... L o, 44
Cload Corp. .. ..o e

Dodt Corp. oo w43
Daplemins . ... p. 24
ADVERTISING SALES OFACES
Edwin O. Lamwdon, President
nﬁ&ﬁd&ﬁ«km&.%&&i

{630 3770180, (53X 3771488 Fax
Territory: Mims. ’

Jeanie Geldevaan
100N, Cross . 5, Chesteriown 34D 216
{410) TTR-900C, (430 TTR9002 Fax  ©

. A

Seridernuncls
Ferritory: D.C, Del WA K Y

Steve Everly

134 Villegr Dx

Scirwenkeville, B 172

(610 2872481, (610} 287.2483 Fax

Terrbory (0.8 Camadak: Comn, Maine, Mass,
NH. KY, Osare, Pa, R1, W, Qeedes

& BRANDPACLAGING

g person 1 ERow.
the pr TPrESS SUPRTVSL.
That person «(a:z“s review
of g computer disk, for
emmpie, could save
hours of 1 f:miv;nf:
issues and delays
Look at the it
berween the suppliers
siafl and your own,

16', Urdersiand
process potentials

Yaour supplier can
be an edurational
resource, Technology &5
changing in folding cer-
LOT15 a3 i I8 1D ORIy AIEAS,
amd the sapplier should be
2 resourre in lerting you
know what changss tan

mwmmwmrmm
brend Aave by “broven box” fevt that stkbraeses
comsyemars’ intecest &2 “saturel” prodvets.

eorrugaed packaging.
A

beneflt you, Cnher teehoboues such as cold
'z

exnbossing wnd foi} samp Mﬁ wite

*ﬁ&f&&txm am:it; sl mopat and
4 tmage.

Efmi‘ 53 ;*r, 3

how wmproved capab

these can hedp voar o

For example, minifiute corruga-
ed containers—F & or W Aute—has
enabled direct prinding without {hﬁ:  affex
need for printing labels for lamin
tion, Packages with iug%* -end graph.
ics arz mow replacing older rypes of

Potiawh Copersson

tndependent Publistung Company . . £1
inland Commine Corp. L A3 fred Exivibson L
3228 »+" ¢ H N o Seacqud Cospees

Carode Toumg Ocbade

Chawworts, CA P1341 18724 W Dupr, Munddvie, 1, 50080
mm 9?3-9-*&& (8187 9935481 Pax AT W 14T PGB Fux

r«mws&m&mc& c::ﬂa
ke, Ksm, Moy, .0, M3, b Nex,
Dide, Cwe, 4D, Uixk, Wk Wye, B0, Texes

www brandpasiegisg.con
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€) EXTENDING SELL COPY

Rexaf Sundown's herbal suppdements
have to addesss knowtadgasbie oon-
sumars who wet more gdoemation sbot
e products. And ke mary marksterg, the
corpany had ooy 8 cordind, fived pack.
248 3rea 1o mesent af the indormetion,
Wik 2g Sundows Herbals, the company
opred for wohat 2 calis the “hest B Lear”
ebel, The technigue uses Do isbels in
e, with g roteting window o ughiight
four differant copy segments shot the
EOLUCL
The technigue addressas savvy, bealth-
CONSTIGUS SORSUMETS whe WEnt 1D know
#hout the praduct Resesrsh showed that
mwo-thicds of berhsl users consider ¢ vary
imparant tha: isbef information specify the
particular henefts whinh harks can ofier,
Tha tabuel has voe feyery. The botiom
R wiBps ardund 8 bottie, and an adhe
s holds 1 1o the conteings, The top leyer
rotates arcund e botlom laver As 2

o HELPING CONSUMERS “TASTE™ IT ON THE SHELF

Lonsumers are S80S I wantiyg 1o con-
sact with the products they buy. A the

v

gars shell, thay went 1o s82 i, Wotch &,

g&iﬁs
i

Sutter Home pests sevce is on te ipeding
seige ip using 8 claar lebel I ightight e
peoshocts apputite sopeal The inbeling
cancept kuilds on Stter Hom's sawress
with cluar labely bor wine

MARTH/APRIEL 1998

rofgted, 3 window inthe 107 fave
reeeals sagmens of oo on the ey
wxteinest.

