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The packaging of goods o products is something which all of
4us encounter every day of our lives. The box of cereal we pick
up in the morning, the shaving Cream, soap of makeup we use, the
products we use at dimner, snd even the bedding we sleep upon
does or has involwved the use of packaging at some time. There is
no escaping it. But what enactly is psackaging? A few pieces of
cardboard? A label or printing on the box? Plsstic Wrap? J.H.
Bristen ard T.J. Meill define packaging in their book, Fackaging
Management, as, "the art, scis#nhce and technoelogy or Breparing
goods for transport and sale. Fackaging may alsc be defined as
the meanz of ensuring the sate delivery of a product to the
titimate consumer in sound condition at the minimum overall
cEst. ] I suppose that this "definitiaon” is correct in its
capsulation of purpose. However, I tend to feel that packaging
has a much larger purpose than is mentioned here. Marshall G,
Baldwin, auttior of New Directions in Packaging lists seven baszic
reguiremsnts of a package. “It must contain a product, carry
that product through the distribution system, keep it protected,
keep it fresh and usable, it must provide a storage or utility
function, it must merchandise or zell a product and it must
resell it at a later date."2 These last two items are the
merchandising functiong of a package, as well as my primary
points of emphasis as o graphic designer. As Mr. Ealdwin states,
"Merchandising provides the most intimate link betwsen the
product and %he PUrchazer of the product -~ it is the package and

prroduct display iteelf, literally saying, "Ficl me up and take me

wWith vou.” It is the extensian of advertising Lo point of sale."3



He gaes an +no state, "The package’s ability to be a gooy

mer chandi ser depends on =ize, its shape, its apppearance, its
coler, and its character."4 Thece are the points which I intend
to discuss and show Fow calor, typography, form, shape, design,
pattern and textgre are all intertwined components of packace
design and should be considered when desigring or redesigning a
products hou=ing.

Lets begin with the importance of color in packaging.
Authar aof the book, Notes on Braphic De=ign and Visual
Communication, Gregg Berryman, states, “Color is the most direct
path to the emotions of an audierce. In =eme graphic situations
like packaging, sigrns, posters and advertising, it might be the
single most important design element, S It ig a conveyor of
quality of content, of preparation and of mesning on a
subconzcious Ievel. Faychological reaction to color have basn
studied since the early 1920s, begining with the effects of
colored lights on the mentally disturbed, o present day
observatinons angd recordings of provoked emotions to esior
swatches.

The overall consensus of my research revealed that muét
sources believed that color dig reasn the consumer on this
subronsciqys level, but the amgunt of effect it had on whether or
rot it influensd the purchazer varied. The book, Principles of
Fackage Development, licted the following descriptions for the
basic colgrs of red, orange, yellow, pink, green, blue, black,

white and brown.



RED: is5 an exciting colpr. It signifies strength and
virility and causes people to look at the package. Light red is
a cheerful colar, but dark or Bright red is more likely to induce
depression and irritation. Cherry red is sensuous. As red
becomes darker, i{ becomes more serious and depressing.

ORAMBE: expresses sction and has the ability to communicate.
it Igoks clean and appetizing and has an intimate character.

YELLOW: ie a cheerful color and is the Iogudest and brightesat
of all colors. Pale yellow logoks dainty. golden yellaw isg
active, green vellow is sickly, and & deepn, strong vellow
suydests sensuoushess,

PIME: is Sudgestive pf femininity ang desp affection. it
lacks vitality and GiVEE BN impression of intimacy and gentility,
When a bright magents pink is used, the viewsr tengs to feel
frivolous,

GREEM: iz a guiet, refrashing colar. It is aussociated with
youth, growth and hope. B=ing an undemanding ecolor, it evokes
neither passion nor sadness.  When darkened to clive, the same
calor bhecanes a symbol of decay and rot.

