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This was an article I contributed to the d/visible online design magazine back in 2007*. I was the managing editor for 

the site at the time, and I wrote nearly all of the copy for the d/visible website pages from 2007 through 2008 on top 

of overseeing and editing articles contributed by other freelance writers. d/visible was a side project of the Los 

Angeles-based design firm called Visible Theory. Both d/visible and Visible Theory are no longer active—Visible Theory 

closed down several years ago, and d/visible was taken offline a couple of years thereafter. 

 

*My name at the time was Ciera Waring. 

 

Original URL: http://dvisible.com/?p=285  
 
The copy shown above may be verified through the Wayback Machine: https://archive.org/web/ 

 

 

 

Packing a Punch 
How Addictive Packaging Design 
Has Us Hooked on What is Inside 

You are innocently meandering through your favorite retail space, when you notice something striking 
amid the usual monotony of your habitual haunt. You pick it up and stare a bit. Then, without thinking it 
through, you take the attractive abnormality to the check-out, remove your wallet from the safety of a 
pocket or purse, and beg the cashier to let you make this purchase as quickly as possible. With the item 
bagged and a receipt in hand, you scurry off to study in-depth what you have just purchased.  

What things have you purchased based on how those things look (in real life or in media)? What about the 
appearance, particularly the packaging, of those things caught your attention? Why?  

To justify the purchase of a brand’s products—and maybe inspire a consumer to make a purchase they 
were not planning on—companies have to pack a punch in their packaging. A product which may not have 
much practical value to a consumer’s daily life needs to offer instant gratification through appearance. 
Everyone makes impulsive buys. Unique logos, striking text, bright colors, unusual shapes and textures—
these are visual fixations that we cannot resist taking home with us, even if that product does not really 
fulfill a need. We are addicted within a few seconds to the packaging of a product we may know very little 
about. The allure is all in the design. 

The idea that product packaging can be deserving of its own cult following is still relatively new. Brands 
like Apple have discovered that product packaging is as important as product design and overall brand 
identity. People are buying more items based off of appearance alone, particular as technology advances 
and the differences between the products of one brand and another’s become fewer. If the packaging 
helps convey the right message, then the right consumers always come.  

http://dvisible.com/?p=285
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Design blogs, like The Cool Hunter, are becoming more popular. Many such blogs are dedicated solely to 
showcasing the beauty and brilliance of product and packaging design. It’s noticeable how much 
packaging has become an high-end art form. An excellent New York Times article by Louise Story explains 
why so-called aggressive packaging revolution is happening: “The shift is mostly because of the rise of the 

Internet and hundreds of television channels, which mean marketers can no longer count on people seeing their 
commercials.”  

Consumers do not always have time to do the research first and shop later—it is usually the reverse. From 
food and drinks, to hair products and skincare, to office supplies and medicine, aesthetic packaging will 
usually have the final say on where a potential customer’s money goes. Human nature is inclined to seek 
and stay within a comfort zone of beauty, professionalism, and/or familiarity.  

This can be directly applied to how packaging influences our choice of a particular brand or product. In the 
end, it is all about super-hyped eye candy, hopefully with a few other sensate appeals, that has us hooked 
in one look. A majority of people will shun, without fail, things that do not capture their imagination as 
well as project the lens through which others will view them as individuals. This is where the creativity of 
the designers behind the packaging comes into play. 

When working to design packaging, a designer has to consider a brand’s identity, its products’ selling 
points, its viable competitors, and its target consumer audience. Design concepts are tested to determine 
their appeal and the reaction they will get from potential customers, which allows the designer to refine 
the details until the desired response is achieved. The best packaging tends to be simple. It is sturdy 
enough to withstand shelf life and maintain the product’s original integrity. It infuses the product with 
brand identity. It is not uncommon to have more freedom in packaging than can actually be afforded to 
have with the product itself. 

All packaging details—from shape, materials, and size to color scheme, typography, and illustrations—
must gel together seamlessly. Each of these elements tap into our own perceptions of the world and past 
experiences with things that we correlate with those details. Packaging can and will define a brand’s 
positioning in its business industry, mostly because of consumer reaction. Poor packaging design can 
determine the fate of a brand, its product, and its profit. Packaging extends to a brand’s online presence; 
the portrayal of products through a website’s design and use of multimedia (photographs, art, video, 
music, etc.) is the brand’s virtual packaging. 

A history of packaging design can be found for many well-known brands at The American Package 
Museum. Many of these things are now collector’s items. As the definition of what is and what is not 
appealing in a product’s packaging has evolved over the years, companies and their design team must 
ensure that product packaging is memorable, distinctive, and somewhat timeless. If packaging is created 
which can evolve with trends, that can age gracefully through various generations of consumers, or 
perhaps remain immaculately immortal with little need for adjustment, then the product will have 
extended selling potential. 

