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At the beginning of the twentieth century, people went to the grocery store
near their homes to buy oil to cook. They would come with an empty bottle,
and the grocer, whom they knew for a long time, would fill it from a large
tank.

Then came the time of the competition and the “hyper choice”. More and
more brands, belonging to more and more groups, were proposing the same
products to the consumer. To lead the consumer on the difficult road of choice,
marketing teams and designers began to create product personalities, to
create advertising to explain them and, of course, to design the brands, the
labels, the bottles, to express these peculiarities. The consumer became the
happy chooser.

In 2011 was published a fascinating study by Sheena Lyengar, a professor
at the Columbia Business School, called “The Art of Choosing”. The
incredible conclusion of this study is that the so-called great progress of our
contemporary time, the “hyper choice” does not generate the happiness of the
consumer. On the contrary, many times, too much choice puts the consumer
in a doubt, what I would call a “shelf fog”, which leads to an impossibility to
choose.

In other words, the choice, instead of pushing the sales, would decrease
them? What is the vision of packaging designers in this new world? I believe
this is time to create products with integrity and respect of the consumer.

This is time to create products with real personalities, a strong style, and no
more “me too”, which take useless shelf space.

This is time to break all codes, break all rules; this is the time for inventing,
with only one goal:

Only use our design talents to create great, unique products that will meet the
client profound desires.

If we cannot do that, we should wait, and not participate to fill the shelves
uselessly!

Elie Papiernik

Co-founder, and Design Director
Centdegrés

France
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The designers first designed DRY Soda's packaging when the company launched in
2005. Since that time DRY has evolved from its beginnings on the white tablecloths
of the country’'s finest restaurants, to finding huge success in grocery stores, cafés,
and other retail locations across the US and Canada. In response to these changing
markets and retail conditions, DRY Soda asked the designers to evolve their
packaging. Bold, graphic illustrations stand out at retail and characterise DRY's
distinctive flavours and its uniqueness as an all natural soda. Clear bottles allow
the purity of the product to show through and the founder's signature on each bottle
connotes a sense of craft behind each flavour's recipe.

Design Agency: Turnstyle. Production Date: 2010. Creative Director: Steven
Watson. Designer: Steven Watson. Client: DRY Soda Compcmy. Nationality: USA.
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Identity and packaging redesign for a line of all-natural, carbonated fruit juice
beverages. A bold and refreshing drink without the typical added sugars and other
junk, the design neatly tells the whole story: bubbles and fruit are all you need.

Design Agency: JJAAKK. Production Date: 2010. Creative Director:Jesse Kirsch.
Art Director:Jesse Kirsch. Designer: Jesse Kirsch. Client: Fizzy Lizzy. Nationality:
USA.
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” Jaipur Avenue Chai Tea

The faraway Indian city of Jaipur, famous for its royal palaces, colourful culture and
romantic charm epitomises the ancient chai tradition at its best. In the packaging
and brand identity for this line of chai tea products, the designers set out to evoke
this enthralling, magical locale through a modern reinterpretation of its diverse
colour palette and icon motifs.

Design Agency: Turnstyle. Production Date: 2010. Creative Director: Ben Graham.
Designer: Madeleine Eiche. Client: Jaipur Avenue. Nationality: USA
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Tha faraway Indian clty of Jaipur, famous for
Its royal palaces, colorful culture and romantic
charm, epitamizes the anciant chal tradition at
i1s bost. Jaipur Avenua™ is your Instant passage
to this magical land through an anthralling chai
exparience you can anjoy anywhara. anylime
Lot our all-natural, favorful chal be & part of
the memairs from your daily ‘voyages *

As diverse as the colors of India, 5o are the flavors
of Indian chal. We invite you to rest yourself to all
the delicious favors Jaipur Avenue™ has 10 offer VANILLA
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P
I Coca-cola 2007 Holiday Cans

The designers couldn't have been more excited when what is perhaps the most
recognised brand in the world, Coca-Cola, called them. The initial assignment
was to create packaging for the relaunch of Coca-Cola Vanilla, a product that
had been off market for several years. Coca-Cola then returned to Hatch for help
with their Holiday 2007 campaign, “Give, Live, Love.” For the holiday campaign,
the designers created a series of unique graphic illustrations, each representing
hallmark characteristics of the company's five leading brands: Coca-Cola Classic,
Diet Coke, Coca-Cola Zero, Sprite, and Fanta. In each of the collaborations with
Coca-Colg, the challenge was to find the right visual and emotive balance between
the brand iconography and goals of the campaign - whether it was refreshing
brand attributes, creating new packaging or integrating a seasonal element into
the existing brand.

Design Agency: Hatch Design. Production Date: 2007. Creative Director: Katie
Jain / Joel Templin. Designer: Ryan Meis. Client: The Coca-Cola Company.
Nationality: USA.
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The drinks market is extremely competitive and it is hard for new products to come

on the market and be seen, which makes the packaging especially important in
this category. The design should draw attention to it and simultaneously be unique
and "iconic”, timeless and modern. It should signal good quality but not premium
and luxury. Simultaneously the design should effectively challenge the conceptions
of how "charity products" and organic products should look. The product should be
in demand and bought by everyone, not only those who actively look for organic
goods or normal consumers who buy on impulse because of a bad conscience.
Charitea's totally white symbol - a tea leaf or a drop - hovers harmonically over the
logo. Elegant, but eye-catching. The products included in the series of freshly-brewed
organic teas are distinguished through their simple name: Charitea black, Charitea
red and Charitea green, that of course refer to the different types of tea. Charitea is
designed for the health conscious and socially committed consumer. A drink with a
conscience, A good drink!

Design Agency: BVD. Production Date: 2009. Designer: Susanna Nygren Barrett /
Kina Giesenfeld / Bengt Anderung. Client: Lemonaid GmbH. Nationality Sweden
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Green Tea

Caffeine Free With Lemon

Caffeine Free
A source of antioxidants
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The key selling point was the flavour of the tea so the focus of the design was to

create a fruit or herb story with photography being used to establish each flavour
variant. A drawstring tea bag was used for the descriptor holding device. Once the
design had been selected, Tesco management decided to increase the range from 3

products to 10. The range was launched in May 2009.

Design Agency: R Design. Production Date: 2009. Creative Director: Dave
Richmond. Designer: Gareth Roberts. Client: Tesco. Nationality: UK.
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