BLUE: is a conling and subduing ecolor. It ig a tramquil
tolor suggestive of celestisl infinity. It differs from green in
its tranguility. since green suggests earth—-like quiet, whereas
blug 5ugg55€5 & heaven-like guiet. If darkened tmo indigo, it
becomses a maeverely depressing colar,

BLACK: is & symbol of dezth and despair. It ;5 a depressing
color that containe an impenetrable character. But, when used ags

a4 shiny color, it can convey an impression of nobility and



#legance, In the 1980s, blark i= being y=zed extensively for
CHEMmetic Rackaging to Connote luxury, quality and experses,
WHITE: denotes virginity and RLrity, If connotes the
unexplainable and inaccessible., When used near blue, it has a2
refreshing and antiseptic effect.
BROWN: ig a utilitarian eoler ang i% suggestive of WOk and
compactness,
It i= a healthy colar that is neither brutal nor volgar. Asg it

becones darker, it assumes the character of hlack,. &

A much more extensive listing of thess colors as well as many
athers was alsc found in the beok, Color Manual, written by
Stephen J. Sidelinger, on pages 72 - 83. This sgurce alsa gave
general AssSguiations, general symbolicm, Senzory associatins,
preferance ratings, wisihility ratings, visual motion, color +o
shapa relationskips ang environmental uszes for gach of its listeg
colors as well as for light and dark values of each.

A color e lightness ang darkness (value) as welil Az a
colar ' = ihtEﬂEity ichrama) are both impartant factar=s in
determining ¥isibility and colar harmony, Sregg Berryman

emphsasizes, "The vizibility of colgr combinations are dettermi ned

" by contrazt ., . . the more contrast, the mare visibility."7 ThHis-

Principle goey fand—in-hand with his statement, "Colors that are
visible at the greatest dictance Will also be attract the eve the
quickes=t, Bven at short range. "8 It is for thig rFeason that

colars should be given a great deal nf consideration when chosen

, ) 1
fur use on packaging. If 2 products colors are appealing as wel
A =4



as attracting to the eye, chances are it will stand gut from its
competitors and be sold a high percentage of the time. A survey
showed that, "a package which draws attention to itself is more
than half sold. Since the saverage time a shopper has to look at
a package in the supermarket is less than 1 setond, attention is
wort by exciting the eyve with something abouit the package that is
new and interesting. "9 This principle of attraction can be both
pogitive and negative in terms of selling & product. For
instance, if the box for & bhrand of baby snap is bright neon
green and orange, chances are it will capture the conzumers
attention but it will not sell the praduct. Color harmony as
well as appropriateness for the product must be taken irto
cansideration during the design phase.

“Color harmony takes place when two or more coleore are
placed next to mach other or in neigkboring areas, and produce a
vBleasant effective response as a result."l0 This reaction
depends upon several factors: the size of the individual areas,
the value and chroma of the colors thosen, the placement of the
areas in relation to e=ach ather, and the overall composition or
halance of the total arsa under consideration.

These are

asthetic decicicone which the de=igner mu=t consider. The

everyday consumer dossn't rationzlize eacth package from its

competitors . .using thece criteris, but the averall logk of a

package is often a stronger ssiling point than what the produoct

1s that is beinyg sold. Thie point bas proven itseif with a=Y]

ttem= such as frozen dirners, yopurt, dog food, etc., that do not

have = long standing brand loyalty. With itene such as theseg
'



which most censumers have anly been recently exposed to, the
producrts packaging often does the selling. WKWith items =such as
S0uUp, mpagetti, ketchup or paper products, brand loyalty has been
established from the time you were young. Perhaps mom bought
Hines Ketchup when vou were young and you eontinue to use it as
an adult. Maybe vou found a preduct vou’re happy with and have
decided to lock no further. Int either camr, 4 product’s packaging
or its competitars packaging may make little difference in wour
decision making process. The objective of & productsz packaging
is to entice and attract the uncertain buyer and net necessarily
to persuade those who aren’t interested, into changing brands,
although a good package may do so.

Froduct or brand loyalty may be enhanced through the
effective use of coler., Loui= Cheskin, author of the b,
Celors —-- What They Can Do For You, states, "Because colors are
remembered much more easzily than forms. they should be used for
building product identity. A design with 2 multitude of colors

Mas nNo specific identity, while che with one or twog colegre is

fecalled with ease."11 Take Campbell’s Saup for instance - pag
and white. Oscar Meyer —— rap and vyellow. Coecas Cola —— white and
red. General Mills —— white and blue. This theary extgnods

Beyond the fiesld gi package design and can alEp be ceen in
corporate identity marks snd fast feod chaine &5 a means of
recogrnition among their competitors.

