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“‘Food packaging has always been divided into two
parts in the US: name brands (boring, unimaginative,
unchangingl and niche brands (innovative,
concepiual, engaging). We prefer the latter, os do
most designers. For design firms, niche brands are
where the awards are, and name brands are where
the profits are " Rick Braithwaite, president,
Sandstrom Design, Portland, Oregon

Motivated by awards, or motivated by profits?
If you're a designer, inevitably the answer is both
The gongs are greal, but you've gol to pay the bills
And the desire to produce something stunning,
distinguished, that will last, is necessarily tempered
by the commercial pressure to produce something
that will sell to the largest possible audience in the
greates! possible quantities—the best of all possible
consumer worlds. Nowhere is this truer than in a fast-
moving consumer goods sector such as food
packaging: an area where it's perhaps harder than
others to produce distinctive work, and commercial
consideralions are everything

Domenic Lippa, a director al London design
agency Lippa Pearce, likens waorking on food
packaging o being at the coal face of design—by
which he means there’s just sa much of it out there
Mos! of which isn't that good. If's a fact that the
maijority of the designers | interviewed for this book
don't parficularly rate food packaging design

Oh dear. For a book purporting to be a showcase of
the best in food packaging design, it looked like we
might have fallen short of material

Fortunately, there's great stuff out there, too. This
book showcases some excellent design work in the
field from across the world, from a broad range of
agencies and designers. Some of the work featured
is by people who specialize in food packaging: expert
design by the foodie experts, such as Parker Williams'
work for Sainsbury’s Supermarkets in the UK. For
others, food is a first foray, but one that proves that
an outsider's perspective is no barrier to designing
greal food packaging—it may even be of benefit see
Smart Design USA's award-winning work for Oxo
Grind It, page 148}

While they may have misgivings about its quality,
none of the designers | spoke to doubted the
importance of—to reemploy one of the section titles
in this book—desirable packets. If packaging is the
manifestation of the brand in the hand, then in our
acutely brand-conscious times, it performs a crifical
function. In many cases, “It is the brand, or rather the
embodiment and expression of the brand meaning,”
says Michael Coleman, vice president of Chicago's
Source Design Companies aftempling to develop
brands as well as mere products land who isn't?] can
ill aofford, then, fo ignore the packaging

Indeed, the signs suggest thal companies are
paying more attention to this than ever before.
Sandstrom Design's Rick Braithwaite makes the point
that, "There is a growing desire by food companies to
maximize the effectiveness of their packaging. This
has resulted in an increasing willingness to change.
Firms are looking to upgrade their look every two
years, rather than every ten years, as in the past
They are no longer afraid that new packaging will
confuse the consumer and disrupt their fragile

Ask Kit Hinrichs, say, head of grophics at Pentagram
in San Francisco: his comments on the quality of the
food and drink packaging designs for the products
under which our supermarket and grocery store
shelves are groaning is typical: *'ll be candid, there’s
a tremendous amount of mediocrity in the business
There are so many layers of people and markefing
experts within the food companies concerned about
market share and quarter percents of market share,
and they don’t wan! to try anything out of the
ordinary. By the time the companies, researchers,
and marketeers are through with a design, it looks
like everyone else’s, The deal slickers are on it, the
product names are bigger, and the images have
been retouched so much that they don't look real any
more. It's just endemic—as if they're determined to
kill whatever spirit was there.”

Lippa has similarly strong views on the subject:
“The products have to sell and things have really
been dumbed down—there’s more and more bad
packaging design by bad packaging designers. I's
hard to find good examples because there's so much
dire stuff out there”
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relationship with the brand. They have come to see
packaging as an integral part of their marketing
program, and are more willing to spend money to
freshen it on a regular basis.*

Food packaging can be seen as part of the larger
branding project thal companies of all kinds are keen
to engage in. Selling product in itself is all well and
good, but what these businesses really want to push
at consumers is their brands. In food, a product as
simple as a packet of crisps can—uwith the right
packaging—become something essentially
aspirational in character. Presented well enough, the
wine you drink becomes as important as the trainers
you wear and the car you drive. Companies are
selling lifestyle, not peanuts

There are, therefore, great opportunities out there
for designers willing to bring their skills to the (dinner]
fable. The quality—in general—of food packaging is
improving. As consumers' tastes in food and drink
have become more sophisticated, so has their
awareness of packaging design. Potential clients in
the food and drink industry are on the lookout for
new ideas. Ironically, the very factor that undermines
the design values of food packaging—its ubiquity—
olso maokes it an enormously exciting area fo work in.
I's nothing if not a democratic medium, after all
everybody has to eat. Kit Hinrichs adds: *| love the
challenge of doing food packaging, because it
reaches so many people. Even more, | love the
challenge of doing something well that also becomes
highly successful *

Perhaps you could make an analogy with
onother business dominated by dross: the music
industry. The designer behind an outstanding food
packaging design that also does tremendously well
commercially must feel a bit like the musician behind
a great album that unexpeciedly goes mulfi-platinum

As food and drink packaging has increased
in sophistication, so have the graphical,
typographical, copywriting, and branding
strategies adopted by designers. “On the
surface,” the first part of this book, explores
contemporary trends in these areas of food
packaging design.

"Desirable packets,” the second part of this
| book is a showcase of the best in food and
| drink packaging design.

Now feast your eyes £ B
case
studies

Ben Hargreaves

This final section takes an in-depth look at the
design process, step-by-step, from brief to
completion, including reactions to the new
designs, of three exemplary food packaging
design projects.
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Mark Greene

. Pecos Design, New York
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Photography is obviously a key element in desirable
packaging, but the style of photography for food and
drink packaging has alfered dromatically in recent
years, becoming [somewhat paradoxically) both
more and less honest. In the past, companies would
go to great lengths fo creafe a perfectly staged
portrayal of a food product on the packaging
Modelmakers were drafted in to create immaculate
facsimiles of food that bore liftle resemblance to the
aciual product no surprise, then, that this approach
didn't go down too well with consumers).

So, in a certain sense, photography has becorme
more realistic. There is no longer any need, says
Tamara Williams, creative director at Parker Williams,
to “vacuurm up all the crumbs” when shooting
biscuits, and designers are happy to let the ice cream
melt a bit while the photos are being foken. But that
doesn't mean that the new photographic mode is
any more honest than before—it's just got smarter as
consumers have become more sophisticated.

Rather than manipulating the food (or models of
the food|, photography is now being used in a clever
fashion to highlight the product's qualities and create
the necessary foodie ambience. Williams suggests:
“Photography is being used as illustration: we're
seeing a lof of tricks and effects being employed fo
make the food look really special: there's an awful lot
of atmosphere in food shots. It's not manipulating the
food itself, it's changing the focus and the depth of
field. You can put the foreground and background in
soft and the mid-ground in focus—it really draws
your eye fo the port of the food you're meant to be

looking at. ‘Texture' is the big word here: you really
focus in on the product, whereas before you might
have had a million things in the background.
Photography has got cleverer.”

