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Package Design

Listening and Speaking Activities

1 Brainstorming
Work with your group to think out as many words / phrases / expressions as possible

about the appearance of objects, goods, animals or human beings. Write them down in
the blanks below.

(

1. Expressions of size:

colossal, miniature

| 2. Expressions of shape:

crooked, oval, undulating

3. Expressions of material/texture:

@ silk, plastic, rough

4. Prepositional phrases of appearances:

like velvet, in yellow, on the crooked path

@ S. Figurative language:

(‘The con-man was) as smooth as silk, (His ego was) colossal,

(He ate) like a horse

2 UFOs and aliens: facts or fiction?
Listen to the recording and complete the following tasks.
i. Answer the following guestions.
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-

» Where do aliens and UFOs come from according to some people?

» Describe one of the aliens referred to in the recording.

» What did the fairy-like alien reportedly say about the appearance of the
human being?

« What did the aliens in the UFO that landed in American Somoa see when
they landed?

What does one of the UFOs mentioned in the recording look like?

2. Listen to the recording again and this time draw a picture of the Snake Mound.

3 UFOs, aliens, and you

Discuss with your partner your thoughts concerning UFOs and aliens. To help the

discussion you may ask the following questions.

1. Have you ever seen a2 UFO / alien or has anyone you know seen one? Do you
believe they exist?

2. If you had to create from your imagination a UFO / alien, what would they look
like?

3. Describe the site where your imagined UFO would land.

4. Why do you think people are interested in UFO / alien stories?

The following expressions may be useful during your discussion:
The UFO landedin / on / near...

The alien looked like ...

Itis unlikely ...

| believe in ...

It is difficult to describe ...

4 What do they look like?
Describe to your partner the appearance of your best friend, your favorite animal, your

dream house, your ideal boyfriend or girlfriend.

5 Appearances are deceptive
Very often we are deceived by our eyes. Have you had such an experience? Share your
story with your partners and teacher and ask if they have experienced the same.



Pre-reading Task
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Reading Comprehension and Language Activities

Discuss

1. Some people claim that the package of a product not only gives customers visual
pleasure, but is also part of the commodity, while others insist that it is a sort of
waste, even a deception. What is your opinion?

2. Do you like things, for example, the soap you buy, packed in a plain package or a

colorful or even a fancy package? And why?

The art of selling, all wrapped up.
Package Design

p rimo Angeli’s studio in a fashionable district of San Francisco has the look of a
pop art joke. A five-foot sausage gazes at you from a wall-painting. A huge granite
rests on a tower of stale doughnuts. I wonder how the doughnuts bear up. Angeli
explains: The rock is not granite but papier-maché.

Like so many things in this place, the doughnut tower is mostly metaphor, not so
much a work of art as the idea of one. On the walls behind us are samples of Angeli’s
creations and those of his staff — row upon row of empty boxes, bottles, cartons and
tins.

“There is a relationship between consumers and packages,” Angeli declares.
Packages are sometimes called “silent salesmen,” but what they really do is seduce.
They transform ordinary things — like soap or hair spray or baby powder or muffin
mix — into objects of desire. They make us hungry for things we don’t need, even for
things we don’t want.

In the eight seconds or so that it takes to choose a laundry detergent or frozen
pizza, the package must scream or whine or purr or whisper its message of good taste
or cheapness or strength or luxury loud and clear enough to grab our interest. No
wonder, then, that designing, producing and marketing packages has grown into such
an enterprise, a business of equal parts art and artifice, science and deception.

To truly grasp the impact of packaging, one might first consider a world without
it. Imagine an entire supermarket filled with similar items: toothpaste in sterile white
tubes, breakfast cereal in wax paper sacks. The goods in this store may be equal to or
even better than goods elsewhere, the prices competitive, the sales clerks sharp. Yet its

success among retailers today would be unlikely.

Market researcher Davis Masten says that the challenge of packaging is to create
an identity to which the buyer aspires, not to reflect the buyer’s true identity. When
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Primo Angeli designed packaging for an Italian coffee imported to the United States,
for instance, he didn’t put frumpy-looking Americans in bathrobes on the label. True,
Americans drink an awful lot of coffee in ratty bathrobes, but why rub it in? Angeli’s
label pictures an elegant Italian couple fully dressed in flowing white and sitting cheek-
to-cheek in a romantic terra-cotta setting.

Masten has been involved in many studies
that prove that a product will actually taste differ-
ent or be more effective because of the motivating
force of the package. Packaging can motivate
people to buy just about anything. Liquid laundry
detergent, for example, was at first a hard sell. But
when manufacturers put it into easy-pour contain-
ers with a built-in spout and a cap that doubles as a
measuring cup, the stuff flew off the shelves. That’s
because the package gave the product what busi-
ness folk call “added value” — it seemed to lighten
the load of laundry day.