A Ffinal aspect of coler may also be taken into consideration
—- color preference. A Weighted average was taken AMING A Survey

aroup revealing that for the six common hues., blue was most



prefered, followed by red, green, violet, orange and vellow, in
declining order.12 It should bhe noted though, that color
pretersnce is not uriversal, and can be effected by lif=
iperiences, both positive and megative.13 This alsg holds true
for different nationalities as well as for different ethnic
Backgraunds. When packaging is to he distributed ip other
couptriss, or to spscial target audiences, toler should be giwven
extra attention due teo the symbolism it may carry in these

markets. The follawing chart explains this in grester detail.



TABLE 81 Cokor and Symbohsm in Fackaging for Asian markets®
Eolor Symbot
Country Coler Connatahon Symbal Connatation

Ching While Maurnirng taved) Tigers. hons. and dragons Sirength fuse)
Hung Keng Blue Ungaopuiar {avosd) Tigers, iions, and dragons  Strength juse}
Incha Gieen and orange Good [wse) Cows Sacred W0 Hindus [aeoud)
Jdapan Godd. silver, Luxury and high guahly juse} Chedry blossom Beauty tuse]

wiile, and purple Use for prnt only, Chrysanihemum Aayaity {avoih

Malaysin (Populaiion
15 Mixed Maiaya,
Indhan. Chinese
Fakistan

Sngapore

TAvan
TRalng
Fahil

ANLh el Moshm skaips

Brack

Yellow
Golt
Green
Green and orangs
Red. red and gol,
ed and while
Hed and yellow. yellow

Black

Redd. groen, gold.
shver and othee
Bl coloes

Whute:

preled gay. baghl colors

RAovyalty (avoid)

Longevily {use)
lefarmc 1ehgion {avesdy

Goud tuse)

Prospenty and
happiness (usa)

Commumst javoigy

Aviid

Lise

Aovend

Cows
Pigs

Pigs

Torimses
Snakes

Pigs and cows

Elephanis
Efephants

Anirmals
Pign
Sl of Bavig

Sacred I Hindus javod)
Unclean o Moslems {avou}

Unclean to Mostems {avaid)
Diel, el tavoud)
Paison {avoid)
Same as for india
and Fakislan (avoid)

Sirength [usa}
Hational emilem tavoid)

Ayiad
Reloious polluben {aved)
Polncal {avor}

‘bratrrtalin courlesy ol

In thess instances, colo
could prove critical.

preference has a limited effuct or produrct

should alsp be gi

gives tg the package,

Hyarle Packagng Co (MNew Zeatangy

However,

This is dependanmt Lupon

in the Americap market,

In addition tg the selection and use of ool oy,

s2lectiaon.

t sglection and Y=80e for package design

color

typography

Yen consideratin due to the character which it

the history aof the

face chosen ag wzll as the festures which are
that fent, By examining the twg facec below,
the noticaple differences betwesn them. "The
Saramond, has a history dating hack
dean Jannon, It is a typical Qld Style face,

contrast detween the thicks and thins,

characteristic +g
it is pasy tg see

raman typeface,

to 1515 with jts inventian hy

having very little

heavily bracketed seri s,



and phligue stress. The letterforms are open and round, making
the face extremely readable.”14 In comparison, "Helvetica is a
contemporary typeface of Swiss origin and was presented in the
United Htates in the early 1%40s. Its clean design makes it Ve
readable, and like most other sans serif types, has relatively

little stress and optically egual strokes, 1S

ABCDEFGHIJKLMNOPQRSTUVWXYZ&
abedefghijklmnopqrstuvwxyz12345678908., "2

24 POINT GARAMOND

ABCDEFGHIJKLMNOPQRSTUVWXYZ&
abcdefghijkimnopgrstuvwxyz .
1234567890%.,-:;'1? |

24 POINT HELVETICA ‘

By thosing ane typeface over the other, a package could take on a

mare traditional or classic 1ook A% opposed to a modern or

contempory appearance. This doss rnot mean that a cantemporary

package eould rot be designed with g clazsical face or that theres

are any hard, fast rules of desian gaverning typography

applications. It is meraly meant to suggest that éypography dosse

contribute ta the aoverall dPpearante of a Pachkage and should be



i

given consideration during the design process.