Rexal Sundoen usss e label it
righhght four types of WRrmstion St

Dromole produl) usege 308 Truss-sed
£ g

cther prodois in the ine. Logy vy
mems an ganh peckegs #ry

» & progury descrighon

» & paplaretion of rovhict benefis

* Suggested agdbonal sutriiong
suppisments 1o somplement The Jroguct

» How 0 fearmn more about Sundown
Herbals

CCL Labe! developed Uie label Rarsd
Sundown ugex 1 on e Ton ¥ differ
st warietias and sirengts of ks

&s 3 promotiong o, the label Pag
become 8 THEr” on e SOpanY's
wgrney site. Check vut weew rexaisun-
ST LD 10 868 how # ETOMKESS e
iabeding festure.

i eeityen feste i

Cipae labebng 13 ¢ 1a0tie thal begivs 0
nswons thase needs. b reducing tha per
cetved herriar badereen prodult and omr-
ey, Ligac labeiy on clest petiages
have produced siguificent markeling
SULrBESeE i persarel cave producty

STy

and wingg.

But whet sbout fonds?

Cansiger foods with Migh appetite
appeal it the peckage. Bold samy spyoss
and salses mest those crieriy. For mamy
brasds, the protucs 8 pasitoned 85 beng
“reh” ped tchunky” Deer lebaiing touid

g

srhance et positoring Iy &
e ssute oF 33lss.

Grapbics an chesr lpbels Con suppen
At pOSILOTING ¥ TN WRYE!

Frg, labads thet refy o0 Yypogreshy

Birmont 88 thy work of projecing apoette
sppeal. Thy product fiseff has 1o sirongly

“Twist N Learn® iabei appenred o8 Susdo
Herba! produess is Fabruary 1 givs covsam

» Reintorrmation iabel— 47 O Labes
contast hristine Schester

&) B RBEZ0F o1 2
csofaeier Wrolsted com

Loy sppetite
sopesl,
{7 by g alerne-

e Eproalh, repreductons of the fres
vigatalies thet go ity the sauoa o 3
mard oyt on the iadel Thw prostunt iz &
e Temsr” g e graghics sugmant th
Fppstte sppedl

Where to go fov more informatian..

» Cioar Lubly~at Spaar fos., coodend
G Mponzer 8t FIJAES-T335 o wwnas
SRR RD BTN LT

BRANDSK




Dasn Foods traathed Hife imp what was
2 dying category with itx Chog mil, The
branded grodurt added convenience gnd
pushed sales vpward. Now, the number
of dairies emulating the peckaging style
5 sxploding.

Among them, Smith's Dairy in Trville,
Ohig, with its Moavers brand. The pack-
aging approsch taken by tiés deiry sig-
nals 2 graphics “Borsepower” rece tat
may make the dairy case among the most
colorhd in the grocery store,

H you are in this section of the grocery
gtore, be rasdy to foin the srowd, or gt
taft behing,

Trade dress ior the Moovers brand is
anchored in 2 “swerl” pattern thatuses 2
background color to color-ends the vas-
ety A "swiri” of 3 complimentary coior
adds » sense of motion to tha lzbel.

Codor coding iderdgifies vaneties such
g% whola milk, half-and-ha¥ and choce-
iate milk. Packeges coms in &, - and
IZ-punce sizes. The §-ounpe packages

16 BRANDPACKAGING

Wah pachage designars molding hand
grips #mp borties for aknost vy
sanceivalie cateqary, the labeling
chalienge multiphies,

Here's ooy of the mugt sevare
challenges—Bainrade’s new
argonemic bortle B has 8 series of
grooes moided inte the bottie, iting
athistes frmly grip the Comames
& deay grocve neat the botie's
0p scoommodates the thumb ang
forafingar

it pives the consurmar & tgh grip
aft the hottfe, but B raquires spacief
tabeling s¥orts to get the isbel
smoathly conferm on the deep indany

Setorade’s answer iy 8 PYE sheink
tzbel. Pomad in oigh colors, 8 el

COmE in & plagtic Darniar (o creele
B sie-pank
Smith's Oairy ppied for 8 PET bowda
that is tinted beown, The Snted botte
biocks out the uiraviciet kpht il can
daptets midk of viaming snd Sevr
Smith's Moovars arg in Mithwastem
markels,

| Whore to go for piorg information.. |

» Shrink Inbate Xt Soal-¥t contest
Barbare Driffings o1 80325395 or
omaf senitupryoslcom

oW RlasdpEchagng cum

HIGHLIGHTING INNOVATIVE SHAPE

275 wisupl anpset And B centers on e
seep prove.

