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The challenge of the wide distribution of the
commodities in smaller quantities brought more and
more significance to the Packaging because what
was sold in barrels from a brewer’s house and had
to represent its house wherever the commodity was
to reach. Hence the character and name of the
house of manufacturer was to assure of its genuine
quality to the user/purchaser/consumer. Consumer
Packaging had covered practically all products of
our daily needs in the due course.

Packaging has since been the fore-runner in all
media of marketing communications.

Packaging as a Respect for
the Consumer:

Invent of hand -made paper and love for decorative
gift wrapping and all graphic held more attention in
the Japanese and Chinese culture in packaging
gifts. Here the esthetics and graphic expressed a
deep respect and also represented more often the
faith of the presentator to the receiver Packaging
thus has inherited the respect to the receiver/user
and the identity for the presentator.

Today, the packaging faces a number of challenges
by the complexities of product formation, forms,
sizes, weight and usages. Above this, the marketing
has added more responsibilities making more
demands on packaging to meet the product stability
requirement, Product positioning, the consumer
preferences and prejudices, production and
material economy efficiency, communication needs
and Distribution/Transportation hazards.

Demands of Corporate Industry:

A. Brand identity

B. Manufacturers identity

C. Product identity: Form, use, quality and quantity
D. Information stipulated by Govt. policy.

No other media carries such a fuller responsibility
as packaging itself and as a medium of marketing
communication. Had not the packaging its 3
dimensions, we might have had perhaps a sheet
of newspaper full of information to wrap the product.
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Today's consumer -
the Young Enthusiast:

The innumerable young ones, coming from middle
income group of 50s, are now moving towards
changes in life-styles, goals and personal choices
in what they want their environment to be. The
consumer of today is born in early sixties. These “
Young Enthusiasts” are concerned with the “style”
and “Image”. Their hunger for the latest is ever-
increasing. Here is a “Living” generation with
“Liberated” life - less “confined”, and “No
Hangover”. This “Young Enthusiast” is ways ahead
of the “stereotyped” with “rigid” economy.
Packaging that takes the new product to this “Young
Enthusiast” will have to be taken with more care
and concern. And not in the half-hazard manner
as has been taken by the Indian industry so far.

Packaging as a Status Symbol:

Packaging design for consumer products seems
to have deteriorated because of the sum total of
the marketing targets put clumsily together with
visual pollutions on one hand. On the other,
surprisingly, a good package is projecting a status.
The package has become an integral part of our
daily life, so much socially accepted, that a
shopping bag, considered lowly in the past, carries
with it a status. Its graphic style gives expression
to a life-style of the day.

The new Integrated Package:

Previously, the container, the sealing, the label, the
carton and the outer were taken care at different
stages and in different departments. The markets
cramped with products, of all kinds and uses,
necessiate a package over the counter with a total
impact. The new creed of designers with a high
calibre in graphic communication and with a know-
how of the packaging material and production
technology, therefore, has to handle the packaging
task as one unit of various responsibilities.

Good Packaging Design means
Good Business:

With the highly professional approach, a good
product presentation, the packaging, takes the
product to new heights in its identity and its lead in
the competitive market. It has its impact on the
buying decisions.

A Mid-European study shows that “a good
packaging presentation does the sales job so well
that an advertising budget of DM 1,000,000 is
expected to achieve. Good Packaging Design
means indeed a good business.
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Packaging Design & Development:
Problem Solving Process

Newer packaging materials developed for different
sages and other complexities drawing major
ttention, packaging has now set forth a challenge
f co-ordination of many disciplines used: the
raphics, the packaging material, design
evelopment, the packaging process. These
emand a industrial management approach,
tarting with data collection and analysis leading
he concept development in a “problem solving
rocess”.

Packaging to constitute a New
Corporate Design Policy:

Packaging design is an All-Time presentator of the
ormal quality of a well-designed corporate identity,
whether the house puts a consumer product, a

hemical or an industrial output on the shelf. Very
ew realise it today - particularly those obsessed
with product to product panacea, leaving their

lass-house open to be hit with ‘unethical’ or ‘below-




the-belt” attacks from inferiors. Many of the
multinationals world over have developed a
Corporate Design Policy to stabilize their product
identity as a major corporate management concern.
The intensive efforts on product and packaging
development design together were followed by the
promotional and advertising efforts later. The
corporate design approach has a strong case to
stabilize products and corporate image on the shelf,
whether a consumer commodity, technological
output, an industrial product or any other all
services.

Creative Concept Development
A process of Analysis & sythesis:

The development of the new integrated package
goes for beyond the labelling with surface decoration
on a given container, bottle and carton. It demands
an assessment of the existing conventional
packaging media and must go on to a process of
analytical approach to the packaging material used,
the competition, the marketing segment conditioned,
consumer’s likes & dislikes, production & packing
processes and finally the unit costs. This exercise is
to lead on to developing a new design concept as a
product presentation with a consumer profile and
what the product and product use means to the user/
consumer.

The concept of the new integrated package world
finally cover a new container a new closure / sealing
system a new outer or outers as a system if in series
as significant as facts are the graphics the brand
logo, the colour/colour scheme with interactive
psycho graphics additionally need oriented
photographic interpretations,

Product-Pius - Value Packaging :

Anecessary dimension. The consumer/user makes
new demands on packaging in addition to the
product promise in hand. This again need not be
the re-usability alone, as accepted today. But it must
meet new demands on its use with a difference its
re-usability with a difference and its design
dimensions with a difference for the user. The design
presentation here projects our new innovative Value-
Plus dimension with a far more functional form and
far more high degree of creative concept and, let us
say, far more user dimension with a deference all
the way, along Production, Marketing &
Consumption.

This holistic design & development process comes
out from creative painstaking explorations and
experimentations of long weeks the 99% perspiration
for many a restless hours for the designer.

Speaking at ICSID World Dlgn Assembly, Washinton DC, USA..
World Markets: A new challenge of
change
The India packaging is left far behind in developing
packaging material and packaging design for the
world markets. We have already developed a few
world-class designs, deserving international
patents, particularly for cosmetics, liquor & liqueres
as well as for pharma and OTC packaging to make
a distinctive mark on the world markets as much
as on domestic one.

Budgeting the Packaging Design
& Development:

The Packaging tasks require careful controls in al
details at all stages, without any slip, on each &
every interdependent item with close co-operation
between the designer and all production and
development units. The designer’s time and energy
is considerably involved in constant follow ups apart
from his creative energy already spent on the
creative concept development and reproduction
executions. This is to be envisaged and justifiably
estimated in the packaging development costs, in
order to avoid flaws and wasteful expenditure tha
may be very high. We have encountered many
cases where the team of 4 divisional managers
spent innumerable hours for 8 months to make a
sloppy graphics to be applied in a complex situation
and finally-ended up with absolutely no result. There
a specialised designer worked out the whole
complex project in TWO months with not only a
creativity award won but gave the management an
un-precedented record of sales with a higher profit
margin for the next 5 years.

Besides this, Packaging development costs are to
be covered under the R&D Costs and to be
distributed over a period of 5 to 10 years of the
annual sales for a product life of 10 to 20 years
rather than as part of an advertising budget spent
for that year for its sales targets season to season
or year to year.

Case Study Presentations:

12 case studies are presented here: 6 individual
Packaging Designs with a consumer profile
carefully drawn in designers office. 6 Corporate
Design Styles, both with well-structured formal
values meeting the new demands made on
packaging design in a variety of complex situations.
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