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Introduction
If you’re a brand manager, marketing professional, package designer or 
student about to begin early stages of a brand or package design initiative, 
it’s essential to be aware of context. R.BIRD “Patterns” are published reports 
based on our observations and professional experience that provide basic 
insight into common practices within a given product category. For each 
observation there are proposed opportunistic responses.

Method
Armed with digital cameras and note pads, our designers visit retail 
environments to photograph and observe product presentation in its natural 
habitat. We then purchase a selection of examples and bring them back to 
R.BIRD for closer study in search of common design threads and patterns of 
opportunity throughout the category. 
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Innovation

Nescafé, Harmony Bay, and Folgers have introduced plastic containers which 
allows them to create comfortable handles, pop-up lids and unique shapes. 
International Coffees has added a line of instant cappuccino blends sold in 
individual pouches, but they continue to hold on to their signature rectangular 
metal tin, still a unique stand-out in the category.

Response

Notably absent from the stores we visited were the increasingly popular coffee 
“pods” (lower right). These little one-hit-wonders are by far the most dramatic 
innovation in coffee-making. Rather than making an entire pot of coffee at 
once, each pod makes a single, balanced cup of coffee. Perfect for the one-
coffee-drinker family or the coffee fanatic rushing out the door in the morning.

Innovation
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Where It Comes From

Where It Comes From

Like a fine wine, the character of a coffee is often determined by its place 
of origin. Whether it’s the mountains of Columbia, the rolling hills of New 
England, exotic tropical highlands, or even the streets of New York, a unique 
sense of place reinforces the experiential qualities of the product.

Response

Projecting a generalized, macroscopic sense of place such as “Mountain 
Grown” is common to big name brands seeking the widest audience.

Focusing on a more specific locale (real or imagined) may be more 
appropriate for smaller mom-and-pop brands or those seeking a “specialty” 
image.
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The People Who Grow It

Who Grows It

Many coffees feature an archetypal persona of the grower, cultivator, picker, or 
roaster as a key component to their brand.

Response

The “human touch” is the ingredient that makes this product much more than 
a simple agricultural commodity. From seedling to sip, it has been cared for 
by people, not the least of whom are the many people, rolled into one iconic 
persona, who cultivate and nurture it along the way.
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