The seorel i gaod Sppsarance e n
g protess e LSS & soptsn-
zaied hEal w1 wuind the label ouy
e torde. The wnne! hes multipls haet
roaRs e 8, ensuning that Be dabed con-
s wal to the visually striking bowe

Labeling trohndogy Yook o3 Mg will
bacime mOrB prevaiant a5 the trand
Vst SURING SHADAY DOOBOLBY 10 Jrow
@ heveregs prskagng end makes B
mugher o get the lebel gt

Where 1o go lor mors inferaatios.. |

» Shigk lnbats—Ar Yeitax Covp., o
ract Jshn Yemeseki ¥t DIBES-SBG o
gl yam kiR ineL $TL et




PACKAGING
THAT SELLS

’ Anticipate
" the road ahead.

The Chicego Tridone increased circolation throngh targeted

convanience stores with a scratch-off prowetivnsl gase.

O 0016 Proworionat imeact

What can heppen if you think of 8 newspaper a3 2 packaged
praduct?

Thats what the Chicago Tribune &id when it wemed io
incraase i3 crouiaton trough cotvenience stores. It added
B scraich-off promotions! {abel 1o Sunday editons sold
through the Whits Hen Faniry convamence stores in the
Chicago erss.

The promotion ran four consecutive Sundays. A three- by
four-inch, prassire-sensitive label was applisd 1o each
paper's upper right-hand coraey

Each wask e promation offered 2 majoy prive-typioally
a trip or & waskend hotel stay, Instant winnerg inclute cof-
fee 3t the convarniance Rore.

The label was destgnad aot to detrect from the paper's
appearancs. The sorateh-off labsel could be compiately
resnovad from the paper with & dry-relesse. Beaders couly
sed the newspaget through the clesr bese that stayed oo

the newspagar
Ragional delvery agencias ecruslly appiied the labeis it

the papars.

Wheee to go for more information...

» Shrisk lapetn—At Supsrior Labsl Systens,
comact Tood Astandor! st 5138882400 or ¢-mad

promosuperiaisbal von

Comsunrrs sathe FEL of their puselune
decivions in the store. Your pudhaging con
steer cosioness fonvand yenr draud —and
sy fiven ey cenupetivics, BRARECAD
effers vonr fep ﬂfﬂ‘ﬁgﬁf‘é puchave rends ond
guides vou thivngh the vy

in the road. BRARDRLD

cemsanes pevfennes, sy setidfing
paftvrin, sew packages on the worket eond
peckazing ideas thas soll bovoscds. Fedr
avemstesge of the houcliss frsn BRAND

Nreert be Jilling our the foros o the Best poze.
oy thie forr g K777

1t #u fomene 1> sewe R fovsess 8

$e B fosn vawr e stlew B0 3E sasr My
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wiergy are other factors thas make package

: used 1o be that a packages
main foncuion was to protect the
produoct inside Today, in the warld
of brand marketing, the package hus
emerged a5 the fundsmental commu-
nication elemens of both 5 brand’s
existence and ity esserice.

The quintesseniial paciage design
steategy employs an equitabis bale
amse of lef and right brain, weaving
magic into the e of otherwise mer,
generic products and converting
them impo consumer-reievary finag.
cial properties for their owners.

Every brand has a different
commurseation and design straiegy,
but there are eight hasic ingredients
that & package mus possess 1o be
truly great.

ft must be obtrusive. To

sucoeed, a package has o
break through the visua! chager The
overehehming seiection in Morth
American supermarkets and retail
stares now jeaves the aversge thop-
per with the delightful wsk of chioos-
ing from about 18,000 producs dur-
ing an average s?mppmg LXPRTIENLTL.

if 8 brand 15 1o be considered, &

reust g he seen. And this need ne
recessariiy be achieved by using Ju-
orescent orange packaging The
Japanese spprossh of “whisper 10 be
heard” can often be highly effective
as an obirusive packaging sarsiggy
when empdoved in conerast 1o a high
solour-saturated vetail environment,

For mamp%a Visine breaks

theough the visusl clutter widh 2
‘wf's,.sper approsch in an eonvion-
men? where oSt COMPELioTs use
hive packaging. Visine uses predom-
iranaly white packaging with codonr
accenis, reflecting each variery

A grea: package aissam

differencizes. K5 one of
hallmarks of 2 svecessful brand. E’?za,‘
abilry 1o stand out on shedl can bz
defivered via the commundisation »f 2

b4
ke

MAY/ONE 1858

ALITIES THAT SEP
MG

Greai packages—they 're obtrusive, ¢

G FROM G

v differensiare, they have sowl and personality, Intepricy and

es starul cul. BY THOMAS FIGECN AND CHRISTIAN PICKEYT

5 13 it we ssiah
SOMTECIon, we Tl
rowe adony

in ,.f:t’,:z'*z;*«,:'z"s ’fs,af'

Y
CER
i

Panctional “eu seilmg propost-
vion” (L8P or ik rz}ag}z & perceptual

cotswnery guestion: Why sheuid |
bexy this brand?

