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			“Packaging can be theater, it can create a story.”
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			You may not know Mark Lehberg, but if you’ve ever shopped for toys or food you may have seen some of his packaging work. He is the creative and entrepreneurial force behind the promotional, marketing and packaging materials of clients across North America, China, Hong Kong, Europe and India.  From U.S. multinationals (such as Hasbro and Crayola) to small local firms, he has, along with his wife Mary, founded Latitudes Marketing By Design in Montreal, Canada.  They offer their clientele a one-stop shop that caters to all of their creative needs.  He has taken his 30 years of passion for packaging and put it into this guide,  “The Art of Package Design”. 
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​Introduction

			In the field of design, packaging is a unique challenge. Most designers will create websites, brochures, catalogs, posters and other forms of visual communications. While we may sit with our cup of coffee and look through a website or read a brochure or catalog, research has shown that the average consumer, when walking down a store aisle, will give a package about 1 to 1½ seconds of their attention. Almost 70% of all purchase decisions are made at the point of purchase.  That doesn’t mean that packaging has to be “loud” but it does have to be straight forward and clear as to what is inside and what the key selling points are. That’s the challenge that a specialized packaging designer needs to face. 

			As one of the most widely used forms of three dimensional applications of graphic design, packaging serves as one of the most influential forms of communication with consumers since it provides a first hand experience for individuals. Because of the numerous and varied quantities of consumer based products that are produced in modern society it has one of the widest range of applications of all the forms of graphic design. Millions of products require unique and individual packaging to set themselves apart from the competition when they reach their retail destinations.

			We can break packaging design into 4 categories: 

			1.  a container to protect the product inside 

			2.  part of the cost of the product 

			3.  a marketing tool to promote the product 

			4. part of the actual product such as an after-purchase container or an element of the product or toy. 

			Of all of these, #3, the marketing tool, will be the main focus of this book. Many products in the same category, such as shampoo, will be in similar shaped bottles. What differentiates these products is the message and imagery on the package, in essence, the package design.

			There are many ways to engage the consumer and draw them to a product. One is to create a range of products in the same brand such as a line of potato chips, crayons or markers. This creates a shelf of multiple products so that the consumer’s eyes are drawn to the brand first and then to the product. In this way we are creating a larger retail footprint than just a single product. We can also create different facings of a single product in varying colors so we create a patchwork of colors on the shelf. This also increases the product footprint. This is known as block merchandising or billboarding.

			Another way to attract shelf attention is with recognizable icons or visuals. For instance, the unique shape of a Coke bottle or a Perrier bottle, the distinctive Crayola yellow or the black and cream of a Guinness bottle. I’ll explain this in more detail in the chapter “Branding and Product Loyalty”.

				You can also attract shoppers with text or call-outs of key features or benefits such as price, function, size, taste, etc. But another element of the package is to appeal to the emotions. We do this with colors and imagery evoking a “want” for the product. Food packaging does this with high-quality images of the prepared foods done in a commercial photo studio with a chef/stylist to make the image on the package as delicious as it is in the kitchen.

			The packaging becomes the real value over and above the product. For example, two competing brands of arts and crafts markers and crayons, one from a major manufacturer and the other made in China. If we opened the boxes, the products are virtually the same. But the package with the “wow” design, is the one that will sell more. The package makes all the difference.

			We live in a consumer world of almost infinite packaging choices. A well thought out brand that reflects a quality product will beat out the competition almost every time.

			But there are dangers to be aware of in package design, such as the tendency to over-design and over-state benefits of a product. Don’t use a beautiful package to hide a mediocre product. Consumers may be fooled once but the goal should be for repeat sales. Make sure that the product is worthy of the design and vice versa.

			Packaging design will have an effect on profit and loss. If you treat it as just a cosmetic feature or just a secondary marketing tool you won’t have the desired result. But if design is looked at as an investment, used as a primary marketing effort and designed by a professional then the results can be very profitable.

		


		
			
​Packaging - yesterday and today

			What is packaging? Packaging protects the product from physical impacts such as hitting, wetting, and bruising. Packaging allows for the product to reach the consumer in the most economic way possible and creates ease of storage. Another important role of packaging is to provide the consumer with information about the product, its benefits and the key marketing message. This differentiates the product from the competition and allows the consumer to make a choice. The weight, price, production date, use by date, ingredients or contents, name of the manufacturer and usage details written on the packaging provides major convenience to the seller and the consumer.

