
Packaging 

Get ready to wow them 
When it comes to premium own-brand packaging, retailers should leverage 
current trends to create a unigue consumer experience. 

By Kathie Canning 

h e t h e r t h e y f e a t u r e h i g h - e n d 

m i n g r e d i e n t s , a o n e - o f - a - k i n d 

m m r e c i p e or a n exot ic country 

V L f ^Bf o f o r i g i n , p r e m i u m foods and 

beverages are p e r c e i v e d as b e i n g 

• a s tep above c o m m o n grocery fare . 

B u t i f t h e specialness o f t h e p a c k a g i n g fa l ls shor t 

o f the specialness of the p r o d u c t , t h e p r e m i u m 

message w o n ' t get t h r o u g h to c o n s u m e r s . 

O n e w a y retailers c o u l d c o m m u n i c a t e the 

specialness of p r e m i u m o w n - b r a n d p r o d u c t s via 

packag ing is b y t y i n g i n t o some c u r r e n t p r e m i u m 

packag ing t rends . 

" W e see p r e m i u m as m o r e o f a m i n d s e t t h a n 

a n y t h i n g : C o n s u m e r s reconc i le t h e cost i m p l i c a t i o n s 

w i t h a p e r c e i v e d value f o r tha t s p e n d , " says C h r i s 

E r t e l , m a n a g i n g d i r e c t o r f o r Kale idoscope , a b r a n d 

c o n s u l t a n c y w i t h of f ices i n C h i c a g o a n d N e w York. 

"Because of t h i s , w e see several h i g h - l e v e l t rends 

t h a t i n f l u e n c e c o n s u m e r choice f o r p r e m i u m : 

ceremony, story a n d a u t h e n t i c i t y . " 

W i t h i n the c e r e m o n y t r e n d , E r t e l p o i n t s to 

t r e n d s i n s t r u c t u r a l d e s i g n t h a t are 

d r i v e n b y " t h e r ise o f ' u n b o x i n g ' 

a n d p a c k a g i n g as badge 

v a l u e . " For i n s t a n c e , t h e 

Boxed W a t e r b r a n d 

was able to create a 

h i g h badge v a l u e b y 

c o m m u n i c a t i n g i ts 

" e n t i r e p r o p o s i t i o n " 

via i ts s t r u c t u r e a n d 

j r a n d n a m e . 

" C o n s u m e r s 

w i l l pay a 

p r e m i u m f o r 

w 
r 8 6 

packag ing t h a t provides secondary f u n c t i o n a l i t y , 

is b e a u t i f u l to l o o k at a n d [del ivers] a layered 

exper ience f r o m purchase to o p e n to c o n s u m p t i o n 

a n d b e y o n d , " he stresses. 

A s f o r s t o r y t e l l i n g , retai lers c o u l d t a l k a b o u t 

o r i g i n , i n g r e d i e n t s , the b r a n d i tse l f or o t h e r 

c o m p e l l i n g detai ls . D e s i g n cues for s tory te l l ing , 

E r t e l says, i n c l u d e h a n d - c r a f t e d detai ls , s l ight 

i m p e r f e c t i o n s , rea l p e o p l e a n d m o r e . 

" M a n C a v e [ C r a f t ] M e a t s is an example o f a 

b r a n d d i s r u p t i n g a c o m m o d i t y category t h r o u g h the 

story b e h i n d the p r o d u c t m o r e so t h a n the story of 

the p r o d u c t , " he says. " A retai ler t h a t c a n create a 

conversa t ion , e i ther t h r o u g h process, p r o d u c t or 

p u r p o s e , w i l l be able to separate the tas te/funct ional 

benef i t s o f the s u r r o u n d i n g c o m p e t i t i v e set." 

Paul Stal lard, strategy direc tor f o r U K - b a s e d S t o r m 

B r a n d Des ign , agrees that s toryte l l ing is a major t r e n d 

f o r p r e m i u m p r o d u c t packaging. C o n s u m e r s w h o 

gravitate t o w a r d p r e m i u m brands w a n t to k n o w w h a t 

the p r o d u c t is, w h e r e it's from a n d h o w it's made . 

