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Why Is packaging so important?



The (Point of Sale) Silent Salesman

Differentiate

Stand out & catch the eye

Draw attention to the product within
Communicate your brand values

Add value for the retailer
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Drive loyalty
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Name the brand...
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AGENDA

1.Principles of packaging

2. Themes of packaging design
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The 3 C’s...

CONTAIN



The 3 C’s...

CONVENIENCE




The 3 C’s..
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Pack design
is potentially
a game-changer,

take control of it!

Andrew Knowles
JKR Global
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Innocent’s £100m Packaging Win
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The only thing we did
differently was
put it in a plastic bottle
— we called it
a carafe to make it

sound posh
— the little details
matter!

Says Reed, Innocent Co-Founder
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Pack Design themes
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AUTHENTICITY & STORYTELLING
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WHOLEGRAINAG

RICE CAKF
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SEA SALT & BALSAMI
WHOLEGRAIN LOW 7/

RICE CAKES
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We can’t just tell you
we have to show you...
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engineered for water

engineered for water
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SUSTAINABILITY
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premium blend for superior smoothness







ON-THE-GO LIFESTYLES
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BLUE

BOTTLE
COFFEE

NEW ORLEANS
ICED COFFEE

BLUE
BOTTLE

COEEEE

NEW ORLEANS
ICED COFFEE

Blended with Clover Organic

Milk, organic chicory, &

organic cane sugar
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Milk, organic chicory. &
organic cane SUEa®
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BLUE
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COEEEE

NEW ORLEANS
ICED COFFEE
Blended with Clover Organic

Milk, organic chicory, &
organic cane sugar
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PERSONALISATION
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Cream of .

Tomato *

soup

Give a personalised

Get Well Soon
Gifton i
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LESS IS MORE
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“Different” and “New” are
relatively easy.

Doing something that is

genuinely better ... is hard.

Jony lve
CDO, Apple
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