Jacqui Sinnat, creative director at Butcher and
Gunderson, describes this more recent approach as
“editorial” in style: photography with a strong lifestyle
element. “If's the kind of thing you'd find in a
magazine—more relaxed than some of the
traditional formalized, staged photographs.”

Sinnat adds: “People are much more info a
naturalized presentation of food, in a natural
environment. As a style this has been around for five
years and if you look af most modern food packaging
it fits that description.”

But designers need to be wary of thinking that a
luscious, mouth-watering product shot is enough in
itself. Michael Coleman, vice president, Source
Design, Chicago, says: “There's a definite tendency
fo use visual frickery to aftract attention, with all
the gradations and vignettes you can pull off in
Photoshop. It's fine if they are in service of an ideq,
but very often they are in exchange for, or in lieu of,
an idea.”
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left to right

Café Direct

Beautiful, scenic shots of
the coffee’s place of origin
clearly demarcate each
roast, while strengthening
the message that this
brand comes direct

from the growers,
supporting Fair Trade.
Designer unknown

Grove Fresh
Mouthwatering shots of the
organic fruit and vegetable
ingredients simply convey
the brand's emphasis on
100 percent organic juice.
Design by Campbell

Aylin Design

Clipper

Clipper™

Stylish photography offers
a clear visual key to the
flavors of tea in the range.
Designer unknown

. Orange & Coconut

20 Fruit Flavour Teabags

INOT FRON CONCENTRATE




left to right

Imported Schnapps Shots
These Schnapps-filled
chocolates playfully mimic
drinks packaging with
elements such as the
cylindrical foil tin, and
language such as “best
served chilled ”

Designer unknown

Nestié Rowntree

Each sub-brand of Nestié
Rowniree employs a
specially designed typeface
which, combined with fun
colors, creates strong,
appealing, instantly
recagnizable identities that
are rolled out over all
product packaging and
marketing. Designed by
Mestié Rowntree

treating tups

In the search for distinctiveness, brands often go
down the route of creating their own logotypes and
typefaces in the quest for ownability, even if the
consumer doesn't notfice the subtle changes that
make a font a brand’s own. For niche products,
individualistic type treatments can also play an
important part in creating distinctive packaging.
Kit Hinrichs, of Pentagram in San Francisco, says:
“There's more and more individual hand-leftered
type, on smaller brands. It separates them from
the slicker supermarket stuff and makes it a bit
more personal.”

There is also a trend toward more active type
freatments, as Mark Greene of Pecos explains:
“Type treafments are becoming more visually aclive;
they're becoming skewed and distorted and there's
an implied motion there. If you compare them with
packaging from ten years ago, there's definitely a
new vibrancy 1o the type freatments. Pick up any
major product from a national brand and you're
going o see evidence of this frend toward more
active, playful type.”
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left to right

The Really Interesting
Food Co,

Green & Black’s Organic
Shippam'’s Finest

Designers unknown

All these ranges use color
coding to represent different
flavors across their ranges

HOT & SPICY
Japanese

LOCCa/L )fu & vegetable cuny

CHICKPEA soUp

Gluten Free « Vegetarian « GMO free
Dairy Free - No Added Sugar

HOT & SPICY
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In the supermarket where colors stand for market
codes, it takes a brave brand to break from the norm,
but if a certain type of product uses a certain color,
there's a sirong argument for using oppasing colors
to make o product leap oul from the supermarket
shelves. It's also important to achieve consistency in
the use of color across a brand or refaller’s ranges.
“The color coding is vitally important, and retailers
have some way 1o go,” says Mary Lewis of Lewis
Moberly. “There will be reasons why a refailer
chooses a cerlain color that don't really relate to

the way consumers see things. They need to put
themselves in the shoes of the consumer, As

a consultant for UK retailer Marks & Spencer,

it's often my job to say: 'l don't understand this
Would your shoppers?”
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A positive trend—although if's by no means
universal—is that moarketers are beginning to
recognize the value of clarity and simplicity of
expression in food packaging graphics. Take
breakfast cereals, for example, where historically
there's always been a lot of visual disorder: some of
the brands have responded by beginning fo clarify
and simplify their package presentation: basic ideas
married fo engaging graphics.

“You don't need five-color printing fo achieve a
great design: you can do really good things with two
colors,” says Domenic Lippa, co-founder of Lippa
Pearce. But perhaps the mofto here should be: keep
it simple, but not stupid. Lippa adds: "The packaging
for value ranges often treats the consumer like an
idiot. It says: “You can't afford anything better than this
basic monochrome design that screams: “You are
poor!™ To me, that's quite offensive.”

Clear, simple branding,
which has changed
only incrementally over
the years, makes this
soup packaging highly
memorable with a
strong brand identity.
Designer unknown

VARIETIES
READY TO SE
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#4 perhaps the most notficeable trend in packaging is the
humanization of the product. Graphics, TYPe colors, and
copy all are seeking to engage the consumer in dialog
rather than acting as brand billboards. simplicity and
honesty are refreshing and offective. Cute and fancy will
always work in niche markets like preserves and novelty

soap, but timeline type and non-boastful copy has become
the norm and is more effective. ”

Rick Broithwaite, sandstrom Design
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Although obviously integral to advertising and other
media, copywriting is something that has been
broadly overlooked in packaging design—until
relatively recently. Designers are cottoning on to the
fact that language, when used in an innovative way,
can add genuine value and depth fo a brand

Brands like Ben & Jerry's ice cream are notable
for employing a distinctive tone of voice on their
packaging. The whimsical babyboomer patter of Ben
& Jerry's language—e.qg.: “Just us two stoned hippies
against the big bad world of business, lackadaisically
slinging handfuls of pecan nuts into the tub™—is,
perhaps, a lifle hackneyed, but there are some great
examples of this device being used.

The packaging for Innocent fruit smoothies, for
example, is witty and personalized, with copy
designed o charm the consumer, presenting the
brand not as the work of another anonymous
corporafion, but as something with real people
behind it. Puns [TM on an Innocent bottle might also
stand for “tasty mixtures®), references to popular
culture ("Christina Aguilera rocked our world”),
humorous addifions to ingredients lists ("a few

Ben & Jenry's small pebbles,” *1 small church®), and invitafions

This convivial company

uses familiar, whimsical

language on its packaging

to create a distinctive

tane for the brond that o
NGRS 000 0 oemee
parsonal level with

the consumer.

Designer unknown
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1: on the surface

Chocclate Fudge
Brownie

ICE CREAM_

(hocolate Ice Cream with (herry Fiavoured Ice Cream(
Chocolate Brownie Pieces Cherries & Dark Chocolatey (1




Innocent

Honesty and humor are
employed os linguistic
tools on this packaging fo
engage the consumer and
build trust in the integrity
of the brand.