			Packaging should inform the consumer of all the properties of the product. It speaks for the product. In regards to food packaging, with the development of the modern age, decreasing family size and increase in the number of single households, the production of specially portioned packaging has increased. Packaged goods are preferred because people have limited time to eat, drink and shop in the fast tempo of today.	

			Looking at the history of packaging we could go all the way back to ancient China and the development of cardboard. When containers were needed nature provided gourds, shells, and leaves. Later, containers were fashioned from natural materials such as hollowed logs, woven grasses and animal organs.  

			The earliest form of flexible packaging can be traced back to the Chinese in the Second century BC, when they used sheets of treated bark to wrap goods. Over the next millennium paper-making techniques were developed  in the Middle East and Europe and finally in England. This technique came to America in the late 1600s. 

			But this was not paper from wood pulp as we know it today. This was a product made from flax and other sources. Paper from wood pulp was developed in the middle of the 19th century.

			Why is this important in the development of packaging? Commercial packaging needs to hold a variety of goods. It has to be of a material that can be printed on and it has to be flexible and durable. In other words, paper or cardboard. The first durable paper that most would claim as the grandfather of modern cardboard was invented in China in the fifteenth century.

			Paper bags were developed in England around 1840 and bag-making machines around 1850.  It wasn’t until the turn of the century that automatically produced and printed bags came onto the market.

			The first commercial cardboard box was produced in England in the early 1800s, about two hundred years after the Chinese invented cardboard. Corrugated paper and shipping cartons (replacing wood) appeared over the next 50 to 75 years.	
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Description generated by AI]	The Kellogg brothers developed the use of cardboard to make their cereal cartons and when marketing to the masses, introduced a heat sealed wax paper liner to protect the food from the carton.

			Paper and paperboard packaging increased in popularity well into the 20th century. Then with the advent of plastics as a significant player in packaging (late 1970s and early 1980s), paper and its related products tended to fade in use. Lately that trend has halted as designers try to respond to environmental concerns of using plastics.

			A discussion of the history of packaging goes beyond just the materials. Packaging has changed over the centuries to meet consumer demands. The purpose of packaging is to transport a product and to display it to the consumer while telling them what’s inside. In the nineteenth and early twentieth century packaging told a story of the product, what was inside, its benefits, the history of the company, etc.
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Description generated by AI]	Packaging today has changed dramatically. Consumers lead a busy and sometimes frantic lifestyle. Shopping is not a leisure activity but a necessary daily function. So when shopping for an item in a grocery store, toy store, electronics store, etc, consumers will glance at a package for about a second to a second and a half. Not a lot of time to tell a story.

			So today’s packaging must attract the eye and appeal to the senses in an instant. We do that with the use of colors, graphics, images and wording. A far cry from the crowded story-telling boxes of a century ago.

		


		
			
​Branding and product loyalty

			Before we talk about branding we need to be clear on what is a brand. Don’t confuse a brand with a logo. A logo is not your brand and it is not your identity. A logo identifies a company with the use of an icon or other graphic elements. An identity is all of the creative aspects that form the overall brand such as colors, package layout, and other elements. So a brand is a collection of the logo and the identity creating an emotional image of the company.

				Where did branding come from and why? The name evolved from the use of  a “brand” burned into the hide of cattle to identify their owner. At the dawn of commerce people shopped for goods in a market selecting the best fruit, produce, meat and household items. All of the products were similar but some stood out above the rest. So the seller started to identify them with their own mark or insignia to separate or differentiate them from their competitors. And as word spread of their superior quality consumers sought them out. The “brand” had arrived.

				In the 1660s, imports into England often cheated the public and the phrase “let the buyer beware” became popular. Inferior quality and impure products were disguised and sold to uninformed customers. Honest merchants, unhappy with this deception, began to mark their wares with their identification to alert potential buyers.
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Description generated by AI]		In the 1860’s cough drops were sold in glass jars on store counter tops. To prevent generic versions of their products being sold, the Smith Brothers, in 1872, started packaging their drops in boxes branded with their name and images of the two brothers. They had created a logo and the beginning of a brand. 

			Trademarks

				In 1842, the state of Michigan required that logs have a special mark and be registered in the county where the logs were manufactured and cut into lumber.
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Description generated by AI]	The first trademark laws came into effect in 1857 in France and in 1862 in the United Kingdom. And in 1870 the first registered U.S. trademark was awarded to the Eagle-Arwill Chemical Paint Company. Today there are nearly three-quarters of a million (750,000) registered trademarks in the United States alone.

