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Create a Memorable Package
Experience fo Attract
Consumers

AR BR AR RESERE

Package design is
fhe first opporfunity fo communicate with your

a unique faorm of art It s

fargeted group of consumers and to make an
impact on people who haven't had a chance to
actually see the product. Therefore, enticing a
potentfial consumer fo desire the product inside
becomes the primary design goal The package
has fo stop people in fheir tracks and make
fhem want to furfher explore the goods

Many companies fail fo understand that their
product’s package is the first impression that
decides the overall product experience It needs
fo make consumers want fo open fhe box by
creafing insftant anficipation - by the fime they
reach fhe product, they already feel excited and

want fo see and learn more

Which elements are crucial for a successful

package?

For every company, branding is the key tfc
success, and product packaging 1s an effective

tool fo visually translafe the core values of fthe
product and fthe brand Eye-cafching designs and

images are vital at the most basic level because

fhey deliver the message in a direct way that
affects consumers’ decision-making processes
Equally imporfant is a solid and carefully

devised sfrucfure that allows for easy access

fo the products while providing sufficient
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profection during the shipping, storage, and
in-store display processes, especially for
high-technology products, which need special
profection

This is also relevant fo the product's in-sfore
life cycle People have fo believe that the

product 1s frust-worthy to make a purchase

and a firm, well-constructed box reinforces this

feeling

Green Design

A new generation of consumers is concerned
abouf fhe ecosystem If 1s our responsibility

to design a package that leaves the smallest
carbon footprint possible while still maintaining
its core affributes So our next guesfionis this

|

how do we reduce carbon foofprint?
This can be done from three perspectives
choose eco-friendly and recyclable maferials

save more energy and reduce wasfe by
using fewer components and simplifying the

manufacturing process, and use smaller boxes
Think carefully about how to faclifate the
shipping proc as well as how fo reduce

unnecessary space inside the box for less fuel

ol consumption and pollufion

FENEEMN, FHBEENEEMMURREORITHISEM,
BREGWERETAOEENS R, BNERIEEZRH.
EAFFUE AR SR P RSN, RRRSHES M,
TERINRF

Xth 5 REBBAN AR B X WREEAER,
eSS RESEESBEEN, EHEETHGEHEN
BERRBRUIER,

FeERit

FREGERELSTASHR. RINARERTEIULBE
Wit A R BB, BRNERBEENZOEN,
B, BT NIER: WERDHAK?

E— ST BT TEAFEREIR: —. EFESHR,
TR AR, T BITERECREN. HrE”
SRR TR, BORE, = AR/INBER, T4
ZEMEA I ORENTRE. RELRNERE, MR
MRS EEERTLENTE, RERDRIBEENS
Fo



What is the difference between designing a
package for fechnical products and for ofher
product genres?

The principles for package design are actually
fhe same across all product categories - fo
create a memorable out-of-box experience and
enhance users’ appreciation for the products
You can develop additional approaches to meet
arange of needs

For example, if the boxes are mainly for
shipping and sforage, fhen the design strategy
will focus more on protection and size reduction,
for in-store display will involve
more considerafion of the package's appeal for
potential consumers

while packages

There are three crucial questions to
contemplate before designing a package for a
technical product: 1) why do consumers need this
product? 2) Will the product work for them? 3)
What are fhe specifications to justify the cost?
When it comes fo technical products
companies fry fonclude all the tech
on the front of the box, but this "overkill
approach” dilutes the aesthetic.and branding
experience, as well as providing unnecessary
fechnical information where it doesn't belong

. too many
nical defails

The fop
‘I want it

priorify should be creating an immediate
response Many people may be
inifially intimidated by new
it 1s the designer’s mission to come up with an
aftractive and approachable box front
and design and
Fo a minimum

fechnologies Thus

Image
fo reduce technical information
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Another major goal i1s fo simplify the complexity

of informafi

n as much as possible Don'f

overwhelm consumers with foo many messages
The following rules of thumb ensure that the
right messages appear on the right planes:

of the box core values and major product
features should be placed on the front and
the top planes, the secondary feaftures should
appear an the sides, the simplified technical
specifications should be placed on the back
while the regulatory information should appear
on the boffom plane

Prototyping! Testing! Iterations!
Keep in mind that the unboxing process also
ssion of the
overall product experience In order fo achieve
perfection

need to go f I'M,Jrﬂw 3 defalled proce

creates a powerful first impre

there are no shorfcufs -y

re 7‘[‘]‘7”‘,, creafing profofypes, festing your
design, and iteration This is precisely fthe
process that CRE8 DESIGN uses ev

we design a successful new

ery time

yackage for our

clients - one that s attractive, ergonomic, and
inturtively functional

Kris Verstockf

ounder®& Executive Director at CRE8 DESIGN

Kris Verstockt is the founder and senior tactician at

CRE8 DESIGN. Bolstered by over 20 years of design and
project management experience, the CRE8 portfolio
includes successful partnerships with Best Buy, DELL,
Nokia, Corsair, Acer, ASUS, GBC, Primax, and many others.
Both Kris and his firm have won numerous awards and
accolades (iF, Red Dot, IDEA, G-mark). Kris speaks at
conferences, leads seminars, and has been invited on
various occasions to judge renowned programmes such
as the iF awards. He has also lectured at the distinguished
Shih-Chien University. Kris Verstockt studied design

in Antwerp and London. In 1994, he took a product
design position with Primax, a 10,000-person Taiwanese
electronics firm where he was in charge of building up an
industrial design team. He founded CRE8 DESIGN in 2001.
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Out-of-box Experience

Orange asked Make it Clear to design a complete out-of-box
experience for technology that made paying with a mobile phone a
reality for the first time. Make it Clear created packaging and collateral
featuring set-up guides, demo Quick Tap tags and a straightforward
process based on a strategic, linear path. Helping consumers to
understand the relevance of the new technology even before they
had opened the box, the experience made sure key functionality was
adopted immediately. The set-up process was made intuitive taking

consumers on a SHHMO and (,]UKK user-joumney.

Make it Clear. Desig Sarah Edwards. ¢
/o UK.

Orange
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Sprint EVO 3D

The major graphics on outer white box are elegantly embossed. The
inner box has colour fractal graphics that reference the first ever colour
3D LCD screen. The sustainable packaging attributes: packaging is
100% recyclable, with 37% post-consumer recycled paper and printed
with soy-based inks.

'y: Deutsch Design Works. Designer: Eric Pino. Client
ity USA.

Sprint, I
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