" W h e n w e r e c e n t l y d e v e l o p e d a n e w b r a n d f o r 

t h e f i v e - t i m e s d i s t i l l e d p r e m i u m v o d k a B r i t t a i n s , 

w e w e r e i n s p i r e d by the h i s t o r y o f t h e stately h o m e 

i t o r i g i n a t e d f r o m a n d t h e f o r m e r owner ' s p e n c h a n t 

f o r flamingos," he notes . " T h i s l e d to a b r a n d story 

c o m b i n i n g a u t h o r i t a t i v e her i tage w i t h A l i c e i n 

W o n d e r l a n d style e c c e n t r i c i t y to d e l i v e r the b r a n d 

message o f 'an e x t r a o r d i n a r y s p i r i t ' — a n d a p a c k 

d o m i n a t e d b y a b e a u t i f u l l y c r a f t e d flamingo." 

A n d s t o r y t e l l i n g t h a t romances a p r e m i u m private 

b r a n d product ' s un iqueness c o u l d h e l p retailers 

c lear ly separate tha t p r o d u c t f r o m its n a t i o n a l - b r a n d -

e q u i v a l e n t cousins , suggests T o d d M a u t e , p a r t n e r 

w i t h N e w York-based b r a n d i n g agency C B X . 

" W h e n c o n s u m e r s explore t r a d i n g 

u p , t h e y w a n t to f e e l l i k e t h e y are 

g e t t i n g a m u c h b e t t e r p r o d u c t a n d w i l l 

also have a n i n d u l g e n t exper ience w i t h t h e 

p r o d u c t a n d b r a n d , " he adds . 

A u t h e n t i c p r o d u c t stories c o u l d h e l p retai lers 

c o n n e c t w i t h m i l l e n n i a l s , too , says Jean-Pierre 

L a c r o i x , p r e s i d e n t o f S h i k a t a n i L a c r o i x D e s i g n I n c . , 

T o r o n t o . Today's m i l l e n n i a l s are seek ing b r a n d s t h a t 

n o t o n l y m e s h w i t h t h e i r l i fes ty les a n d soc ia l needs , 

b u t also give t h e m a p l a t f o r m f o r s t o r y - s h a r i n g 

w i t h i n t h e i r soc ia l c o m m u n i t i e s . 

" T h e y are l o o k i n g f o r brands t h a t are t r u l y 
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a u t h e n t i c a n d t ransparent , w i t h p r o d u c t stories, 
features a n d i n g r e d i e n t s tha t are b o t h good for t h e m 
and the e n v i r o n m e n t , " he says. 

L i k e L a c r o i x suggests, a u t h e n t i c i t y is l i n k e d 
closely to s t o r y t e l l i n g . 

" T h e story has to be r o o t e d i n w h a t is t r u e a b o u t 
the p r o d u c t or b r a n d , " E r t e l p o i n t s o u t . 

Re ta i l e rs have m a n y o p p o r t u n i t i e s h e r e — f r o m 
c o m m u n i c a t i n g a p r o d u c t ' s l o c a l l y g r o w n s tatus 
t o d e t a i l i n g t h e s i m p l i c i t y o f t h e process u s e d t o 
create a c e r t a i n i t e m , h e adds . 

Speaking of s impl ic i ty , Stal lard says retailers c o u l d 
let the p r o d u c t "speak for i tself" via unders ta ted 
packaging that evokes "art isan s i m p l i c i t y " a n d a real 
c o m m i t m e n t to p r o d u c t quality. 

The experience counts 
A n d a l l o f these t rends c o u l d be cons idered to 

be p a r t o f one o v e r a r c h i n g t r e n d : d e l i v e r i n g a n 

exper ience to the c o n s u m e r s . 

" I n c r e a s i n g l y , p r e m i u m b r a n d i n g is a b o u t 

d e l i v e r i n g a n e x p e r i e n c e t h a t goes b e y o n d t h e 

p r o d u c t i t s e l f , " S t a l l a r d e x p l a i n s . " T h e e m e r g e n c e 

o f f l a g s h i p stores d e l i v e r i n g a n i n v o l v i n g , 

i m m e r s i v e e x p e r i e n c e a r o u n d t h e p r o d u c t is 

(rreewWije* 
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c o n v e y i n g t h e p r o d u c t o r i g i n or exper ience t h r o u g h 

c lever imagery. 