There are other factors regarding a typographic seleptiun
which should he menticred hefors moving on. Readability based
upon size of the type used, readability in terms of type face
selection, the wuse of coler in contrast to the background upon
which it is to appear and the itength of line standards for
particular point sizes are a1l critical factars to corsidered.
Several of these criteria are intertwined and effect one another.
Color selection should be chosen to enhance the readability of
the pradurt’s mame and other wital information =uch gs
instructions for usage and precacvtions to be taken, if any.
Faderal law governs the size of type to be used on packaging as
well as what information is to be prominent on given items.
Therefore, the desigrer should be familiar with these guidelines.
Further information ocn packaging regulations can bhe found in
Briston and N=ill®s book, Packaging Management, on pages 208 -
prans=

Another aspect of packaging which Federal law has strict
restrictions upon is the physical Rackagimy or housing of
products for retail sale. As mertioned in the introduction, a
package must contain a product, carry it through the distribution
system, keep it protected g= well as fresh and usahble., To
accompliszh these goals, A0y one of the following products o
forme could.be uced: matal, plastics, Raper, wood, glass,
laminates or composites, Each of thesze materials has a certain
amaunt of appropriatencss for housing selected products. For

instance, vou probably wouldnt want +g package cotton balls inm a



]

glase jar, or peanut butter in a non-reclosabla metal can.

Housing should encourags the consumer to uee the product. It
should be useful in size and shape as well as being functional and
attractive. Re—use features, special giveaways and
Rasy-dispensing device= are ail instrumental in repeat sales. 14
These too are markeking fmatures, along with overall product
image. HMowever, special attention should he given to the nature
of the producst and the nature of the form in which it isg
containesd,

Protection of the product falls into twe main categorips:
protection against chemical hazgrds and protection against
physical hazards. "Chemical harards include chemical interaction
hetween the prodiuce and its container, acting as a barrisr
against entry into the package {(such ag rater damage), lgamg of
liguid pr ¥apor, and contamination by micro organisms. Fhysical
hazards include cumpression in stacking or transpartatiqn, impact
damags From being dropped, Runcturing and effects of light and
temperaturg upon the product,"17  The fellowing chart liete the
types of products used in packaging angd the poessible forms they

might take.
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Groop

Classification

Types

I Metal

2 Plastic

3 Paper

4 Wood

5 Glass

{a) Materials

(b) Containers

{a) Materials

{b) Containers

(a)} Matcnials
(b} Containers

(2} Matcrials
{b} Containers
{a) Marerials

(b)Y Containers

& Laminates | (a) Materials

e

(b} Containers

-7 Composite| {a) Materjals

(v} Containers

Steel (plain or lacquered),
aleminium, tinplate {plain
or lacquered)

Drums, kegs, cans, aerasols,
pails, tubes

Palycthylenc (low and high
density), PYC, polyvinylidene
chloride, polystyrene, poly-
propylene, polyester, ABS,
Pheno! formaldehyds, urea
formatdehyde, poiycart
polyacetate

Blow moulded, injsction
moulded, compression
mouided, (ilm overwrap of
shrinkwrap, thermofermed
tubs, trays, etc, baps, sacks,
ubes

Paper, board ; plain, coated or
laminated, corrugated board;
plain, waxed, coated, laminated
Labels, cartons, outercases,
mouided pulp, sacks, doums,
cans, envelopes

Wood, ceilulose film; coated,
uncoated or lamwated

Casks, kegs, crates, barrels,
fitm overwraps, pouchces, bags
Glass; coaled or uncoated,
decorated or metallised
Bottles, jars, carboys,
ampoules, tubes
Paperfplastic film, aluminium
foil/paper, aluminium foil/
plastic film, plastic fitm/
plastic film,plastic film/
cellulose film, celhufase film,
multiple combinations
Overwrans, pouches, bags,
cups

Paper/plastic, metalfplastic,
Paperfplastic/metal, metalf
wood fplastic

Drums, cans, sacks, kegs

Major packagimg materials and coatsiners

/2



v

i3

Ta find aut more on specific methods of packaging, Briston and
Ne=ill®S beok may be ceomsulted, pages 176 — 18&. Detailed
information regarding plastics, blow molding, injection molding,
exztruded films, overwrapping, thermoforming, and glass contaipers
may prave to be uszeful for a more indepth esxamination of this
topic.