				We may not always be aware of it but trademarks are everywhere. A trademark is another way of distinguishing brands. Purchasing decisions are influenced by branding and also by trademarks. We realize the importance of branding to enhance product recognition and instill consumer loyalty. A trademark is a legal tool to protect that brand. It is also an important part of your entire communication strategy.

				When we think of a trademark we usually think of a logo but it can be much more than that. A package design or layout can also be a trademark. For example a package design that uses certain colors in a prescribed shape or form can be trademarked. It can be any recognizable and unique element in a package design. And a design trademark does not have to rely on language or alphabet.
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Description generated by AI]		A branded or trademarked design is a valuable asset. It leads to easy recognitions not just on the shelf, but on websites and social media platforms. A brand is so much more than a logo. It extends to corporate brochures, web site, company vehicles, business stationery, signage, employee uniforms, product displays, catalogs and product packaging.  Quick brand recognition enhances your overall marketing efforts.

				The old saying “don’t judge a book by its cover” doesn’t always apply. Certainly not when it comes to packaging. Branding is an effective tool to help distinguish your products from competitors on the shelf, on line and in Social Media. It’s the first thing the consumer sees and is a huge part of the purchasing decision.

				Branding is a way for companies to stand out from their competition and be instantly recognizable in the clutter of products on a store shelf. Who hasn’t walked down the aisle of a store and spotted the Crayola products even before we were close enough to read the name? The distinctive yellow package with the green chevrons is part of Crayola’s brand and part of our subconscious. And we all notice the brown delivery trucks of UPS without having to see their logo.

				When creating packaging for a brand we need to have a wider view. As we design we have to ask ourselves how will we create multiple products using this layout? Which elements will encompass the brand and which elements will identify specific products. We can use elements such as a specific font for the title or header, as well as a section of the layout, such as a color bar, to identify the product within the brand.

				So we do not design a package and then say , “OK, let’s use this for the brand or line.” We have to start that process before we design and keep the brand prominent and recognizable and identify those specific product elements as we design. When we think of branding we automatically recall companies such as LEGO, or Kellogg’s. But a brand doesn’t have to be a billion dollar company or sold across the globe. A brand can be a series of products or just one. A brand is a trade name for a specific product, its identity and overall design. It identifies the seller and differentiates it from its competition. A brand has come to mean more than just the product. It can be used to define a range of services or even a corporate philosophy. And it can get confusing with over use.

				On the subject of package design, a brand is more than a name. It is also the style of design of the package and how it is presented. A brand is meant not just to differentiate you from your competition but also to have instant recognition for the consumer. This will help you market a line of products based on the success of a single item. People will associate your brand with the quality of a previous purchase. Other elements that tie into your brand after the package will be signage, advertising, store displays, stationery, vehicles, employee uniforms, etc.

				There are many terms associated with branding. Let’s explore a few of these.

			Brand naming

				Naming your brand or product  is the first step in the branding process. It is a very involved process balancing objectivity and emotion. First we need to identify the purpose and mission of the product, the target audience, and then generate a list of words that identify with the product, its category and its key features. Brainstorm this process and discard nothing. Every word or thought uttered should be written down. Now look at your words and see if anything jumps out at you. Try combinations of words, rhymes, alliterations. You may look at a word in a different language, words that conjure up emotions or feeling, or new words that you create. If you are selling in foreign markets ensure that you are not using a word that sends a negative or offensive message. The name you select should elicit a positive image and a positive response from the consumer. Words that appeal to the senses will work well in the food and beverage industry and words suggesting fun, play or family will work in the toy industry. Once you’ve found the three or four top choices do a quick Google search to see if anyone is using it. If there is no confusion, a word used in one industry can still be used in another industry. But once you have your selection it’s time to talk to a trademark attorney who will do a more exhaustive legal search to see if the name can be used and protected.

			Brand identity

				Your brand identity are the elements of the brand such as a registered or trademarked name, the colors used, the symbols or graphics that make up the logo and other elements of the design of the packaging, signage, etc.

				The elements or “identity” separate the brand from other companies in the marketplace. It also evokes an emotional response in the consumer. We associate the brand with product quality or specific ideas and feeling about a product. Consumers will recall elements of the brand and recognize them on various media (packaging, web site, etc).

			Brand promise

				Creating a brand and using that over a range of packaging does not guarantee success. The products delivered under your brand have to stand up to consumer expectations and deliver on the “promise” of a trustworthy, reliable and quality product. If a branded product delivers what it promises to the consumer, then other products under that brand will benefit from the promise associated with the brand.
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