Designed by Innocent’s
in-house design team
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TRghly E ! fo consumers to “pop round and say hello,” or
oF.

S In i i .
:TEQ" Gredients [mmimnhilj i call the “banana phone,” are all heady parts of a

iy :1'(' pressed ﬂllphs, | 4 linguistic brew that is succeeding in its mission fo
VM ﬂ!m ¥ Y engage the consumer with the brand. Thankfully,
1 Mashed bﬂnm ] Innocent has recognized that the copy is unlikely
0 dash of fmhh squeezed ¢ e fo have the same impact the second or third fime
and g fey small pebbles* 1 :“ around—therefore it changes constantly.
: 1 Dan Germain, Innocent’s brand guardian (a job

Hititone nformaion (per 100

/

fitle that is surely also a sign of the company’s fresh

%m m 196K] (47 Keal) approachl, says: “With our packaging, the whole

&E n 0.4g name suggests purity anyway, and a bit of honesty

\0 10, J' about our product. We're not trying to slip any nasty

\\f\l of wlnd‘ sugars 103 ingredients in there, just what it says on the panel:

&(‘ ﬁllt]j g 8 fruit, fruit, and more fruit. When you talk to people

&N Fillre ll.a, about packaging they all say, You've got to have

\ um7 something that stands out on the shelves.” A lot of the

\\g Vﬂumh C;‘: packaging out there is just bright, garish stuff. We felt

%n [“W !N:Z the way to stand out was to do something simple

3 M and uncluttered.”

\3 Th“bﬂﬂg Innocent’s innovative use of language exfends

A 15(]% ml ofmh to the creation of a small book on healthy eating
natural Vitg and smoathie recipes, although Germain is aware

that the copy is by no means the most important
factor. “We haven't written a book on Innocent's
philosophy or history as such, although publishers
have approached us. We give plenty of good advice
on the bottles and in the books, but we don't want
to seem as if we're showing off or being arrogant.
The important thing is really that we carry on making
great drinks: the funny labels and books—that's fine,
but we don’t want it to take over.”
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Taylor's of Harrogate
Coffee flavors across the
range have quirky names
such as "Hol Lava Java,”
“Lazy Sunday,” ond

“Feel Good,” playfully
categorizing the roast of
the beans or the “mood”
of the coffes.

Designer unknown

Brionno’s Home Style
Simple, friendly language s
used 1o convey the taste of
the products and their
ingredients. The Poppy
Seed Dressing, for
exomple, is illustroted by

o peach, with the label
"Delicious On Fresh
Peaches. Does Not

Contain Peaches.”

Designer unknown
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Theresa Whitehill, founder of San Francisco agency
Colored Horse, says that her writing skills are an
invaluable part of the package she offers clients. “I'm
also a poet—having skills in writing really comes in
handy for the business. A lot of graphic designers
don't really have composition skills, and when people
find out | can write copy too, they get really excited
Coming up with a compelling, catchy tagline for a
company helps so much in positioning it. Along with
my design work, | often play with different copylines
for different packaging: | find it's like giving clients
their mission staterment—or vision statement.”

Whitehill sees the use of copy as part of a trend
toward greater humanization of the packaging for
food and drink products, a point on which Rick
Braithwaite of Sandstrom Design concurs: “Perhaps
the most noficeable frend in packaging is the
humanization of the product. Graphics, type, colors,
and copy all are seeking fo engage the consumer in
dialog rather than acting as brand billboards.
Simplicity and honesty are refreshing and effective
Cute and fancy will always work in niche markets
like preserves and novelty soap, but timeline type
and non-boastful copy has become the norm and
is more effective. We've always tried to use copy
fo engage consumers in the purchase decision
Isee Sandstrom’s work on Miller Lite, page 148, and
Hollywood Video, page 391, and think it will continue
to be a powerful marketing tool.”

Copy can also be used 1o give producis that all-
important sense of provenance (a key recent frend
in food packaging, see page 41), or an idea of the
food or drink in question’s origin. Tamara Williams,
creative director at Parker Williams, suggests: "I'm
obsessive about the words on packs: the trend in
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\DED ON THIS ORIGINAL
PRACTICE OF COOKING.

TIONALLY, JERKED MEAT
QATED WITH SEASONINGS
COOKED ON A LATTICE OF
ING PIMENTO BRANCHES
HOT CHARCOAL. THE
UTH-WATERING AROMA
STREETSIDE BARBECUES
MANY A  HUNGRY
TRAVELLER.

g BEST BEFORE
3 SEE BASE

Busho Browne's

The copy on the packaging
for these Jomaican
condiments for Jerk dishes
sumnmarizes the history

of the dishes, building

a "brand story” that
strengthens the
consumer's perception

of its authentficity,
Designer unknown

ATRADITIONAL SpiCY-HOT SAUCE:
THE QUINTESSENTIAL TASTE
OF JAMAICAN COOKING.

N z
ET142mL, 5 fl 0

packaging language is now really to explain the taste
of things: where the tomatoes were grown, for
example. Things are being broken down to @ much
more conversational level now, and that's because
consumers are wiser about these things. They can't
be conned anymore.”

But whether smart, sassy, warm, or provocative,
copy also has a very important functional role to play
in relaying information to the consumer. In our
health-conscious times, consumers need fo be able
to weigh up the nufritional information of packaging
quickly, and that information needs to be presented
concisely and clearly

Williams adds: "Communication is so important
The labeling on products is a lot cleaner and clearer
than it used to be, and that's entirely necessary
There's a demand from consumers to have that
information on the front of the pack to enable them to
make decisions quicker.”

Martin Grimer, at Coley Porter Bell, adds: "We
now prefer to look on packaging as another form of
media: you read it. That's why the way language is
employed on packaging is becoming so important.”
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A decade ago, own-label packaging was inestimably
poorer in quality than ils contemporary counterpart.
Often involving liftle more than a “me too” rip-off of
more established products, it lacked confidence,
class, and credibility. Retailers were content to
produce copycat versions of the big brands’
designs—until the legal challenge of the brands
under threat curtailed this practice.

Things have changed 1o such an extent that if's
hard nowadays to say whether it's the big brands or
the retailers that lead the way in packaging design.
Facing up to some serious competition from own-
label ranges, the brands in turn have had fo innovate
o make an impact.

“In the US, private-label packaging used fo be just
throwaway; the retailers would just get some kind of
half-assed design template and bang out product
labels,” says Mark Greene, founder of New York’s
Pecos Design. "In the past fen years, private-label
has come fo directly challenge national brands in
terms of the sophistication of the packaging design
and the degree of quality of the products.”

