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In reality, the lines between product design
and packaging design have always been
blurred. In many cases—such as the iMac—
the packaging is the product. In order to sell
something liquid like a beverage or a skin-
care product, you have to create a container
that holds the product while branding it
effectively. The branding or visual equity of the
iMac is so high that it has spawned a wide
range of products with a similar translucent
blue-and-white look, such as secondary
drives, mice, scanners, CD holders, and
other desk accessories. Not only are these
products designed to look like the computer
they are used with, they are packaged so
that consumers can see their similar colors
and materials,

The design of the iIMac isn't the enly reason
for its success. Apple Computer's successful
television advertising campaign boosted
knowledge of the product and improved
sales. Advertising and packaging have always
been related. Television, radio, print, and Web-
page ads create the knowledge of and the
desire for products. Spend a few minutes
watching television ads or looking through
print ads—it's rare that the packaged product
is not shown. The packaged product, on the
supermarket shelf, reminds the buyer of the
ad and offers the potential customer more.
A package can be picked up, examined,
labels can be read, and price considered—
allin the space of a few seconds. And, if the
advertising and the packaging are successiul,
the consumer won't even need to consider
the purchase, he or she will pick up the pack-
age and head straight to the checkout counter.
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packaging design

design firm
Design Guys, Inc.
& direcior

Steve Sikoro

Michoel Groves/Torget

These simple, minimal package designs work because the products are merchandised together in small in-store: concept
s The firm designed packages for over one hundred products in the kitchen, garden, and decorative home

ries. Although product manufacturing took place in several countries, for consistency all printing was
single source in Hong Kong It was the only way to consistently match the blue (an important color from

), which belongs to no color system. A dull laminate gives the boxes a velvety surface and

done ata
their product color pale
softens the blue just a bit
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