Thiz doesn't st happen will
nige piece of typography and =
Paryone oolour systermn. Rengsy = 2
g«md example of 1 subsie bat off.
chenaly communicated USF 3

anctive “vapour backgrourdd” radily

¥

i

et thie sza:td s‘eg::'fsfm;; tor

nEIMET

depth of 3 randy sl i3

~,<:f* in s vrade dress demgn
e wer sea the Carnpbedl

A groat package kas to be ohtrusive. Bt ¥ cs do thet by “wiisparing” a3 Vivinw devs.
Graat packagivy commanicetss e “wrigue xaifioy proposithen” HSPL The vspow
background gaickly Siferantistes Seagey frivy e compatiios,

iden uftﬁ Bengay from the comypatt-
tion. Withous this distinguishing
won, ’é»ngn} m~g§}i not be motieed
by 3 porenial new consurner and
wondd have w rely on these Toval 0
the brand.

A great packsge has W have

“ soul The mdng.e 1 iha
wiredow 1o the soud of she gzrméus-:,
and & guick dook i ets us knaw
whats ingide. i a split second, we
identify wih 3, we reoognize soeme-

et ii;.{ms%  the bowl i max,}mw
he depen wdaivie

ranstormed uo *,
w.;m\mim: experiers of {Zszz*;:s%aeé?"&.

) 3 a,msa parhage also
e g;*m ;fmaaz"a & o
- ;_ :

#OET, 40 obiert w;{
v st (he

4 xs
TERE

wr

wuw biaTEPEILIE R




and appetizing pholography.

Compbell’s communicstes its

products soul through cailigraphy  soneiity » oraaf packege soads 1 soys,  of 1he brand in any lenguage witheat
T fresy, {'m good, T differmnti”

COMTIMUED FEOM *&CE 53

animated with its own voice and
fook.

A great paciage has iz and per-
sonality that creazes excitemneny, tha
evokes and provokes, and dus
dynamic sheif-appes! moves and
inspires us o buy. Danone Delisle
Yogurt is & great exampie of a prod-
uct that creates excitzment on shelf
by saving “I'm fresh, I'm good, I'm
different!”

There is no doubt thar Danone 15
2 leader in the category. because it
brand persons is zfectively cornmu-
micated through its packaging.

A great ;;as:kag: mast have
its ownable and original
real estate.

In & worid of hagh illiteracy and in
& cowrury with increasing edhnic
diversity, symbols, icons and visual
elemenis such as 3 rooser, 2 baid
man with an earring, a pudgy
doughboy, s Quaker or 8 1l green
glany speak strongly in any language.
6 A great package must alsc

be singly focused. Picrure 2
typics] shelf, with all the noise, il
the chutter, all the shapes and all the
sizes. What stands out i the package
that looks and speaks with a single
voice. A simple package makes a
very clear visual statemend. It slse
makes {f exsier o capiure the shop-
per’ aitention.

The markedng and design indus-
11y overzeslous willingness to
please rends to produce packaging
communicerion with mxed mes-
sages snd garbled communication
that will alweys sink i 1 sea of wsu-

Where to go for more idormation... ’

¥ Derign Services, At the Thomes

Pigaon Desigr Group, contset Christian
Pichette, 514871-1322 or s-cuad

tpigeariPndg.ce

B0 BRAMDPATKAGING

the need for words,

sl anonymaty. Sogle-minded pack-
ages ‘<ka Visine and Campbells ace
brand restimonials 1o this highey
action seandard. In great ¢ design, iess
is more. & great peckage 15 DEXUTCR
by ;mk»cz 1o s advertising sier 2.
@ Commranication synergy
the halimack of succe H
p’;xiucts my Anv ad, whatever the
mesdium, pl ms an ides o the cone
sumers head that may be acted vo
LOmMOITOW, next week or nexi monh

4 greay package reinforces that
whes by looking the same on e
shelf a5 it does in the ad, The ad
migy bring the shcpper ine the
wore, g the meckagr in e store s
the fink that cmsas the sale,