SELFRIDGES
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UNNY
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HONEYCOMB
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Consumers can go into supermarkets and grocery

stores all over the world and buy premium versions of

staple products—teq, coffee, bread, water—

that cost much more than the basic fype. What makes
them different? Quality? To an extent

But water, after all, is water, Part of the perceived
differentiation here must come through design: the
packaging, of course, has to justify and be worthy of
the price. As distinct from luxury or niche food and
drink products, where good design is generally more
prevalent, increasingly the packaging for common
kitchen commodities is taking on a sophisticafion and
style that makes it worthy of display—not just
something 1o be shoved info o cupboard. This
beautification of the norm is another key trend, driven
by consumers expecting aftractive brands and objects

in even the most basic areas of their lives

0

of Perrier, and borrows
cues from wine bottle
styling. “If you make a
product's delivery, ils
packaging, the way it
arrives, look desirable
enough, people will want
it,” says creative director
Martin Grimer. "You can
sell water for $3.75 (£2.50)
a bottle.” Designed by
Coley Porter Bell

Revolve

Taking the concept of ritual
fo a structural conclusion,
this design incorporates an
element whereby the botile
revolves on a glass “nipple”
on the bar.

Designed by Coley

Porter Bell
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Theater and ritual have become increasingly
important for food and drinks brands attempting to
distinguish themselves in a crowded marketplace. For
global beer brand Guinness, the concept of “waiting
for the perfect pint” has become as infrinsic to the
meaning of the product as the qualities of the drink
ilself. I has become a brand with an ingenious—
and, in today's high-speed, fast-food, on-the-mave
world, pleasingly contrary—selling point: the ritual of
waiting. Fundamentally unnecessary, this element of
theater in the way the drink is presented sets
Guinness apart from other beverages. Many food
and drinks companies are now exploring the
pofential of using such devices and rituals to add
personality and distinction fo their products. The
experiential side of a product’s delivery can be used
to good effect to strengthen a brand with consumers,
introducing an element of interactivity that reaches
beyond cash transaction followed by consumption.

Guinness

Guinness distinguishes itself as the perfect drink worth
waiting for. Designer unknown (The Guinness word and Harp
device are tfrademarks of Guinness & Co.)

1: on the surface

follow me






In this frend, brands—in food and drink particularly—
cheerfully borrow from other types of product or
experience, appropriating structures, graphics, and
linguistic devices from different areas. For example
US video rental chain Hollywood Video wanted to
create a line of private-label snack items fo be sold in
its 2,000 stores. With the archetypal film industry
association already in its name, Hollywood Video
wanted fo reinforce ifs close connecfion to the movie
business. Designers at Sandstrom in Portland,
Oregon, recommended adopting movie poster-like
graphics and product names closely aligned with
well-known movies

The result? Hollywood Video's Bucket and the
Butter popcorn packaging includes the slogan "All the
movie fun without the sficky floors.” A full line of nut
products was also developed for the client as part of
its snacks range. Each product features a poster-style
graphic that is similar fo a well-known movie, and
includes “reviews" from experts. "You may not be
able to handle the truth. But you're going to love
these mixed nuts... Mixed Nut Review.”

Hollywood Video

The brand plays on the
synergy between their
name and the way the
product is consumed
Designed by Sandstrom

Cadbury’s
Miniature Heroes
This design features

a structural

element from the
cinemo—a popcorn
bucket-style container.
Designed by Coley
Porter Bell

1; on the surface
tolow me I



Wiid Sensafion Salsas
These Australion-born
premium-brand salsas
employ simple, unadomed
jars with tag labels fo
convey homemaode feeling,
Designer unknown
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The icons that appear en
the Cobra bottles tell the

story of the beer's heritage
ond brand story:

The elephant icon
represents "youth acquiring
enlightenment from
senlority”. The elephants
also symbolize the two
different bottle sizes—
330ml and 660mi—in
which Cabra Is availoble.

The icon of the snake
charmer portrays the
"mogic* behind Cobra,

E
provenance = premium

People nowadays are interested in where their food
comes from. This is partly due 1o the impact of
serious food scares such as the BSE crisis and
outbreaks of hoof and mouth disease in Brifish
livestock herds. it's also a frend driven by the greater
levels of infernational travel that modern consumers
engage in, and fheir growing first-hand knowledge
of other cultures and cuisines.

If justifying a premium, it's particularly crucial fo
give buyers some sense of a product's origin and
authenticity. I's not just knowing the name of the
farm where those free-range eggs come from, for
instance—mare knowing the name of the farmer,
the kind of boots he wears, and the name of the
individual chicken that laid them. “Provenance is
especially critical on premium lines—you've got to
have a good reason to buy,” says Tamara Williams,
crealive direclor at Parker Williams, London.

A sense of origin can obviously be achieved
through copywriting, but pictures, as they say, speak
o thousand words. Cobra Beer, an Indian brand of
premium lager that has reached an international
audience ithe beer is now exported fo over 30
countries around the world), demonsirafes the
power of provenance in fhe most recent design of ifs
packaging. Infended fo communicate the brand's
“style and quality* as well as its Indian herilage, the
story of Cobra’s development Is told through a sefies
of six icons embossed in relief on the bottle. “The
product integrates ils story visually, directly info
packaging,” explains Cobra chief executive Karan
Bilimorig. "Having always offered consumers o
genuine difference in taste and quality, the brand
now bears an exclusive look *

The scales, initially, were
weighed against Cobra.
The beer wos exported
from India 10 the UK in the
middle of a recession, in a
market that was dominated
by long-established brands.

The “B" on the building
stands for Bangalore, the
city in which Cobra was first
brewed. However, It also
stands for the (rather less
exofic) location of Bedford
in the UK, where the brand
Is now produced.
Designer unknown
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Domenic Lippa concludes: "No matter how good
LOoNSumers pay premium

pri

pockaged lo caler 1o

a packaging designer you are

if you haven't got Le Rustique
w're basically jusl covering over Rococo Arfisan Bor

s for luxury goods

a good proguct,
the cracks. That's the most important thing.” :
hie [ ats th stimporan ¢} aspirations as much as fo
functional requirements

Designers unknown

Rocoro Akisan By

Cardamom - C
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CREAM BATON

Jor. fulher. infatmalion

Rococo Chocolae

25 Gu Long 105" par 6
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The brief here was to creale o sub-brand and line of

products to appeal "o yc

ung urban adults in the

US—1the Sex and the Ci says LAGA creative

director Rob ¢

ratio of the product mak easy for con

mix “sophisticated, flavored” Martinis. Worl

encourage display of the producis, the distinctive

f the bottles allows for easy and visually

sNape

engaging nesting. The Ros brand has

a contemporary feel and t up-brand identity

complements the positioning as a fresh hand-script

The ography has been com xd and enhanced

te a more sophisticated, yet approachaoble,

feel. Foil stamping is used throughoul to add

premium qualitie: d to reinforce liquor cues. The

verfica 1N, says Swan, "Helps it

eflec! elegance

BLUE
RASPBERRY
MIX




new F)l'f:?ﬂ\ll_JI'T‘I
Bloody Mary offering. Mr & Mrs T's new d
enhances the premium impression whil
improving shelf impact. A new segmentation strc
1ed to improve shopability and bes! speak