Most designers regard color as perhaps the
most important element of a package. It is said that people react to color emotionally
rather than intellectually, and that this gives color subliminal power. It’s no secret that
red is a standout, and mass marketers love it — everything from cereal to shaving cream
to cola comes dressed in red. Blue, with its link to water, sky and royalty, can be either
bold or soothing, depending on its tone, and is rarely used for food other than seafood.

Yellow, when golden, connotes quality, but in its more garish shades evokes the
cut-rate, not always an undesirable effect. Kids like primary colors, while the affluent
often prefer muted earth tones and black.

But a quick rummage through one’s cupboards reveals that these color “rules”
were made to be broken: Peanut butter decked out in blue or an expensive watch in a
yellow box is not unheard of.

For some, packaging is everything. “If, as the industry says, ‘the package is the
product,” why not turn things around?” asks Angeli. “When you look at a beautiful car,
do you think of the engine? When you look at 2 wonderful piece of clothing, do you
wonder about the material? When you first look at a beautiful package, you’re not
really thinking about what’s inside. Creating a dream, an image, that is what packag-
ing is all about.” And for some, maybe for many, the dream is enough.

: ha&‘ looffoﬁapnpanjoke Pop artis modanwgrmavmtmatappemw

‘in the US aﬁd Bﬁm the la:te l?ﬁﬂsQ It is mg@enmﬂ geatly by television,

advert;smg. cmmcs etc.. Arusts in tms school used ob;ects  of mass-culture, such
as soup eams, food, machxnes. or p:c;ms of ﬁim stars as sabject matter of their
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23.
24,
25.
26.

Al

garish shades: very bright shades of a color, often in bad taste.

cut-rate; selling or sold at a discount.

muted earth tones: softened or subdued tint or shade.

... these color “rules” were made to be broken: There are exceptions to those
rules; rules are not always followed.

turn things around: to see the relationship between product and package in a com-
pletely different way. What Angeli means is that we don’t need to care much
about what is inside a package as long as the packaging itself attracts us.

Comprehension work
Probe the story

Discuss the following questions.

N

. What does Primo Angeli’s studio look like?

How does Angeli comment on the relationship between customers and package?
What does the coffee package example intend to illustrate?

What is meant by the “added value” of a product?

Why do package designers attach so much importance to colors?

Why does the industry say “the package is the product™?

Essay questions

Discuss the following questions and then write your opinions down.

L.

Comment on the statement: designing, producing and marketing packages has grown
into such ... a business of equal parts art and artifice, science and deception. When
does packaging qualify for art and science and when for artifice and deception?
The package is said to add extra value (commercially termed as “added value™) 10
a product, but what kind of value is actually added? Think of some examples in
real life to support your opinion, e.g. a tube of toothpaste, a packet of cigarettes and
a gold watch, etc.. Do we attach so much importance to packages when we buy
things? o

Do you or do you not believe that the package is everything?

Language work

In other words
Fill out the following blanks with a word from the text which is closest in meaning to

the word or expression in the brackets.

1.

The Statue of Liberty in New York harbor will immediately the
attention of tourists visiting the Liberty Island. (attract, seize)
The big words “sale” and “bargain” will neverfailto_________ some people

to buy things they don’t need. ( tempt, lure)
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3. Most dogs are able to respond appropriately to simple human commands, and some
can even use a/an to win the favour of their masters. (a clever trick)

4. His decision to quit the job was by his simple desire to leave this
crowded and noisy city. (inspired)

5. For most city-dwellers, rural life closeness to nature. (suggest)

6. The Martyrs’ Monument in the town centre always people’s bitter
memories of the Second World War. (arouse, bring forth)

7. Itis hard to predict the of automation on people’s life in the

future. (effect, influence).
8. Egyptian pyramids are viewed as in the history of architecture. (con-
spicuous or superior)
9. Television commercials are believed to exert a influence on people’s
decision to purchase. (subconscious)
10. To make his office neat and clean, the manager insisted that all orna-
ments be removed. (unpleasantly bright, showy)

B Work with sentences

Rewrite the following sentences with the expressions in the box.

rubitin aspire to deck out react to
not so much ... as ... have the look of no wonder grow into

1. After twenty years’ effort, the couple’s small grocery store has developed a great
deal and has become a locally famous supermarket.

2. The debate over test tube babies is largely a legal issue, rather than a moral one.

3. “I know it’s my fault,” the husband said, “but you don’t need to mention this all the
time.”

4. My father is a little vain like most actors and actresses. He seeks for fame and
success as the goal of his life.

5. Itis not surprising that the candidate failed to win the election. Look at his scandal.

6. The veg section was made more attractive with colorful fruits from all over the
world.

7. The submarine looks tike a huge grey fish.

8. The demonstrators responded furiously to the police’s attempt to arrest them.

C Word study

a. Give the meanings of the following words or expressions used in the text. You may
use an English-English dictionary. Then write a sentence to illustrate its meaning and
usage.
1. have the look of ...
2. make somebody hungry for ...