A final aspect gf product containment is the asthetic
importance of the packsge to enhance product sales. Size and
shape must he both functional and attractive, as mentioned
before. "Obwvinously, size is dictated by guantity of the
contents, but shape can be varied extensively. Shape can make a
package more convenient te hold or to stack om a shelf. It may
permit better communicatin of package advertising. Shape can
imply lightness or thinne=s, delicacy, or strength."18 Fackage
forms can reveal the physical state of the produrt as well as

echa the product itoel+ through texture incorporated into the

farm itself, An arbitrary evample of this would be water

droplets molded into a hard plastic bottle of shower gel.

Texture can act as & means of contreling the handling of the

package a8 well as heing an asthetic element. Ribbing on bottles

of detergent or other household products allow the comsumer

greater ease {n pouring or in use of the product. TRis can be a

primary feature of convenience ac well as adding recognizabel

character to the package. Briston and Meiil wsummarize a packages

end-use functichs as follows,
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u

i. Display of product for selling and Yisibility,

3

- Ease of DRering
(Exz teagr tapes when film CYErrmWraps are uses, or pop
tops on cans)
I Convenience
E¥: aeroegls, shaving cream, mousse, huilhin—tha-bag
pouches)
4. Dispensing

1?

The artual design or pattern which iz tg be placed upon the
package should tape atl of the previous items discussed, ang
combine them intg a final package for sonsumer Purchage, Coler,
sire, shape, texture, typagraphy and materials used should ali be
taken intg cansideration. As Leonard M. Gu=ze discusses in kis
bogk, Fackaging ia Marketing, "Bood peckaging is tending towarg
more convenience in usze, toward greater compactness to reduce
shelf-space demands, and towared increasing the Li=E of
illustratimh, araphics and cnlur.“éO

Package graphics and theipr design, are becemning a steadily
incr@aaing field duse +o the tontinuously orauing, competitive
pProduct markets, This ig 24sily meen hy walling down any isle gf
YOUr nearest supermarbet. Dozens of products, al] Bssentially
the same, are corpeting for ¥Our attention. put which oneg gg
YO chooze? Granpg lovalty has egme effect, as was discusgad
sarlier, but unit IMEact alsg Plays a major rola. "Because

packages gre dizplayed in stacks, the design must be Bffective in
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the over-zlil pattern which results when the packages are
stacked, "2} It is in this situation, that color domination ecawm
play a major role in produckt or brand racognition. It can alsg
heighten any feeling of femininity or masculimity which g product
may be conveying intentinnally or unintentianally. Leorard Buss
statoe, "Froducts g have "saux*, ang packaging should reflect
this., The image afforded by the package should he tonsistent
with the product and with the buvers personal image of himsel+.
Bome products are specifically designed for MasCUling or feminine
Use. “22 This is one of the five MAJQr audience factorg taken
into consideration when a package is de=igred. The others are
age, racial backgrﬂunds, stcial class ana regionalism inm terms of
location within the country, 23 Al of thess are equally
impartant ip determining a produsts target audience or C N =4 meay
public which it i« trying te reach.

in Summarization, the elements of colar, typography, form,

shape, pattern, texturs and design sl1 play important roles in
the ultimate sale or purchase of any product. These items Staul d
be taken intp RCCOunt in every phase of the products packaging,
from the form and type of cantainer {t is boused in, all the way
4P te the finished labsl design plared on the outside.

The finished presentstion should attrace attention, tell the
products story, build confidence in the product, lpok clesn and
=anitary, =hould be convenlisnt tg handle, carry out ot the store

>

and to use, and finally, should look like a good value. 24
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