! are
1ded to create maximum appetite appeal 4 vl

'8

|
i |
natural ingre s in the mix. A metallic foil |

o 1

The n promotes the high-quality,

substrale is used to add to the premium
impression and create visual depth
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Karen's Fabulous, a premium biscofti line, required

updated packoging and more comf ve marke!

positioning. Be | ed an er

kaging

system design

to whet the consumer's appetite

and appeal 1o 2, while also highlighting quality

ingredients

product,” says Jerry ( s Fabui
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Steak Sauce



Brandies from California hand-distiller Germain-Robin
have been consumed in the White House since the
administration of Jimmy Carter in the 1970s, but, for
this new product, the company wanted to move
away from the traditionalist, masculine image of the
drink to afiract a female market. Whitehill used a
public-domain image of a bird—cribbed from o
medieval manuscript—and a lighter color scheme
than is typical in the market. The labeling also
features a specially commissioned poem in French,
reflecting co-founder Hubert Germain-Robin's
Cognac family heritage. The product is infended 1o be
advertised on the Internet and supplied by mail

order, meaning that the designer was freed from
some of the consiraints imposed by making the
labeling grocery store- and bar-friendly




client: Innocent Drinks

As part of a fotal design review for Innocent [see
page 26|, Coley Porter Bell created an identity for the
brand’s new drink, Juicy Water. The brief
encompassed the design of the glass bottle, bottle
lid, ond packaging

"Every element on the packaging, including the
bottle lid, use of icon, and baock of pack has been
designed fo support Innocent's equities and to
maximize the Innocent identity,” says Stephen Bell,
creafive director, The copy on the back of the bottle—
displayed upside down—explains that by turning the
bottle on its head to read the label, the consumer is
actually mixing the drink within, ready for serving
This design solution not only draws aftention to the
use of natural ingredients (the fruit separates from the
water because no stabilizers, gums, or concentrates
are used), but also allows the consumer to interact
with the product. The front-of-bottle label design is
fresh, unclutiered, and designed to be consistent with
Ihe whole range.

)

O

Innocer innocent O

JUicy wat: juicy water Ry W

anice fruit drink
limes & spr

anice fruit drink with mo anice fruit drink with cranberries,
passion fruits & sprin fresh limes & spring water




" i | S 5.
OF* it “"‘fc
ias

1':ch'r’f-iEl’“ 2%

Pentagram was invited to create a name, brand
identity, and packaging for this range of organic
teas, The packaging for the entire range was
designed to create a sirong impact on the shelf,
while difterentiafing the product from other organic
offerings and reflecting Wistbray’s quality and
heritage. Using clean, clear typography, color-coded
lo each teo, and the pholographic device of
wrapping an image around the packaging. the
design is intended fo give the new feas a powerful

presence af point-of-sale. Pentagram’s design work
for Dragonfly Teas was recognized af the 2001 FAB
Food and Beverage] Awards, where it received a
number of awards, including the Best of Show prize
for Packaging and Design. Pentagram has since
adapted the brand for the US marke!, using the same
packaging, but changing the name to Dragoncloud

Teas for regulatory reasons

Dragonfly

B z

TINyy

Organic
Moonlight Ja

Green tea lightly scent
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for @ new range

Williams to design the packagine
14 products, exclusive to UK supermarket giant

sainsbury’s. The Bombay Brasserie and N

created an authentic Indian restaurant-style

ilding on the equitie
eal for two, the new
1 displays authentic Indian cues steeped in
ontemporary twisl. The premium

of the range is cor
gold oval of the Bombay E

ing device. Evocative, rich food photography

[by D&AD award-winning Gus Filgate] reflects the
nnd tostiness of the food, while the deep

ckground is intended to display the intensity

ded to ra

olidated brand, Golden Tip, it
Graven Images. Golden Tip

fing tea prc

1 to go back 1o

inspiration fo n, whick

original packaging desic

was oriental deco

boxes,” says Mandy graphics

wanted 10 ¢ ve grapnic paftern

inspired by and pomegranate t

of scale—from

1 to work on exiren

iches 1o the te

1 to packing

A blend of the finest Kenyan and Assam leas
carefully selected to produce a light, fresh
and well rounded flavour.

Store in a cool, dry place a from strong TS
To en this tea at roaor hoiled
iler and allow time Lo infusc

efore Enc reverse of pack

Blended and packed in the UK




Oubal

Panini was one of a number of packaging designs
and restaurant identitie:
for the new Grand Hyatt i
were part of the same /
make each one completely distinct, as though run by
an individual proprietor. "We had to really think about
what each restaurant was offering, and its culture,”
explains Nicola Cooper, project director. “Panini
is an Italian bakery, so it was much more about
serving coffees and fc «ays than eafing in
It was more relaxed

“The illustration style reflects the spontaneous,
casual, fing Italion,” adds Mary Lewis, creative
director. "It makes me smile: it's joyful. A lot of our

identities were quite minimal for this projeci—

because the hotel is anything but minimal, it's very
Arg opulent. To have any kind of impact,
simplicity was the key
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Revitalizing an aging product (original design inset|

to make it more relevant to contemporary consumers,
the new packaging is a complete redesign that
maintains the core equities of the brand. A dynamic
and proprietary logotype brings a more
contemporary flair to the identity, while the
photography has been enhanced and restaged

fo maximize appetite appeal

In the US, Cracklin’ Oat Bran is a well-established
adult cereal that, according to Source Design vice
president Michoel Coleman, was saddled with a
“sterile and uninviting look, @ name that emphasized
its ‘so-healthy-it-couldn't-possibly-taste-good’
heritage, and food imagery that failed to overcome
the challenges of the product's appearance.”

Designer Nicholson adds: “This is o product
whose time has come. As consumers begin fo
understand that food health profiles should be
measured on a range of metrics—not just one or
two ingredients—and increasingly look for a small
reward in their stressiul lives, Cracklin’ Oat Bran
stands squarely at the intersection of these
cultural frends.”

The new design reinvents Cracklin’ Qat Bran's
packaging, investing it with o more indulgent,
freat-like sensibility through significantly improved
tood imagery. The hierarchy in the name has been
managed 1o emphasize "Cracklin” over "Bran”,
while the brand is confained and staged in o
banner surrounded by o burst of rich gold rays
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client: EAT

project: EAT identity
date: 2882

agency: Fentagram
designer: Angus Hyland

Since the first outlet opened in London in 1996, the
EAT brand has grown considerably, with 25 cafes
now in the city. Pentagram partner Angus Hyland
was appointed fo evolve the existing idenfity and fo
redefine the EAT brand. A core proposition was
developed to guide all ongoing work. The proposition
highlighted the honesty at the heart of EAT's
business—a business that is owned by real people
(rather than a corporafion] who hove a genuine
passion for food and drink. Communication of the
proposition was achieved by developing a new
logotype and design languoge. A new sirapline—
“The Real Food Company"—was also developed to
further suggest the brand’s values.