The design behind packaging provides a steady base for a business to establish their brand and their 
products. Without designers who are aware of the paradoxical complexity and simplicity necessary for 
packaging success, packaging would not be such a seductive medium. It is a means of quick ignition for a 
slow and steady burn. Numerous details must be evaluated, tested, and proven in order for packaging to 
be an effective tool in sales. The charm of brilliant packaging design is the catalyst for creating loyal 
customers. Or at least design junkies. 

http://www.thecoolhunter.net/
http://www.nytimes.com/2007/08/10/business/10package.html
http://web.archive.org/web/20070921000319/http:/www.packagemuseum.com/
http://web.archive.org/web/20070921000319/http:/www.packagemuseum.com/
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Written by d/visible contributor Ciera Waring 

This entry was posted on Thursday, July 26th, 2007 at 1:38 pm and is filed under Business, Branding, 
link/d, Advertising, Art & Design. You can follow any responses to this entry through the RSS 2.0 feed. You 
can leave a response, or trackback from your own site.  

5 Responses to “Packing a Punch: How Addictive Packaging Design Has Us Hooked on What’s Inside” 

1. Moti Says:  
July 27th, 2007 at 1:29 pm  

Good article! 

Now, how would you package your article to make it more alluring?  

2. Tatiana Says:  
August 7th, 2007 at 8:25 pm  

Your so right I find myself buying stuff that I know I dont like or am allergic too…just because the 
cool package,, ooh how I enjoy looking at beautiful things.. 
Well Done! 

3. Lei Conrad Says:  
August 9th, 2007 at 8:14 am  

You are so right! The other day I bought Hershey’s “Cacao Reserve” Truffles, not for the candy, 
but because I wanted the tin they came in to hold my paper clips. 
I Paid $2.50 for the little sucker too!  

Really nice article! It made me take a close look at my life and how often even someone who is 
aware of the packaging pitfalls can still be suckered in. 

4. Cici Says:  
September 2nd, 2007 at 11:17 am  

Great article! My secret package addiction is my affection for the Kleenex tissue design boxes. 
Hey, maybe good design can itself be repackaged into recycling…curiously strong Altoids tin 
today, push-pin holder tomorrow. If you had to limit your refuse at some point for the green 
movement, maybe we’d all think about the multi-uses of the packages that we buy, instead of 
just for the “impulse pretty.” 

5. Paula Says:  
September 10th, 2007 at 9:27 pm  

“Without designers who are aware of the paradoxical complexity and simplicity necessary for 
such success, packaging wouldn’t be such a seductive medium.”  

http://web.archive.org/web/20070921000319/http:/dvisible.com/?cat=5
http://web.archive.org/web/20070921000319/http:/dvisible.com/?cat=9
http://web.archive.org/web/20070921000319/http:/dvisible.com/?cat=10
http://web.archive.org/web/20070921000319/http:/dvisible.com/?cat=11
http://web.archive.org/web/20070921000319/http:/dvisible.com/?cat=18
http://web.archive.org/web/20070921000319/http:/dvisible.com/?feed=rss2&p=285
http://web.archive.org/web/20070921000319/http:/dvisible.com/?p=285#respond
http://web.archive.org/web/20070921000319/http:/dvisible.com/wp-trackback.php?p=285
http://web.archive.org/web/20070921000319/http:/www.learningbyyourself.com/
http://web.archive.org/web/20070921000319/http:/dvisible.com/?p=285#comment-18381
http://web.archive.org/web/20070921000319/http:/www.thisisby.us/user.php/weak_killer_be
http://web.archive.org/web/20070921000319/http:/dvisible.com/?p=285#comment-19468
http://web.archive.org/web/20070921000319/http:/www.thelouisvillekyblog.com/
http://web.archive.org/web/20070921000319/http:/dvisible.com/?p=285#comment-19662
http://web.archive.org/web/20070921000319/http:/dvisible.com/?p=285#comment-22347
http://web.archive.org/web/20070921000319/http:/www.paulapolchert.com/
http://web.archive.org/web/20070921000319/http:/dvisible.com/?p=285#comment-23223
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How true. I think this brilliantly worded sentence sums up rather nicely the gist of the entire 
article’s thrust.  

Excellent piece that makes us think about what we want, why we want it–yet still want to buy it 
despite our conscious knowledge that it is “just” packaging. 

Paula 

 
 
d/visible is published by Visible Theory. Copyright 2006-2007 d/visible and its respective authors. 
 
 
 
 
 
 
 
 

http://web.archive.org/web/20070921000319/http:/www.visibletheory.com/

