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Introduction

As designer James Pilditch has said, the packaging of a product is the “silent salesperson.” These days, a unique container becomes

a valuable marketing tool.  In packaging, the design, presentation of the logo, range of color, quality and shape of materials, and

the ecological benefits are elements that set the product apart and position it in the market.

The rapid growth of competition has caused package design to evolve at the same speed.  Today, consumers buy whenever they’re

motivated, and the container is the product’s letter of introduction.  While consumer demand is more and more sophisticated, at the

same time there is also a profusion of products in department stores and shop windows; hence the need to introduce new formulas

in order to achieve a product that is quick and easy to identify.

Nevertheless, it must not be forgotten that the cost of improving the image and the quality represents an increase in the amount of

pollution that is generated by packaged products, most of which are created with materials that are difficult to recycle or renew.  In

this sense, current packaging techniques are evolving toward new eco-friendly designs that both satisfy the client and preserve the

environment by maximizing the use of recycled materials.

The proper development of packaging techniques brings added value to the brand and creates an unconscious link between consumer

and product.  Consequently, there are a series of conditions that can be demanded from a package when it comes to promoting it.

The first, almost indispensable for identifying the product, is shape. Color is also considered a decisive element.  One color choice

or another may create different impressions.  If to this we add the size of the package, the sense of exclusivity increases.  Finally,

typography is also responsible for a lot of subliminal messages. A good label, as well as the layout of other graphic elements, will

have a decisive influence on the final result.

The examples that follow “Urge one to dream, but also sell the truth,” as Pilditch says.  The design concepts in each of the packages

depicted in this book are innovative in different ways so that each product is unique.