Hyland and his team developed all areas of the
new brand identity. The new logotype employs a bold
sans serif typeface (Akzidenz Grotesk), to
communicate the warmth and quality of the brand
with a distinct, contemporary tone. The typographical
language has been combined with a color palette of
warm, natural, brown hues, with a range of more
vibrant minor colors for typography and detailing
across food packaging and other collateral
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clisnt: Symington’s

u ! Dow's Midnight redesign
O -. = ; ¥ i
aencl Des E

Dow's is the third largest port brand in the UK
produced by Symingtons. Says designer Graham
Shearsbyl “Our brief was lo give the brand a ‘black tie
and tails{ overhaul and create standout in what was
traditionglly a dork, heavy, masculine category.” The
Dow'g I_flunglr1 has been exploited as a graphic icon
for '.heltlmnrj_ while the use of black and white
conffgsts effectively with other port brands. A single
gold Jine on the boftle’s label, with a gray line just
behjnd it, depicts the moment when the two hands
ra"g@. on a clock at midnight. The type is simple and
finimal. “It's quite sexy for a part,” Shearsby
-"J(E'rjrl".n'.f:nh., nich is traditionally very masculine,
§ /with lots of bold type, reds, and whites. Here, it's

almost a cosmelic effect, and it's been a big success
It demonsirates the power of packaging, how
Unchanged for 20 years, Adnams realized that the something very simple can fransform a product.”
iclentity for its regional beer brands needed an
overhaul. “They wanted to do something very
contemparary that would challenge some of the real
ale clichés,” says Graham Shearsby, Design Bridge
creative director. The challenge for the designers was
fo build on the brand’s down-to-earth, Suffolk, UK
origins while looking to the future. A disparate farmily
of sub-brands was given a coherent identity, with an
appropriate balance between the Adnams parent
brand and its various beers

Design Bridge went on to design new boflles and
cans for Adnams. The botfles feature heavy, simple
embossing of the brand across the bottorn. Their
label shape is extremely distinctive. “There isn't really
a point where you can center on the label,” Shearsby

adds. "IV's quite infriguing, and makes you want fo sit
up and examine the boftle, It's very engaging ”

._ [/ BROADSIE
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client: HP Bulmer

praoject: Strongbow relaunch
date: 266
agency: Coley Porter Bell
designers: Martin Geimer

Stewart Humm

Histarically, cider has suffered from something of an
Image problem. meaning that design agency Coley
Porter Bell had on interesting challenge on ifs hands
when awarded the brief o redesign the packaging
for Strongbow. “It was a difficult one,” says creative
director Martin Grimer “It's a first entry drink, a las!
exit drink, and it has some negative connotations—
either of teenagers gefting wasted or of guys
sleeping on park benches.”

The brief wos 1o give Strongbow’s packoging
more quality cues and fo reflect the product’s
immediacy and refreshing fasfe. Strongbow's
previous packaging, says Grimer, was: "Blunt and
bold, deoing nothing 1o reflect those quality
credenfials.” The designers decided to remove those
elements of the old pack that weren't relevan! any
more—including one of the icons of the brand, its
archer [Grimer: "He was ready to shoot his arrows
and looked like he might blow your brains out—
the kind of cider association that we were frying
to get away from!). The designers kept the arrow
itself, however, running it vertically up the botfle
with the logo.
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In a recent rebranding of all its food produc

chose 1o reinvent its popular Shapers health food
Reflecting shifts in consumers’ affitudes toward
healthy eafi ed the new packaging fo

focus more on the healthy ingredients of its products

rather than on diefing—previous packaging had
prominently featured a tape measure. Roundel's brief
: sign with a subfler alternative
"We took a message and infermation-led
approach,” says Roundel's Tanya Davies, “which
makes it easy for customers to choose the right
product. This is reflected in the honesty and clarity

| its intended personality.” Roundel's decision to
ditch the tape measure also reflects the increasing
cross-gender appeal of the range. Davies adds
“This helps 1o affract a wider customer base, both
male and female, who may have previously
put off by the associations of the tape measure but

enjoy eating healthily.” . E—

SHAPERS

salt and vinegar
crunchy sticks |

Meal
Deal




creamy egg mayonnaise and cress

on oatmeal bread

305 '@
caloriesi

USE BY KEEP REFRIGERATED PRICE




Chicken Korma & Pilau Rice

a mild cufry made with tender pieces of breast marinated
n ginger, garlic, Indian spices & fresh coriander with ] Watromavable 450':.“
Ight fromage frais & low fat yoghurt, served wilh

' e by
aromatic pllau rice Koes Rufrgerated
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skinless & boneless chunky P
cod fillets in breadcrumbs

Best before end
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Cheesy Nachos with Salsa

& red (ream dip .. __&

Roasted Vegeta.li e Fajitas with
= Salsa and Soured Cream dips
Roasteq Vegetable _‘_r-; :\.- --_
and
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Sainsbury's

vlue

arr

cafe
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alphabet
crunch |

honey coated maize, . Sainsbur_y’s COttage Ple
rice & oat alphabet

shaped cereal w“h
. | vegetables

minced beef to d
; PPed with

potato. served
with carrots and peas

v Controlied sapn

"/. Dﬂlv natural lllvom
v No added coloyrs
" No preservatiyes

v No added flavoyy o — Keep Refrigerated
m.ﬂ“ﬂ . r 3 Ideal for home freezing

Fortified with Vitamins and Iron
v A low fat food

Saimiie : } : i ~ 300-;;:.'”‘.:

Display umt



f, l"( *h!l
sl @l Iul!ltl..
-,‘

)

I,,t.;!:._-n




+ ':: t:
: /5
’ )
- P ¥

NORDSTROM NORDSTROM
e c@a 2 /é n/m ! ¢ %_‘761—
" : /%Jd G rseic %W c/;;ﬂze

K7 s %n}/«u Z Dreszing

NORDSTROM

NET 12 fl.oz. (355m




- - _— A S e e

P o L o . 4 L Tl Irrry

*a. s o — b

tlllllllttttttttaaaamo

“i‘.‘.‘%ﬁ.

'd"‘."‘.l«... “l.

gltcﬁunrn |
' Poboaninnas .

-

—

-

.;..Iin.‘rtlfr:

glllllJldll‘ d : "
.............. | —




;,
|
:
4
i
i

fhamm

- 3

pess

AL AAAA A T

BB

" " un " u LTS

n " 1] " n
LLITELR TR LLLLT L1 i 1] unn mm i
1 n n u n " L]
LLLTT T oo 0 n " 1] " LU
n " 1] n "
i u "o m n LR LTI TTETT 1] LU

standout contenders from the shelves

4
-

T

?

o

|

. - EWEN e
e e NSRS ; LAY T
4 c










table t




Nl e e — PRI N

g




Iu-gppu watl
el ==

'BLONDE A

e il










fq&
Q
:
4

\: *
TR = \
A : 9
C} Q" ‘_3 o_ 1
s v g &
= 3z
S Fis
F

Ok, then.

