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Can we talk about a specifically French style of design? Does the creativity
of the French design agencies presented in this book reveal any major
trends?

Foreign journalists often ask me about the existence of a national
specificity in the context of the famous "French touch”. This must include
design, particularly at a time when internationalism forces us to think
globalisation.

After all, in the case of industrial design, is not the line of a Lexus, a Renault
or a Mercedes as likely today to have been designed by a creative centre
in Los Angeles as in Paris, Milan or Tokyo! Their teams are composed of
designers from all corners of the world... For all that, when talking about
automobile styles most people still speak about "American”, "French"

r "ltalian" cars without confusing them... but, all the same, would be
incapable of defining them.

Certainly, thereare productswithauniversaldesign, Marlboro, Perrier, Nivea,
Apple, etc. — but overall we maintain that design follows the expectations
of consumers, and therefore expectations that vary according to the nature
of the products. Which contradicts the notion of universal design!

When it comes to packaging, this differentiation according to market is
still more obvious, with exceptions like technological brands or cosmetics,
which are virtually the same in Asia and Europe, with identical designs and
packaging: Sony, Nokia, Lancéme, Chanel, etc.
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The situation is quite different when it comes to the world of food products,
cuisine, cleaning products and health. These are the sectors in which
cultural particularities are strong: the cooking trends in China, the United
States or in Europe are considerably different. This can prove to be true
between the different nations of a single region, as is the case between the
European countries... and it comes down in favour of the emergence of
national styles of design.

| would add to this consideration that, as what goes around comes around,
globalisation has given rise to the emergence of numerous local brands
and products of which the principal attraction is precisely not being found
all over the world!

Can one then speak of a national style in the field of packaging? Yes, for
several reasons.

My travels have taught me to observe that the field of design that most
follows consumer trends and social behaviour is, far and away, packaging
design. It must be said that in advanced countries the rate of renewing
packaging today is every few months to one year, while it was every two or
three years in the 1990s!

To come to the subject of this book, one can assert that French packaging
corresponds to the lifestyles, hopes and dreams of the French. From there
to defining the French touch is just a step...
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Unless one could speak of a European touch? But | don't think so. The
lifestyle in Finland, for example, is a far cry from that of Greece or Portugal.
Even the teaching of the arts and design in these countries, although it is
tending to be more standardised thanks to the recognition of diplomas
across Europe, is none the less still freed from this by the teachers of the
differentnations! Culturalreferences, the historical environment, vocabulary
are some of the factors that, at the end of the day, produce creations that
are Finnish, Greek or Portuguese.

French design agencies do not escape from this phenomenon. Having
directed agencies in France, Italy, Belgium and England, I've been able
to observe creative approaches linked to national behaviour. The French
agencies are characterised primarily by their organisation. The market
leaders wield a lot of power: their staff range-from 100 to 200, which is
rare elsewhere. They generally offer a large palette of services under one
roof: architecture, brand identity, packaging, publishing, web design
and product design, as opposed to their Anglo-Saxon sisters, which are
organised around a speciality.

This cross-disciplinary approach to creation gives French designers a
global vision, a kind of maturity, in the creation of packaging; but also in
"branding", that is to say of the brand in its functions aside from those of
packaging: promotion, derivative products, communication, etc. This can
go as far as the shop front of the sales point or concessions. Here is another
key for understanding French packaging design...
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France being one of the rare countries of the world where the notion of
taste is a veritable culture, food packaging is a rich and particularly creative
example. Here the designer will always find the best angle, the accessory,
the colour that will make the product stand out the best. Attractiveness
forms part of it, of course, as with the work of designers in other countries,
but there will also be a "little bit extra" thanks to the incredible French
gastronomic culture... another important key for understanding the
"French exception" in the field of packaging!

One important point remains to complete our explanation of the French
touch: taste, fashion and luxury products, with brands such as Louis
Vuitton, Dior, Chanel, Dom Pérignon, Hennessy, etc. The inheritors of a
long tradition of master-craftsmen serving kings and emperors, French
designers, at least the most cultivated of them, have an inexhaustible
source of creativity and inspiration from which to create packaging with the
most luxurious codes in the world. Other countries also have a tradition of
prestigious craftsmanship, but few have been able to develop brands with
worldwide prestige, like French designers. Design must lean on historic
creative foundations to communicate authentic values to the consumer.
The French design agencies know how to use this unique resource.

| hope that reading this book will be the occasion to discover not only these
agencies, original creations and new ideas, but also a culture, thanks to
this new media, which expresses the lifestyle of a country far better than
economic statistics: packaging design.

Gérard Caron, who founded the Carré Noiragency in 1973 with three friends, is one of the pioneers of
French design in the international sphere. Under his directorship until 1998, the agency opened offices
in five countries and designed numerous packaging, visual identity/branding and store concepts. He
also co-founded the Pan European Design Association and Enseignes d'Or, is the author of several
books published in France and Japan, and is a spokesman at international seminars and in the media.
Since 2004, Caron Design Network has encouraged exchanges between Japanese companies and
French design agencies. In parallel, Gérard Caron runs Admirable Design, a website created in 2005,
and is president of Pentawards, the annual awards for international packaging design.
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