A great package is one that works
iy partnership with the ad utrzismg
media. The “good moming” ferling
of the Egge packagey sunburgt com-
nects with fs advertising theme. The
rackages wrigue wordmark and
cojour serve 1o rendorme the *good
morning” message of s adverdsing.
The final quality thas mekes

& package great 15 one hat
also makes 3 person greal-—integrity

Package design is clearly one of
the most powerful ool in & mar-
kewers arsenal. Where s brands equi
ty i écvcragfé sgaingst g line exien-
sivn, integriy cen mpan the differ
ence berween success and fatiure

Drneyne loe is a great example of
isveraging the brand *Dentyme™ wit
% new offering called “lee.” Yer, while
Dentyne lor i clearly different from
the original, & metsins the brands
ety esiyd

Howeeer, retal] purchase and the
ultimase win of product loysly is

AmMmWWm
it fpoks the seme on the thy

¥ as & doows in he add, Egyo’s sunberst
o the package cossects with S
“pood morning ™ festing in sds

www biandarciag e

Daoore Delisls Yogurt displays the per-  The Green Giant ison m&h Mif ﬁsm &:-c maintains B breods

ftegrity 8 8 ling AXBBEIOE ikl
trauxigtes ity growt packeging
sciveveble ondy when the brunds
madermis ¢ TRALES BIT EXPRCLALOT:
; by whasts inside the

’“’WM%M:& wrd sy goad-bn

o ""1‘

X AARR

*”‘w &* 3,.& o “csz.amf :m«! rmal
ses o g dymamic and comp

2 ”8 34”3 5

- with many a b

iﬁ:ﬁ:‘; 2 PEEEA
.2?3{5 m.c,&“ﬁ.m., {‘.} {“(‘CI?C
T, mpie priswiples for

gm,g will ensure that the

¢
he mad dressed for

%o

The athors. Thomay Bygever avad Ohristie
Pickatie, ave {20 cons Pregiclery, respestoedy it
it :}vw Camadia L -

Wm ?sgs&r:'
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MAGE COUNTS

The success of products in new forms of packaging depends on whether consumers
EY ROBERT McMATH

will accept the new package and product image.

ust a few vaars age, u wes virtually “z'f"f“{;ssibit for

brands well known in one CaLEgaTy i X end into
different categories. Gallerte tried 10 exzend 3 Goead
News & spﬂ:a*-ie razer Hne into shampoos, afier shawr

and deodorans. The sssociation with the disposble
razors just didn't wor
Disposabie razors—OF!
Iisposable 1ol
leiries——inn way!

But marketers kept
rying. And consumers
finally accepted some

prez{& iong sireiches in

iines where the manufac-
terers pw"ea latge sums:
'wney %‘ianv brard exieg

inai juee ing@s) ?'za'm
I receni Vears. .
Jeli-0 owt of the
bax and into the rea
eat dessert and yogu
caicgories is & notable
exsrmple, Certainly
frozen dinners inte
e '?;’3'3 gxiensions
ConAgra’s Healthy

e

T

™

o

AE

%}

Byt paw packagiag forms?
The ability to extend brands
Mt rew Calegories may have become
a reslity, However, it sill remains diffiouie—if not
ai"’z&ct mpm;bmmso extend paa,imgmg or pm&sct
images, which are strongly planted in the minds ¢
consummers in one form, inte new forms

In 1984, Blovk Drug Cos Efficol Cough ‘w’hm in

ade-mouth jar ﬁ‘ﬁkt its debmat Ty offered 2 cough
suppressant and 4 z:cngesm Bt "Far Children and
*&éz}ts in & “No-Spill Formuis.” As 3 pink-colored

whip in an 8-cunce plastic jar. it came complete with
3 MEAsSUring reaspoen,

Bug it was hard to mssadze the fowm from the spoon
as one tried 10 get the child 10 take me medinine. You
wan image & child’s hands in front of the face, head
monng beck and forth 1o avoid taking f%‘st medicine.

