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1. Request


This document is intended to support my request for a total of three advanced credit hours for life learning that is equivalent to or exceeds that which I would have acquired in an advanced college-level course covering Packaging.

2. Sources of Learning


My sources of learning in the area of Packaging are the following:


At Swyers Printing I served in the roles of Sales and Marketing Manager and was a marketing consultant to our clients. We had our own in house advertising / marketing agency. Working with my Art Director and design staff we handled the packaging needs for companies that found their products in outlets such as Wal-Mart and K-Mart. I also worked on packaging projects with FN Burt for L’Oreal. 

Sales and Direct Marketing seminars at Concepts 96 at Walt Disney World, Concepts 97 at Orange County Convention Center in Orlando, Print 98 McCormick Center Chicago.

Success 1996 (seminar) October 1996 at HSBC Arena – Speakers included George H. Bush, Jim Kelly, Larry King, Zig Zigler and others.  


As Marketing Director for Western New York Youth for Christ, I was responsible for the overall corporate image of the organization. My team also developed our own product line of support materials and packaging for group leaders kits.


Mentoring relationship with Buz Swyers (father), who staring in his basement grew Swyers Printing to an $8 Million year operation in 2 states. As a commercial printing company we handled short run specialty packaging.

3. Learning


When determining if I had already learned the equivalent of 3 advanced credit hours of learning in the area of Packaging, I researched an advance level textbook. I was able to find and purchase “The Marketer’s Guide to Successful Package Design” by Herbert Meyers and Murray Lubliner. Terry Schwartz, the director of packaging for Kraft Foods, Inc, is just one of many who have recommended this book. 

The Package is the Product.

Like it or not the package is the product. According to the Printing Industries of America (PIA) each year over two percent of Gross Domestic Product (GDP) will be spent on packaging. A bad product will eventually fail but a good product will not succeed without the help of packaging. It is the package that inspires the consumer’s first purchase.  I have learned some of the elements that must be researched and monitored are:

Structure – The consumer perceives quality and value by the structure of the package. There is also a practical element to this part of the packaging. How well will it ship, hold up in storage, display on the shelf and ultimately be used by the consumer are all elements that must be factored in. While at Swyers Printing we designed a packaging for a game call used for turkey hunters. Most of these calls were used in the mouth in order to leave both arms free for hunting. The first few years the plastic clam pack had excellent market appeal. Then when the AIDS scare first hit the market place using a package design that could be opened and closed on the shelf was perceived as unsanitary and unsafe. We quickly reworked the packaging to a blister pack and regained market share.

Graphics – When the package structure options are limited or if you use the same structure for more than one product (i.e. diet and regular Coke) you rely on your graphics to tell the story. It is your graphical design that carries the informational and emotional messages. Items that should be included are brand identity, product name, description, ad copy, nutritional information if it is a food item, warnings and official caution statements and the all-important size and contents. Using our game call example we would have 30 variations of this product. The structure was the same but graphically the consumer could easily sort out the different types (duck, turkey, etc…) and sizes (small, medium large). 

Brand Identity – I have learned you must always include your Brand Identity on every package. The law of the logo - the style and proportions should never change even if the package structure changes. The logo may be a simple as stylized type like the Kellogg’s logo or an abstract symbol like Mercedes-Benz logo. The “power of the brand” comes from the consistency of the identity placement. 

Copy- Less is more. One of the struggles I have experienced with new marketing staff is the taming the desire to make the package the company’s corporate brochure. The copy should educate the consumer with corporate name, product description, features and benefits, company’s slogans and any regulated messages. 

Color – This is where the esthetical feely touchy elements come in. Color is a subjective element and it tends to convey emotions. Some times color suggests the brand. When you see a Yellow film box you think of Kodak. If the film box is green you think of Fuji. From a printing perspective packaging is the highest quality of imaging. Have you ever see a row of Kodak film boxes not match color. When we printed for L’Oreal I learned the importance of color management. Consumers use the color sample printed on the box as a guide to how their hair will color. 

Photos – Yes a picture tells a thousand words. A proper image will save you from using too much copy. A photo can be used as a background image to enhance emotion or can be educational. When we would design packaging for game calls we would use a photo of a turkey for the turkey calls, duck for the duck calls etc. But keep in mind the best image may not be a live or real photo. For example we found that an illustration of a turkey was more effective than a live photo. The illustrations proved to be less offensive to the non-hunter that may be in need of a different product from the same company. For example the product line included camouflage clothing that a bird watcher may want to use. 

Package Design more than a pretty picture

I have learned that a good package design build brand identity but the ultimate goal is to build brand equity. For example once a consumer bought and liked a certain turkey call we wanted them to associate that same good will toward the brand. This good will translate over to duck calls, camouflage clothing, and training videos. Another example would be Duracell batteries. Once you learn you like AAA “copper top” batteries you will want to buy their 9-volt and D size as well.  Care must be taken not to push the brand too far. I am not confident that I would buy a pair of blue jeans because they have the Duracell brand on them but I would be more likely to buy a flashlight with the Duracell brand over a generic. 

This is the age of measuring and research. Packaging design should not be left to emotional feelings or hunches anymore. Whenever we would develop a new line of packaging we would create prototypes and if received by the focus group then a small sample run. This did delay some new releases to the market place but we rarely heard complaints from the manufacture of dead inventory due to poor packaging.  