'%Jrg,
'ﬁ-ap Gﬂb’
Gy

INTO THAT
Disco

The goatee

"7~ You

Bomber jacket

Evelution No 9

T.'n_‘ p’uld uham



Icil A @ s o
{ ; EONBUCE
— - : ' WOND!
» i O g

X ,
O1r Olla
I'x tra

e v

modern and ancient

strom says: "Using

elemenis and type that are both fimeless and dated,

evelop a look that is hard to nail

they all com

hovers and sways slightly




Rexam Glass, one of the larges! packaging
producers in Europe, won the commission to produce
this new bottle for Hungarian brewer Dreher's Tuborg
Gold brand beer. The 33c! glass beer botfle—
produced in olive green, with a twist crown cork-
appears normal, but actually incorporates a clever
design innovation: a twist-off opener

The base of the Tuborg Gold bottle is designed
with a star-shaped recess that allows the consumer
to open a botlle by inserfing the twist crown cork of
one bottle into the bottom recess of another—handy
for those moments when everyone's forgotten their
bottle opener and you don't fancy losing your teeth—
also o good gimmick to encourage multiple
purchases. A counter-clockwise turn opens the beer
Since introducing this bohle in January 2003, Dreher
has reported a 50 percent growth in sales




he structural design acts as a stacking freezer b

adapted to become a handy tra

Valeo manufact 5 a broad line of

lifting gloves, belts, an PC r American fitness

enthusiasts, The firm fell that its packaging needed
tform for launching

ame up with a more
contemporary, relevant personality, in keeping with
competitive fitn
new brand identity, clean graphics that stand out
amid the clutter of the nutrition bars segment, and
illustrations that position the product bene nergy
and balanced nufrition] relative fo the plethora of
competitive options. The biggest design challenge
was convincing client management that its old
logo—a long-used, but litfle recognized, lizard
character—could and should be replaced with a
more contemporary, culturally relevant brand sy
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And so to (case) study. These design
histories explore, in detail, the art of
designing great food packaging, from some
leading US and UK agencies. Lewis Moberly’s
work on Tamarind (page 136) is a fantastic example of
the trend in which leading restaurants bring their own
lines of products into the home, while Smart Design’s novel
packaging for Oxo Grind It (page 142) demonstrates that coming
at food packaging as relative beginners is no barrier fo creating
award-winning design. Finally, we look at Sandstrom’s work for giant US

beer brand Miller (page 148), a comprehensive revamp that's effectively
repositioned the brand in a highly competitive market.
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BLACK BEAN

' MADRAS | ‘

CURRY PASTE 0 \
l _ CUMIN & CHILLI -
N

A classic stir-fry souce combining
Mock beans with a hint of gorlic & sesent

Creamy Curry
Cooking Sauce

al with chicken

" Lewis Moberly looks at the ways in which Tamarind To differentiate through an idea of "New India

can find its own place in the markel. Mary Lewis modern and stylish o

0

explains: "Our feeling on Tamarind was that there are
more curries sold in the UK nowadays than fish and The bottam line for the redesign

This is f the sa

No roaom for more

chips. 50 you don't need to be screami

A small brand must earn its sp

g.
Indian’; people know about that now. We didn't need
to go down the route of cliche”

¥ What makes Tamarind stand out? The high-quality

restaurant background lends the brand “excel
start-up credentials’, leading to o possible positioning
as 0 "modern day spice trader”. The relatively

unknown nature of the brand is plus: there is no need

1o be overprotective when carrying out the redes

Tamarind's tonalifies are decided: special, creating
a sense of anficipation surprising, eye-catching, and
different; convenient—packaging and product

delivery; contemporary, relaxed, stylish, and simple
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Tamarind
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rersify info food products with the launch of a * The indusltrial design element of this project is of higt
grinding system, a rarity in the USm importance. In other spice systems, there is a
fime. Long-standing partner Smart Design is separa er for each spice. Smart Design wants

brought in to develop the packaging, grinding 1o keep the cos! of Oxo's product down by developing
systemn, and graphics. This commission is a

inder head that can be used for all the differer

der re for Smart, 1oo: mos! of its work inve 5 in the range, Usually, there is a seporate
product design for companies such as Hewlett- grinder for every herb and spice, or one grinder you
Packard, for which the agency has designed must empty and then refill 1o change the herb
scanners and printers. This was its first food Purchasing separate grinders for each herb or spice
packaging project is U essary, and costly. To refill just one grinder

with different herbs or spices ¢

n be fime consuming

e process of rapid prototyping and user

servalion is used over a variety of three-

The spice
grinder head, which features a fough ceramic

,-_:'11_']:,

3, is designed for quick-release aof the

1 button, The final design has an ergonomi



12 gring !IIIg me
ably in the hand

urger notes: “II's acit

oduct, and the
eqasy 1o hold ¢ se. The way the grinder he
snaps off and can be moved from one jar to the next

i

project had 1o work hard to pull that off

is clever and nicely e
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the cap tor measuri
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Herb and Spice Refills
Suggested retoil 44.99

Herbk and Spioes Grinder
Suggested retall 119.99

| . Course Sea Solt
- |

Herb and Spices Grindor Sety
Suggested retoil 33499

BASIC ST
- Coare Sea
- m Black Pop
) f -}
STINKY 38T
Gathe

The desire to have just one grinding head for the
spices causes some problems, ond the design team
realizes that using the same head on “incompatible
spices could lead to unpleasant mixtures of odors
and flovors, The Oxo and Smart Design teomn decides
to group all the spices in the range into distinct
‘families”, The spices in each family will be
complementary and so can share a grinding head
This categorization process requires fthe input of food
specialists, who group appropriate herbs and spices
Based on their findings, Smart Design comes up with
five or six separate categorizations for Oxa's product

Herb and Spices Grinder Saty

Suggested retoll $29.99

CLASSIC 58T

Bas
Sregane
Th

LIGHT 88T

opoon Blend

Blond

# smarl Design has to decide on an appropriate color
scheme for each of the three spice families. The
scheme needs to differentiate effectively between the
families, bul also suggest the cohesive nature of the
complete range. Each family also needs a narme

-

Each bottle in the “Classic” set—basil, oregano,
thyme, and rosemary—uses a green cap. The
“Baking” sel—cloves, ginger, allspice, and
cinnamon—uses a red cap. The final set, called
loppropriately enoughl "Stinky™—garlic and onion-
uses a yellow cap. The simple and, in the case of
"Stinky”, somewhal irreverent choice of names is
deliberate, and intended fo make Grind I accessible
1o consumers, with a friendly, unpretentious leel, The
use of bright colors adds to the notion of accessibility
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“What's really cool about Oxo Grind s the srlgp a'n‘f
the spices—ihe difference between'
spice and pre-ground spice is In fe.aror
Hamburger explains. "When people Use the
ond smell 1, they get excifed, and we wanl
peaple thal experience in thesstore.”