This same *hard-ta-spill” benefit was offered 10
sduls. I 1986, Ex-Cal Soft Calcium Whip came from
Heahh From the Sun dov, Needham Heighis, Mass i
offered “High-Leve! Calctum Without Swallowang

PEARCHIPRY 1288 wwn Yrizdpestaging 2om

by

L

zc*:—;;;az.r; $154 dwzascm{ phes, Co0oR, L. LONSUDWTs
H m“@mg imags——either
white or g:n.%:«—»;as & form of medication’

" Even an upse

3
e
X

(5

3

presentation of an
azrosel Choolae
Mousse in 1988

goutdny got pay
'Z”, e &:3{';‘,!{

ation oof

o K
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I waz soid refrz,g e w8

“&f MNaramd Gourmer Dessent™ by
ircurmel Internarona! Foods ing.,
Thi icage. B ooms mers bad newer cone
whered arn arvual dessert dispensed from

g f

n aerosol, soid from the datey case . and foc

5

gjm

The roffes brick parks sre 3"«'*3:& )
t has ae ranshated aceosx produnt goTies.
Consumers 982 not ke well 1o Tfmsi 5 brck pank
of tize in ¢ vavuuwm paciage.
farroy patkage assoctation bamiers may brmak
down i the fature, bul It is gomng 10 ke 3 grear dead
BIOFC VESUTERL 06 the part of the daringly innovanve
product mansizcturers o gam eventus! success. B

m’

shoe, Robery MoMa, kay bron ¢ marketisg comsud
m*‘f ih:’* 3/: s
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SPECIAL EFFECTS HE

Used right, iridescence
and pearlescence go
bevond promotions.
They can reinforce

a brand’s identiry

and define products

through packaging.

They acdd hester and depthi 1o
beties, cartons snd fabels, and they
differentiate brends on stewe shelbves,

“They” are special effiocts, mont
commaonly caf %m iridescent, pracies-
cent snd mealiic Ylocks.” They are ne
strangers 10 packaging, having pro-
pelled many a brand through 2 pro-
rnotonal cycle

’ ' *hey shimmer They sparkie,

HAT SELLS

But the erophasis on shelf impact may
be increasing teir value a5
& fong-term packaging straiegy

Used creatively, these effects
play a significant role in differentiat-
ing brands, especialiy those in health
and beawry care categories. Bt they
also can differentiate sutomotive
addidves, and muay offer an exirz 2dge
irs caiegonies such as nutraccuticals.

The creative chalienge in using
these effects is complex because i
goes bevond a color decision. And -
descent and pearlescent materials
themsehves have multiple variables
that have 10 be mtegrated with other
package cOmponemts.

Here's an example:

Laminate an iridescem film 1o 2
stnooth carton, the fook can be juxg-
rious. Howeyer, amboss the canony
surface, the same

22 BRANDPACKAGING

Hedane Cartis’ Pharmasilk Fise redins oo
pessimscence o puphesize the prodwcty
beaett and oot i apan from vther helr care
brands, The affect bar & cosmetic look ad
#iso sugyasty the bemt-sctiveted Rrmiintion
that talivers consumer benelilx.

iridesoer Blm can produce 2

high-sech look.

Refecting the prodoct inside

Like many other pzf&agmé seche
trques. the appeat of peariestence
and irtdescence fex in '&m’r abilicy o
communicate product aribuies.

Helene Curtis, for example, uses s
pearlesveri packagmg theme for s
Thermasilk heir care pwﬁmﬁs The
zx:zage supports the produnts bene-
figmmizy pericrmance a5 3 heal-BIVE-
eol sair ocmee {opmdation,

Nores Sky Underwood, Director of
reasive Rescurces for Helene Cantis,
“Wwe did market sesearch on the
peariescent botle snd congamerns ok
us they Iew the producy would give
ther heabthy hair The botde adds o
the presdum image of the product”

While beatles for Tﬁaz‘m&
gxhibit sheen, for other produess
peariescent pigrmenms can add »
mersdlic ook, For sxample, dhe fook
constd smphasize the benefis of 2 car
WRX.

Peariescence maudus from the inter-

sww Presdgacizg.ag 1o

e sreated inosev-

OIS R :%> a5 DN, '§%>z* :lﬂ.*:w &,.u S&T
e zxeomed oo peperhoard wrtons,
on fabels and on plavie Hlims.

Here’s bow thee sk fnn severs!

Plastic bortles: Mics PAETRETIS are
bhencded int the plasgc befors the
bartle 1 moided. O
It s e At than W
mortiz-m aking Drocess tisel
randy witeenoes 3 baoites Rnal
RPIRATENCE. i sivaphest EnmE, 08
TOREY DR ST mm%v shat & peaties
1 bexttle will zf'*mc Like shoo of

2
,akz:\z Ve o

1Al 00 LSE R -

W RS DR Q“i‘z'? Wt

s e;tftz: PR W ,;é w:;ﬂ deffer.
o s of oy *igmms and differ-
ant onTenrRions wihin the pasu.

