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Can a package tell a story?

Being asked to write a few words as an intreduction to this wonderful book
is both an hanor and o surprise for me. It is an honor because, even though
| hove not seen the final seledions of work to be duded, | am certain that
I'll Fingd) myself, and my studlio’'s wark. te be in excellent company — the mest
nnovative ond creative: packaging from around the world today. But it is o
surprise because for my firm, Mema Praductions, 1n New York City, p’bckogmg
Is o relotively small part of the design senvices we offer our dients, To be dear,
we sthve to cecte excellent packaging, but this is not the sole focus of our
firm's wark, os it might be for ather firms

At Memo, we are typically engeged to aeate or refine the total brand picture
for our dients. Luckily, quite often this Involves sorme aspect of padkagina, We
hone our dignts” core messoges. themes, values, and beliefs ond develop
unique visual elements which give these often omaorphous ideas form. The
ultimate goal of our work is @ memorable, holistic brand identity which
resenotas with our cients’ customers on many, many levels. Certalnly this
must speok to the adual product or service being sold. Additionally, it must
address the whole host of other attributes which mokes the brand attréctive
tothe consurner. This s Where the stony telling ospect comes in.

| believe | speak for every designer when | soy that we love o do what we
do because every dient Is unique — ond theretore every story is unique,
Furthermore, the waoy eoch story unfolds, and the tols we use to tell it are
always changing. Packaging Is one of those tools — ond among the most
powerful. It is the: port of o brond which consumers. toke away with them —
that is provided we have establiished the trust which allows the brand into
their homes and lives. Is that toke-oway purely functional, ke-an inexpensive,
disposable shopping bag? Or is it something you'll cherish almost as much
us the product itself, like o box for luxury chocolates, or a new phoane? Do
these lines have to be 5o sharply drawn? Can something disposable bacome
something yeu'll actually want to keep forever?

When we created o seties of toke out shopping bags for Tary Market (see
poge 30) Wwe knew that our dient had o low budget for production of these
bogs. Yet instead of daing a what is typical for this type of situation — a
simple stamped loga en the front and back of the bogs — we deaded to
treat them os theugh they were the mest luxurious bag you might see an
Milan's Via Montz Nopoleone. We developed an entire langunge of old
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printer’s patterns ond woversd aach bag with something Aeus. So not only did
these bags sotisfy our dient's desire ta keep costs dowrn, but the Market's
customers found themselves toking home bogs which they were proud to
display. And keep. And reuse,

How did this contnbute to the overall brand story? Not only. did our design
solytion speak to the: building's industnal past and Amarican roots, but it
brought to mind atime when ptinting artisans took extreme pride (n their work
— areating stunning, elaborate designs With simple means. This is the same
pride thot Tarmy. Market tokes with whaot they maoke ond sell. €very detall,
avery ingredient, eveny combinotion (s considered. The bags. therefore. build
on ond underscore the trust that custemers feel for this store — “IF they
spend that much attention to their shopping bags, | know everything they
sell must be good.” This is the simple. yet often averocked story eveny dient
wants to tell.

Where do we find inspiration?

It only | knew the answer to this question my studio would probably be able
to produce ten times the amount of work we do. Honestly, It js in ploces and
ot times when we least expecdt it as much as it is everywhere around us all the
time. | woen't be the first (ond certainly not the lost) to point out the diemma
of the rapidly changing waorld we live in. | find it axdting and scntillating on
some days and sad and lonely on others. On the one hand we hove occess
to the world at our fingartips. We con “travel” the world and con find anything
and anyoneg with the dick of o button. Yet sometimes we miss what is nght
under our noses. And we ore tlempted to disregard evetything that came
before us os old and irrelevant

Yet it is inthese ver) forgotten places. and fleeting moments that | tend to find
my greatsst inspiration: The typagraphy of a butcher's sign in €ast Londoen.
A wintage sign in the middle of the Idaho desert. The wlours of buldings. in
an entire corner of Venice, ltoly. The shope and colours of peony blossams: in
o gorden in Brooklyn. My grondmother's honduwriting on the bodck of an old
posteard | find ot my porent’s house. A torm poster on o street in New York. A
Paris cafe. The texture and colour of stenes in a garden in Hyoto. Japan or the
luminescence of the stained glass in o wathedral inEngland.