Smari: Qgign.lﬁus creales d point-of-purchase

disploy Invmng people fo sample theproduct

r
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Although Grind It has had difficulty opening up new
channels of distribution, the product Is beginning to
make significant inroads into the US market. Smart
Design’s wark on the system, meanw
the approval of the ag
industry, being recognized as one of the most
outstanding examples of food packaging design in
the US in recent years. The packaging won an
Industrial Design Excellence Award (IDEA] gold in
2002, and a Good Design Award 2002 from the
Chicago Athenaeum. It also won best of category in
How magazine's Design Competition

Ironically, Hamburger believes that the success of
Smart's design was parlly due to its lack of
experience in the food packaging area: "This product
was very new 1o us,” he says, “and thot's one of the

le, has won

cy's peers in the design

T

reasons we did a good job—we were thinking
oulside the industry and looking for a solution thal

vas fresher. Worki ] from a more naive standpoint

allowed us to educote everybody else a little bit better
about the produdt, because we ourselves needed
educaling. We didn't know anything about cooking or

—
—
r
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L
blend
LT

Grind §y

re all fascinated. Learning

spices ana we

about the whole thing

we wanted fo create the
g the product

people u

signer Nao Tamura adds

during the design exploration, and | think our
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| Notice: Not avery can of MILLER LITE contalns the same
| number of bubbles. This is intentional, a sign of quality
i and gives MILLER LITE its informal, effervescent charscter.

Contains No Additives or Preservatives. Nome.
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i MILLER BREWING GO MILWALKEE. W) USA RECYCLED ALUMINUM
] FOR CONSUMER QUESTIONS CALL 1-800-MILLER &

* Miller Lite, previously known as Lite from Miller or
lust “Lite”, is suffering losses of market share to
both Bud and Coors’ versions of the beer. Miller is
losing ground partially because it has never tied
the product 1o the brewery name. This becomes
the primary focus of Sandstrom’s brief.

The secondary element is to design packaging
that appeals to a younger audience. The light beer
markel is growing in this younger segment. Miller
needs to change its image to match the lifestyles
and affitudes of younger people

»

Sandstrom produces two initial concept directions
that feature slight variations on the same color
palefte, plus the revamped logo. Gold Is added fo
bath as a premium cue,
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The first set of variations is chosen, and Sandstrom
provides a range of further concepts for the
packaging design, some of which are relofed fo the
current version, and other ideas that are far removed
from the original packaging. There is some unity,
however, as Rick Braithwaite explains: "The common
thread fo all of our designs wos the new logo and a
‘360 degree’ gpproach. We didn't want to have any
dead zones on the can, where all the legal
information is normally placed—and ignored.”
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A more contemporary, graphically interesting style is Braithwaite says: “Eventually, we reached o ¥
developed for the final concept, intended to appeal to solution that was distant from Miller Lite's brand il
a younger demographic and move away from past—in fact where any beer packaging had been -
traditional beer imagery—motorsport for example in the past.” The can and bottle packaging is
Designing in 360 degrees means that the graphics signed to be interactive through its use of copy
are interlinked and overlap, rather than "a typical can and information, creating a “lighter, fresher, and
with a front, a back, and some dead zones™—typical mare engaging” image for the product "'We
packaging has a graphic on front which is then wanted to creale an experience for the consumer”)
repeated on the back Filling up the space on the cans are brand

cons, legal Information, and a wide assortmen! of

witly, sarcastic, and unexpected phrases. For

example,

Milier Time is unaffected by daylight
en on TV beer”, and "Union made

savings

with cheerful enthusiasm

Blind market testing of the packaging designs

meets with a posifive response from consumers



culatior

packaging is produced in se

all to be rolled out at the same time, with new

ppearing every six months. Braithwaite
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TASTES GREAT.

Miller Lite's new look gets o good reception from

consumers. “The response was very positi
among the target audience,” Braithwaite says
“They quickly adopted the brand energy we
crealed, and sales were very positive. The
advertising agency even began fo creafe
advertising that featured the packaging because

of the response

® Miller Brewing has a freefone number for

consumers to call, which normally only receives o

modes! number of ¢

lls, 90 percent of the:

nplaints. Within one month of the packaging’s
launch, Miller receives 1,000 calls from Lite drinkers

praising the new design

3 cases studiss

miller iite
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| owe a big debt of gratitude to all the designers
and agencies who generously contributed their

time, thoughts, words, and pictures fo this projec.
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Other books of interest from RotoVision:

What |s Packaging Design?

Giles Calver

ISBN : 2-88B046-618-0

$35.00 US / E24.99 UK / $50.00 CAN
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FORMATS & PACKAGING

Tem
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51 %

Experimental Formats and Packaging
Roger Fawcett-Tang and Daniel Mason
ISBN : 2-88046-799-3

$30.00 US / £19.99 UK / $41.95 CAN

Experimental Formats 2

Roger Fawcett-Tang

ISBN : 2-BB046-B07-8

$45.00 US / £29.99 UK / $65.00 CAN
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5 Successful Food
% Packaging Design

NP

“7 Essential showcase of the best in international
packaging surface design graphics

2 Unique exploration of food packaging design as

an extension of the brand experience

7 Explores the seductive nature of food marketing

Successful Food Packaging Design showcases the most
delectable international food packaging graphic design. From
premier lines, to the pop kitsch of mass-market brands, super-
branded icons to in-house lines and own brands, this book will

satisfy the most insatiable of graphic consumers’ appetites.

Accompanying the visual feast of desirable packets,
Successful Food Packaging Design offers in-depth analysis
of key international trends, plus insightful commentary from
industry professionals on how to design for success in this
highly competitive area of design.

Exploring the relationship between packaging, marketing and
lifestyle branding, this book is a must-consume for designers
warking within the field of food packaging as well as those
from the wider field with a hunger for visual stimulation.
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Successful Food
Packaging Desit

@ Essential showcase of the best in international
packaging surface design graphics

R Unique exploration of food packaging design as
an extension of the brand experience

&2 Explores the seductive nature of food marketing

Successful Food Packaging Design showcases the most
delectable international food packaging graphic design. From
premier lines, to the pap kitsch of mass-market brands, super-
branded icons to in-house linés and own brands, this book will

satisfy the most insatiable of graphic consumers’ appetites.

Accompanying the visual feast of desirable packets,
Successful Food Packaging Design offers in-depth analysis
of key international trends, plus insightful commentary from

istry professionals on how to design for success in this

fienship between packaging, marketing and

ifestyle branding, this book is & must-consume for designers
~
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