Accovding v Tevud Seves, %m@cr
of ‘ise;’ic:::"‘*“ ‘y M’A Hanna Codor,

maror factars the determire the
apyeeErarae ok .‘&r

* The codorars weed o the mwin
slong with the peyrdescrng pigrmeny

* The size of the mucs parriches
ihemsedves. Pyrrnes with sromlfer
miica fakes produce @ hary sheen, but

rz“zx» gized Take crezes 3 metalhe

bk

« How much of the peariesceny
pigment 16 used.

v The bondes shapn.

» The member and compasition of
laevers in muhiiaver boles.

Hares cxm*m ot somme of the
chararterisgss, saying, “Trhink s
rourd boatie Ras mote shelf unpsc

beosse of e way the Sgha reflerns
ﬁﬁa?szmnmmm&ﬁmwm

«7‘2“3(5 &ifberery ™
To wusess 3 shape’s effecy, MA




e

Hanna Zelor has 2 mold d spec ically
designed 1o cormpare differem M‘mpm
it has 2 flat surface on one side snd 2
rounded contonr on the sther, Since
the compietz "»*{zie iz hlown fom the
same blend of plastie, oo

prarlescent pigment, i shows jus
what the shape {seif contribuies 1
m» ixnal effert

The protorype replaces 5 tadinon-

&l approach o ’"mﬁ izizg how &
peariesceny bottle would ook In that
approsch, a mock-up is hand paint
ed. However, the approach, a1 best,
approximates only the appearance of

finished container

“The pearlescent effect is a good
cxzmpie of what is Tue in one medi-

o rany not be frue in another”
s ;'s Seott Russell, Yice President of
Technology for MA Hanns Color

For example, hotdes are mare
sftens heing made with muliple layers
of plastic. That heips keep cos
down by using the more axpensive
pes*i::y.,cm{ pigment only o the bot-
tle’s outer ayer, Wath the pros otype
bole, dessgm*s can a»:mai:} szz what
2 euslriayer bettle looks like,

Such prototyping may be particu-
tarly usebul in developing FET boaties
as i'ni« mm,e:ziai sees wider use in
s g Wih its higher gloss, PET
kazx ﬂﬁ':: sdveniages on the shell The
prottyping step grees designers an
ppporauniy 1o see whan the combing-

Yatvuiine wsis peariescence ia botthes fox mety-
miive aiditves. Custom ks on the ladols
match tha bottis’s color and fustes

SANUARY/FIBRUARY 1955

Dne suswer fo speing just bove § poartercsnt
Biument will lock is this profoltype baftls
mrade by MA Hanax Colve Thm effect mey
fook difterest oy roved sl REt tarfeces—the
bottle inclodes both.

son of gloss snd peardescrnce yirkds,

Finally, noies Bates. "m IO

serup recards frorors, such as m;:d
tzm;:em'um zed the thickness of dif-
ferer layers wathin the botle. ?’i’ms.s

readdings can sranslate dirently mio vé@z
?u:; scale ;wnm*wm«r DITCESS, e

ing that producaon bodes ook Exc
the prozatype

Cartons anad labeis Speriad e
can br added e canons and labels 1
L WRYE!

Croe way is to laminate an if"if!i”
cent Him, such s Ergeeiburds Aure
msterial orao a carton of lshel,
sdding # maiticclor shimamer 1o the
puckage’ onire aurface

The design challenge i 0 coonds-
nate the Blm wah the papert charac-
teristics and surfsce design o achiew
= specific fook.

For example, iridescent Bl b
outed o # whitz mpev ooks differen
shan fbo laminated 1o oobored or
black paper becanse of the way lighs
reflects through the Him and  from the
papery surface.

Surfsce decorszion on the fim alss
aiters the vispal permepsion. He
starsping ot printing over the fibm
with opague inks can ronke the it
descont efiact wem mon nlense.

Use of wansparent inks maodifizg
the iridescent Blms apparent "mer

As with other echnigues such 28
holograms, the secret i making 2

waw piasdperiageng ¥y

TEY f0 T

HOW IT WORKS

The terey poerlessence and Fides-
canes desarie special effects, an
here i bow sach worky

Poariescancs rasuls from
mectascopit-sived mica fakas
within & plaste material 5 ¢ s
g k. Ught reflects off the fakes
sroduting the offect’s uster The

iz of the fakes, thdr codor sng
thelr srieriation within the glastic
matenal produce Siferent #ifecs,
Matslic eferts includs gold, siiver
g coppes hues.