Handle with care 
Just as i m p o r t a n t as b e i n g o n - t r e n d w h e n i t comes 

to p r e m i u m p a c k a g i n g des ign is a v o i d i n g some 

c o m m o n m i s s t e p s . O n e p o t e n t i a l b l u n d e r is 

f a l l i n g b a c k o n o v e r u s e d " p r e m i u m " colors s u c h as 

b l a c k a n d g o l d a n d p r e m i u m d e s c r i p t o r s s u c h as 

" s i g n a t u r e , " " p r e m i u m , " "se lect" a n d s i m i l a r t e r m s , 

M a u t e suggests. 

" I don ' t t h i n k retailers have i n v e s t e d e n o u g h i n 

b r e a k i n g away f r o m t h e ' t r a d i t i o n a l ' p r e m i u m b r a n d 

i m a g e , " he asserts. "President 's C h o i c e f r o m L o b l a w s 

p i o n e e r e d the t ier — leveraged b l a c k a n d b e a u t i f u l 

imagery to separate the b r a n d from N o N a m e ; th is is 

s t i l l w i d e l y u s e d today," he says. " W i t h the m u l t i t u d e 

o f n e w a n d u n i q u e p r o d u c t offers avai lable , i t is 

t r u l y an o p p o r t u n i t y to step away f r o m the obvious 

p r e m i u m cues a n d do s o m e t h i n g d i f f e r e n t to 

c o m m u n i c a t e the product ' s p o i n t o f d i f f e r e n c e . " 

S ta l lard notes t h a t U K reta i ler Tesco recent ly 

r e l a u n c h e d its Tesco f inest range, m o v i n g from a 

s i m p l e b lack a n d silver design across a l l categories to 

category-relevant styles a n d i d e n t i t i e s . H e calls the 

change "a d i s t i n c t s h i f t f r o m universa l i ty 

to e c l e c t i c i s m . " 

H e says re ta i lers have a n o p p o r t u n i t y 

to do s o m e t h i n g s imi lar , b u t i n t h e i r 

o w n way. 

" T h i s requires t h i n k i n g a b o u t the 

b r a n d h o l i s t i c a l l y a n d c o n s i d e r i n g 

e v e r y t h i n g f r o m the s t r u c t u r e to the 

story a n d the exper ience of i n t e r a c t i n g 

w i t h the b r a n d — b e i n g d i s t i n c t i v e a n d 

e v e n d i s r u p t i v e to be t te r m e e t c o n s u m e r 

needs i n t h e category," S ta l lard says. 

A n o t h e r p o t e n t i a l miss tep is n o t 

c a p i t a l i z i n g o n the " f o o d i e " t r e n d i n 

b r a n d a n d p a c k a g i n g d e v e l o p m e n t here , 

M a u t e says. Ins tead o f t a k i n g a p r o d u c t -

l e d a p p r o a c h to b r a n d d e v e l o p m e n t , 

retai lers s h o u l d cons ider a p p e a l i n g to 

c o n s u m e r s ' e m o t i o n a l side. 

" S t u d y f o o d c u l t u r e a n d t r y to 

u n d e r s t a n d w h y consumers love u n i q u e 

foods so m u c h , " he advises. " T h i s [is] 

a b o u t the exper ience consumers w i l l 

have w i t h a u n i q u e a n d d i f f e r e n t i a t e d 

p r o d u c t exper ience versus s ta t ing 'extra 

chocola te ch ips . ' C r e a t e a b r a n d that 

c o n s u m e r s can e m o t i o n a l l y c o n n e c t w i t h , 

one t h a t relates to t h e i r desires." 

Retailers s h o u l d avoid the " m o r e is 

m o r e t r a p , " too, i n b o t h p r o d u c t and pack­

aging deve lopment , E r t e l says. T h i s baby 

t e s t i m o n y to t h i s , he adds , p o i n t i n g to t h e 

M a g n u m ( ice c r e a m ) Pleasure S tore i n L o n d o n as 

a n e x a m p l e . 

