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Preface

The reason that
Graphic Design:USA
has singled out pack-
age design and brand
identity for a sponsored compe-
tition—from among all of the
design disciplines—is threefold.
First, package designers are
“ahead of the curve” in mar-
shaling design in support of
marketing strategies and strate-
gic brand objectives. They can
show the way to other designers
who must master this skill to
fully make their power felt in
the broader business communi-
ty. Second. package designers
uniquely face two critical chal-
lenges that all communicators
must grapple with in the "90s:
piercing through the clutter of
an information-sated age and
creating a message that is rele-
ant in an increasingly global
marketplace. This competition
could help clarify these chal-
]ellges and suggest creative
solutions. Third, package
design plays a vital role in an
economy where point-of-pur-

chase is more and more criti-

cal—informing, educating, sell-
ing. directing, decorating—and
its practitioners deserve recog-
nition and encouragement.
Based on the quantity and
quality of submissions to our

and the

second competition

extraordinary array of winners
displayed in this book—the
International Brand Packaging
Awards has exceeded even our
most brazen expectations. The
best work reproduced here
affirms the marriage between
design and marketing more
intently than ever. Also, solu-
tions to problems raised by clut-
ter and by the globalization of
marketing are intelligent and
effective. This book. as well as a
special roundup of winning
pieces in our monthly magazine.
provides a meaningful showcase
for first-rate work of a deserv-
ing group of professionals.

In Graphic Design:USA’s
January 1994 issue. the Boston
graphic designer Robert
Cipriani looked at the market-
ing revolution now underway.
and concluded that “[d]esigners
still have the responsibility to
create communications between
human beings that solve prob-
lems. disseminate information.
and transmit emotion. grace,
style and order.” This book is
eloquent testimony that a select
few people are more than meet-
ing that responsibility.

Gordon D. Kaye
Editor and Publisher,

Graphic Design:USA Magazine



Introduction

The gratifying
response (0 this Second
Annual International Brand
Packaging Awards demonstrates
that package designers are
thinking globally and respond-
ing with insight and under-
standing to the marketing chal-
lenges of the 1990s. The diver-
sity of the entries—from the
U.S., Canada, Latin America,
Europe and Asia—further
enhances the stature of
International Brand Packaging
Awards as the premier global
packaging and brand identity
design competition.

The purpose of this world-
wide program is to provide a
forum for package design pro-
fessionals and to build recogni-
tion for their contributions to
the marketing process. These
contributions take on more
meaning when the designer is
brought into the situation dur-
ing the early planning stage for
a new product launch or the
repositioning of an existing
brand. By coordinating the
skills of the designer with those
of the advertising agency and
the client, as a team, the pack-
age can work as a powerful
stimulus for motivating a pur-
chase decision by the consumer.
When the package design is
treated as an afterthought, the

results generally are less suc-
cessful.

From among the thousands
of entries, our distinguished
panel of judges selected 130
Best of Show, Gold, Silver,
Bronze, and Honorable Mention
Awards. The hundreds of pack-
ages and logotypes that you will
become acquainted with on the
following pages. including many
which were chosen as worthy of
special consideration although
they were not winners, prove
that good design can be com-
patible with sound marketing
principles.

We extend our thanks and
best wishes to the hundreds of
designers throughout the world
with whom we have formed
close relationships and whose
participation is crucial to this
unique competition. And. spe-
cial thanks to Parsons School of
Design in New York for honor-
ing International Brand
Packaging Awards with a
month-long exhibition. which
served as a learning experience
for its students as well as a cele-
bration for the design commu-
nity.

Murray J. Lubliner
Director
International Brand Packaging

Awards



The Awards

International Brand
Packaging Awards |5
recognized as the foremost
global competition that focuses
on how independent and com-
pany designers contribute to the
solution of marketing problems
through packaging and brand
identity design.

Designers. advertising agen-
cies. and marketers may submit
packages. labels. lines of pack-
ages, and brand logotypes pro-
duced in the previous year. This
program presents a unicue
opportunity for designers to
share their best work with the
global business community and
with colleagues around the
world.

The IBPA event was begun
and is directed by Murray J.
Lubliner, who has played a piv-
otal role in the development of
packaging and brand identity
strategies for marketers in the
L.S. and other countries.
Among his areas of expertise
are multinational marketing,
corporate and brand identity.
and naming products and com-
panies.

lLubliner considers packag-
ing the critical and final link
between brand image advertis-

INTERNATIONAL BRAND PACKAGING AWARDS

ing and the consumer’s purchase
decision at the point-of-sale. When
packaging is integrated with
advertising strategy and in-store
merchandising, the chances for the
brand’s success is increased signifi-
cantly.

Among the companies that
have taken advantage of Lubliner’s
experience are Allied-Signal,
American International Group.
ConAgra. Gerber, Hershey,
[nterpublic Group of Advertising
Agencies, Shell Oil, Transamerica.
and Warner- Lambert.

Before forming Murray J.
[.ubliner Associates. based in New
York. Lubliner served as a found-
ing partner of Lubliner/Saltz Inc.
for 17 vears and as a senior mar-
keting executive of Lippincott &
Margulues. He is a graduate of
New York University, where he is
an adjunct professor at the NYU
Management Institute and teaches
“Image. Identity and the Bottom
Line.” He speaks and writes exten-
sively on brand and corporate
identity issues.



The Second Annual

International Brand
Packaging Awards S
proud to highlight the distin-
guished panel of design, commu-

nications, and research profes-

sionals who evaluated each entry
on how effectively the package,
label, or brand identity supports
brand marketing strategy. Each
participant in IBPA is asked to
write a brief description of mar-
keting objectives along with each
entry. The judges are

Terry Schwarts

Director of Packaging Communications

Kraft General Foods. Inc.

Elizabeth A. Morales
Art Production Manager
Nabisco Foods Co.
Package Design Dept.

Owen W. Coleman
President
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Ralph Colonna
Principal

Colonna Farrell: Design
Associates

Michael Penrod
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Design
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Howard J. Alport
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Lipson-Alport-Glass
& Associates

Herbert Meyers
Managing Partner
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Manager of
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Elliot Young
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Cleveland OH
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San Francisco CA
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Lewis MOBERLY
London UK

MARY LEWIS
AMANDA LAWRENCE
JOHN SUGDEN

ASDA Stores

LIGHT & CoOLEY
LiMiTED

London UK
LAURIE LIGHT
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NIGEL TUDMAN
Gallaber Limited
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HORNALL ANDERSON
DEsiGN WORKS, INC.
Seattle WA

JACK ANDERSON
DAaviD BATES
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Giro Sport Design Inc.

WHITE TIGER, INC.
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THYRA O’BRIEN
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% New York NY

MORTON MILLEN
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New York Philomusica
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