The Strategic Role of Package Design

As we have all ready discussed packaging plays a very strategic role in the overall marketing image. Once you have spent the time and research developing the original packaging design the next most difficult decision is deciding when to change it. Often Packaging is redesigned to reflect product improvements or changes in the products weight or quantity. It also can be an effective tool to educate the consumer on new uses. An example would be Armor and Hammer baking soda new packaging showing it being used for a refrigerator deodorizer. Sometimes it is in response to competitive knock offs or private label brands. Once the game call packaging went national it wasn’t long before the competition designed their packaging to match ours. The product started loosing market share so we were forced to redesign the package from two colors to four colors. This more costly packaging was too expensive for the private labels to duplicate and we once again gain back our brand equity and identity. 

Keep in mind any time you change your package you are taking a risk. Studies have shown that even when the product has not changed in the box the consumer rated the product differently in customer satisfaction scores with the new package. 

Taking the bumps out of the road.

You won’t know unless you ask. Step one in any successful packaging design is a complete research of the product category. I would spend time in Wal-Mart, K-mart, Dicks Sporting Goods and hours on the Internet researching other game call companies.  I would be looking at the size of the packages, the competitions colors, and different package types. When you are designing one item at a time you get one feel but when you see all your products on display together you get the complete picture. I learned to spend time not only creating the prototypes but also opening them. The consumer appreciates packaging that you don’t have to destroy the directions to open the package. 

From a more practical stand point before we would start a project we would want to know: history of the brand, market research, current market conditions, what make this product different, who are we trying to sell the product to, any technical specifications and last but not least budget and time frame. When designing packaging for a product line that will be sold at Wal-Mart all the products are interrelated. As a manufacture you only have “x” amount of shelf space and must use it wisely. We once had to take 1/8” off of the width of the packaging of 18 items to make room for a 19th on the self.

Selecting the Designer

I always tried to choose myself when it came to selecting a designer. In reality you can’t do every thing yourself. There were times I would job out the illustration work. I would also hire a professional photographer for product shots and rent stock photography for some background images. The important things to remember whether you are hiring yourself or outside firms are: get quotes, confirm details, proof often, changes are costly so be careful, and watch the time lines.  But don’t go cheap. The design costs are only a small percentage of the over all cost of the final project. Some would say a good designer is the best money you can spend in a product release.

Consumer Research: Navigating the Category


When it comes to packaging the experts disagree on consumer research. Some won’t bring any design to the market without first running it first past a focus group. Others feel that it is foolish to leave the packaging design discussion up to a group of individuals with no formal training or product expertise. I found that both sides have a valid argument. I do have confidence in my ability and training and to discount my professional option totally would be unwise. I also know that I live in my own paradigm and thus require input from outside individuals to gain incite on concepts I may not have thought of.  While working at Walt Disney World as a research specialist we were consistently amazed at how the focus groups found new better ways to improve our ideas. 

Store brand Packaging: Friend or Foe?


I may be showing my age but I remember as a child going to Loblaws and seeing not only their own store brand but displaying 3 levels of quality. Not only did they compete against national brands on their shelves but also they competed against themselves. This concept has had its ups and downs over the last forty years. The “no name” brands of the Seventies led to degradation in this market. But now with retailers like Wegman’s who are using the concept of a store brand as not just a way to save a penny but also a way to guarantee quality. You no longer need to know best brand to buy for sugar because you know you can trust the Wegman name. 


In order for a store brand to be successful it must reinforce the store’s identity. Wegman’s has found that “by treating store brand programs as long-range franchise-building program… it will create a solid base of consumer loyalty for the future.” One challenge is to create design that is consistent from product to product to reinforce brand loyalty without it looking like you used a rubber stamp. From the manufactures perspective it can be a win – win program. If the store develops customer loyalty it will increase exposure to your products. If you are fortunate enough to have your product be “store labeled” then your linier shelf space has just increased over your competition. 
Packaging and the law


There are three main legal areas the packaging professional needs to be concern with. First the container or structure it self. This would include “materials, strength, toxicity, product, protection, tampering, and environmental issues.” When we printed some packaging we had to change inks and use different chemicals to ensure consumer safety. Second the graphical elements. This would include “trademarks, trade dress, copy, claims, contents, description, and mandatory copy.” Third would be any agreement between the marketer and the design consultant. 


It is difficult for the designer or the manufacturer to keep up with all the current packaging legislation. There now are legal specialists who concentrate on packaging law. Current packaging takes on two forms. The front of the package usually has the look and feel of the designer. The other panels take on the look of a legal document because the legal department creates them. 

Summery

A traditional course in packaging covers the items I have already learned. My learning in these areas are not limited to the topics discussed in this essay but also include pre-press technologies, project management, print methods.  I look forward to the opportunity to discuss further my learning in these areas.
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· The Marketer’s Guide to Successful Package Design, Herbert Meyers and Murray Lubliner, NTC/Contemporary Publishing Group, Lincolnwood IL
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· Strategic Marketing for Non Profit Organizations 5th edition, Philip Kotler and Alan R Andreasen, Prentice-Hall Inc. Upper Saddle River, NJ

· Successful Direct Marketing Methods, Bob Stone, Crain Books, Lincolnwood, IL

· Winners are not those who Never Fail but those who Never Quit by Edwin Louis Cole, Honor Books

· Winning the Rat Race by Kenneth Leman, Thomas Nelson Publishers
· Various Internet Sources