iridesoemce rasults rom it
peing reflecind end transmithed
within mulliple yers of 3 plastic
Gght waves £ supract with sach
visual ofhpct They ey shimmaer iy
bl and green or Bhue and red

The Buawaton shows st 3 ipw
igyery of & mudtiayer S guch sg
Engethard Lorp's Aurors indegoent
Fum. Flong van havs as many as

desgr work may e I wsing vpey
invis wr cover ropch of the Rdm 8t
mg_ the mm,m o iridescen offer
o st 1h hows 2 highdighe.
The sesond wey i add pearies-

CONTINUXD Ox PADE &

LR

BRANDAAL




An iridescent fim iooks different depending oz the paper undernesth. Embossing sud thangiog
the peper'’s beckground vofor fop the It changas the visunl quality impsrtad by the film,

Hang tabs
increase
display options.

Attach a Do-It Hang Tab and you can
sell any product more effectively,
Just tell us vour packaging objectives
and we’ll come back with a solution.
Call 1-800-426-4832 today for your
FREE PACKAGE ANALYSIS.

We invented hang tabs. .
to attach sales to your product.

Now registered 130 9001,

1-800-426-4822; 616-637-1121; FAX 1-800-494-8778;
616-637-7223 e-mail: sales@do-it.com; www.do-dt.com
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"BIG” ISN'T NECESSARILY BETTER

When a big package takes up too much shelf space—either ai the store

ar in the home—it's g “no-win’ situation. BY BGBERT Mo MATH

* Sy Al g
IR GRERDIRY on v

with brand extensions hesed on size, Orens were
miniatunzed afler vears as “Amenicas favorite cookie”
i g regular sizz. One conld “sst’em by the handful”
Then Nabisco made 2xir
big Orevs,

And, of course, manu-
facturers have played
2ound with gzak&zg sizes,
often 1o galw ggore faings
on the retail sHBl More
sheil presencegfiersd
more visibility, and
maore visibi hiy
appeared io offer
more sales,

Retatlers, however,
caught onta this plev
and have begfbeutling
Back on the Bumber of
sizes in particular catzgories

With niew phno&mm resail-
ers claim ovirall sales have not
been hur even when fewsr sizes
dusplayesh. i o
Sometimes manufacturers ges frught up t
- Hype and excitement abown the overali conge
- get that size does have 1y imuations. Bigger §

more presence} dpes mcz&saﬁ?y mean bet

in 1993, Hiamei ;
example of *bi
perfect example o
;}md%.;ci, The con

F ar several years, ma uf& ieees have experimentzd

7 e

& ngmu "’“’3* Lsinee®
was another exa-”*‘ ;
&dn't work. \
came v & 12 3-fuad ounse :‘c{,
tie a‘r&é in sie flavors,

1t offered “The answee” wo
eSSy pans and ‘t«mﬁmﬁ that
ma,n mvmz :* i bas asnng aiwavs
T owEs & mam £%

Es
ESA

X

s

i cszz:'md 2 **s,&‘ rail)
i s‘mz,zki x:’ ?s; on the shal

the pmm shel E’m«rn;, For s firss use &t
Fhermone, et the spraver wis ansched it wex
 tatier, and aftzr the prosfoct was opened, ¢ had w
gmto the wingersier But i wonldny # oo s ref :z,ac:v

ot shell, pven where large mifl and soda botles
by are sored. Wofust didnt fu in the cefrigerator:
senvenien plsce.

i3 dzs;s%:a& a}za: Bmseé Bag on ity

tong side—t - up tie shelf space of two regulee e mwguz the ides of thix produ  was grERt—ciy-
LW’Z&QE, p&at@c& ‘ ' : rience for the would-be bar w.;ee nen oogves
10 B was twice as wide Byence” was W s eaxly )ages of gaming intemst arnong

gh as oihgr poteto chip packages. But w copsumers. Bur what BBQ Buddies pmmdru i LGV
{mk up m}":&' ws rovuch ghedf space for ba the salex mbence of wer, it lost in wmeonvenience of moring. Chalk
potentisl And { took ¥ #¥ice 83 much shelf 5&“—’3‘- an wp anather sson of “bigger was not bener”. #

wry el

4 . markeling contuiians
t’ﬁm z’ma« H peass, «dv;s ':g WL DIPE

QIORTS, LXLEDLON TATE

& use the bag #¢ a bowd from which (@
friends and family? Perhaps & “sail- %ﬁ mg Thy
Suconears god

& Posk f?:‘-coe
%ﬁwm&% ki at 6{’1’ f: ’7 »?“'*3"
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