Reta i lers c o u l d w i n o n t h e p r e m i u m side by 

e n s u r i n g t h a t p r e m i u m o w n - b r a n d p a c k a g i n g 

del ivers a n exper ience t h a t ex tends b e y o n d t h e 

s tore , h e says. 

M a u t e p o i n t s to A h o l d USA's S i m p l y E n j o y a n d 

W a l g r e e n s ' G o o d & D e l i s h as b r a n d n a m e s t h a t are 

a l l a b o u t c o n s u m e r s ' exper ience w i t h t h e p r o d u c t . 

S i m p l y E n j o y c o m m u n i c a t e s t h a t exper ience 

t h r o u g h b r i g h t 

co lors ; large, 

c lear p r o d u c t 

d e s c r i p t o r s ; a n d 

s i m p l e , c l e a n 

imagery. G o o d 8c 

D e l i s h , m e a n w h i l e , 

" r o m a n c e s the 

e x p e r i e n c e , " 

Harris Teeter uses 
a fun, quirky design 
to communicate the 
oversized nature of its 

HT Traders peanuts. 
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b o o m e r m i n d s e t doesn't w o r k to dr ive purchase l ike i t 

d i d i n the past. Instead, retailers s h o u l d consider the 

j o b of the packaging s t ruc ture a n d design. 

" I f i t is to d e l i g h t or engage, t h e n that is the 

b r i e f , " he says. " P r e m i u m p r o d u c t s , by na ture , t e n d 

n o t to be staple i t e m s people need , b u t ra ther feel ­

g o o d purchases people w a n t . " 

A n d retailers that c l o u d t h e i r on-pack message 

w i t h pragmat ic benef i ts 

a n d reassurance about 

the p r o d u c t are "speaking 

the w r o n g language" to 

consumers w h o are l o o k i n g 

f o r an e m o t i o n a l l y d r i v e n 

reason to pay for a p r e m i u m 

p r o d u c t , Stal lard says. Instead 

of expla in ing to consumers 

w h y the p r o d u c t is w o r t h m o r e 

money, he advises retailers to 

" t h i n k about w h a t drives i r ra t ional 

engagement ." T h e y s h o u l d 

d e n t i f y relevant v isual cues s u c h 

Top Markets uses a differentiating 
color scheme for its Tops ice cream. 

as " d e l i g h t , " "energy" and "respite" associated w i t h the 

consumer " w a n t state" and transfer those visual clues 

o n t o the packaging itself. 

B u t perhaps the greatest mis take is i g n o r i n g the 

h i g h - m a r g i n o w n - b r a n d p r e m i u m space a l together 

— s o m e t h i n g L a c r o i x suggests some retai lers 

c o n t i n u e to d o "as t h e y r u s h to the b o t t o m o f 

t h e c u s t o m e r value p y r a m i d . " O r they p r i c e s u c h 

of fer ings b e l o w n a t i o n a l brands . 

"Retai lers n e e d to seek p r e m i u m brands tha t are 

r o o t e d i n u n i q u e v a l u e - a d d e d stories tha t t a l k to t h e 

e m o t i o n a l l i fes tyle needs o f t h e i r cus tomers w h o 

are w i l l i n g to pay m o r e i f g iven a n a u t h e n t i c reason 

w h y " he says. " J u m p i n — the w a t e r is w a r m , a n d 

y o u r c u s t o m e r s w a n t to discover n e w of fer ings tha t 

give t h e m bragging r i g h t s , " he advises retai lers . 

M a u t e adds t h a t re ta i l e r s can ' t be a f r a i d to 

s tep o u t o f t h e i r c o m f o r t zone to create s o m e t h i n g 

t r u l y u n i q u e . 

" G o f o r c o n s u m e r s ' hearts tr ings versus t h e i r 

i n g r e d i e n t i n t e l l e c t , " he stresses. " T h i n k about i t 

— the w h o l e p o i n t o f a p r e m i u m p r o g r a m is to t e l l 

consumers y o u have great f o o d a n d u n i q u e p r o d u c t s . 

. . . I f y o u do the same t h i n g that everyone else does, 

i t w i l l go u n n o t i c e d . Be d i f f e r e n t . " S B 