l'am not, by ony means, o collecor 1n the: woy many of my designer friends
are. [tend toreturn from my travels with loks and lots of ting scaps of paper,
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business cards, phatagraphs, magazines and other cdigpings ond then
never know how to file them or cateqorize them for use someday. But | do
possess analmost photographic mermary of siphts I've seen and things |'ve
colleded. Maybe this 15 becouse | grew up in o time when we oveled the
world with my eyes fadng forward and not down inte o phone. Or maibe it
s just because | am curious. Or magbe because as a-designer, | take delight
is finding the evidence of ancther designer’s work — from the large to the
smallest handmade sign f

These moments tell the strange, et wonderfully unique story of my life. | use
them to help my dients tell their storjes, which in time become part of their
customers” stories, And so it goes o ond on — each of us, past and present,
Nspinng each athar in ways we can ofly imaging.

Imogine If every designer whase work is in this boek had the opportunity to
troce eoch project’s inspiration. Would there be things in common? Moybe
other work they had seen which is now featured in this very same boek. In
ony event, what o cozy, tangled web it would be. In this way our stores
don't hove o start oran end. This weork featured in this book doesn't stop
here — let's hope It becomes the inspiration for even better work, |, for one,
con't walt to see what beautiful flowers these seeds will grow into.

Douglos Riccardi
Founder, Memo Productions
New York City
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CHAPTER 1 AN OVERVIEW OF FOOD PACKAGING

Why Do We Need to Pack Food?
AT AENRBFITEE

Food Packaging Protects Food

First, as an indispensable and important part of food
commodities, food packaging can protect food
appearance from being damaged. From production
to marketing, food needs to go on a chain, made of
transportation, load and unload, and store, in which food
appearance can be damaged inevitably, and effective
food packaging can avoid the damage and reduce
unnecessary economic loss. Second, the packaging
can keep food quality from environmental impact. Food
has quality guarantee period which can be affected
by temperature, humidity, bacteria, and mould. Food
packaging can effectively avoid food spoilage caused
by the factors above. (Figure 1)

Food Packaging Brings More Convenience
As the container of food, food packaging, such as

beverage bottle, condiment can, snacks bag, etc., can
bring more convenience during food's transportation,
circulation and sales. Food packaging wraps up food to
make it easy fo transport, carry and eat food. Furthermore,
consumers can learn food information when they are
going food shopping. (Figure 2)

Food Packaging Promotes Sales
Food packaging is the best medium of sales promotion

and advertisement. Facing shelves on which various
foods are stocked, consumers are always wondering
which one is their most-wanted. Excellent food packaging
can catch consumers’ attention by its characteristic and
striking appearance, which meantime offers relevant

food information including food texture, taste and
characteristic, to consumers when they are choosing their
favourite food. In other words, excellent food packaging is
just like a silent salesperson that can boost sales. (Figure 3)
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A work designed by Memo Productions for a chocolate
brand. The packaging material is robust cardboard
with gorgeous and gentle colour which can easily catch
consumers’ attention. This packaging is very likable no
matter for who it is bought and therefore sales can be
promoted.
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A work designed by Anagrama for

a French dessert brand. Robust and
durable corrugated paper, which can
effectively protect food, is used as
packaging material. Bright-coloured
carmine adhesive label is stuck on the
exterior to make the whole packaging
look simple, elegant and fashionable.
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A work designed by Ideas that Kick. Festival colours are
adopted to add an air of bustling and happy festivals.
Triangular structure makes this packaging safe and
consumers can carry it easily with its top handle.
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A work designed by Anagrama for a homemade honey brand. Glass

bottle is used as its packaging material. The glass is transparent so that
consumers can see clearly the honey’s quality such as colour and lustre,
purity, concentration, etc. Number tags and figures are used to distinguish
the products of different flavours.
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organic
sea bream™®
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A work designed by mousegraphics. In order to highlight that Keealonia sea-fish
is fresh, clean and easy to cook, the design uses a combined form of transparent
plastic and labels. Consumers can see fish body clearly with a label covering in
the middle of the body, which makes the whole sight look like an X-ray picture.
The label can remind consumers of some cooking methods and the herbal
medicine and lemon on the label can make the cooking better.
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