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Duyulara Meydan ORumaR: Toplam MarRkali Ambalaj Tasarlama
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Andy Warhol'un Campbell corba kutularindan esinlendigi yapiti. Kaynak: www.wordpress.com

Andy Warhol demis ki: "En iyi sanat iyi yapilan
istir" En meshur tablolarindan birinin konusu
olan yan yana siralanmis Campbell corba
Rutulanini diisindirsek, iyi marka olusturmanin
da bir sanat oldugu sonucunu ciRarabiliriz.
Ambalaj bir etiketin gdrsel cekiciliginin otesine
gecip tiketicilerle duygusal bir baglanti

Delacre’in Délichoc biskivi drtinlerinin tanitimi icin Crown ile isbirligi
icinde gelistirilen tanitim amach Oriimcek Adam kutusunda kaliteli renkli
litografi Rullanildi.

High-quality colorful lithography was used for the promotional Spiderman
tin, developed in cooperation with Crown, for the launch of Delacre's
Délichoc biscuit line.
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Rurarak onlarin bir markaya baglanmasini
sagladigi icin bu sanatta Gnemli bir rol Gistlenir.

Aslinda, bes duyuya ve Gtesine meydan okuma
bugiiniin ambalaj teknolojisiyle basarilabilir.
Bir GUrlinle tiiReticiye duyusal deneyimler
yasatan marka sahipleri bir markaya satildigi
andan itibaren evde kullanildigr siire boyunca
desteR verebilir.

Misterileri icin bir ambalajlama ortagi olan
Crown firmas! yetRilileri de, buglin magaza
raflarina Radar genisletilebilen, ekonomik
agidan elverisli teknolaji Rullanarak tiketicilere
bes duyudan hitap etmede marka sahiplerine
yardim etmenin yollarini aradiklarini soyliyorlar.

Gorsel Popiilarite

Gorsel unsurlarla tiketicilerin dikkatinin
cekilmesi, etRili marka olusturma Ronusunda
zaman icinde denenmis bir metottur. Buglin
hala baski kalitesini onemli 6l¢lide arttiran
¢igir acic gelismeler meydana gelmeRtedir.

Bunlar da Grliniin magaza raflarinda fark
edilmesini saglamaktadr, ¢iinkii tasarimi ve
basRisi ile benzersiz olan ambalajlar gorsel
etki olusturarak gdrsel mizanseni bozmaktadir.

Bu alandaki tiketici beklentileri gelismistir.
Andy Warhol'un Corba Kutular retildigi zaman
ciddi gorsel ikonlar etkili pazarlama unsuruydu.
Bugiin tiReticiler glnlik hayatlarinin
neredeyse her aninda gorsel bombardiman
altinda. Bu da tabi ki daha fazla pazarlama
ve marka olusturma firsati demek ama ayni
zamanda tiketicilerin ambalaj ile etkilesimini
de temelden degistiren bir sey. Bugiiniin
ambalaji tuval izerinde temsil edilen bir ikon
degil, tuvalin kendisi olmak zorunda.

Ise yarayacak bazi yeni teknolojiler var.
Gecmiste, drnegin iceceR Rutularinin Gizerine
coR Raliteli resim baskisi yapilamiyordu. Baskil
iceceR Rutusu olasiliklarini genisletmeR isteyen
Crown, geleneksel stiidyo baski cogaltma
sirecini 6nemli oranda gelistiren yeni bir



Bir icecek kutusunun agilirken cikardigi ve kolayca taninan
“pffftt" sesi koku ve tat gibi diye duyular aracil@yla da
iriinle etkilesimi saglayan gicli bir tetikleyicidir.

The instantly recognizable “pffftt” sound of a beverage can
being opened is a powerful trigger provoking further interaction
with the product also through other senses such as smell,

and taste.

Raliteli baski teknigi tanitti. Bu teknolojide
yeni ayirma teRnikleri ve iceceR Rutularindaki
Rarmasik resimleri Raliteli baskiyla cogaltan
ozel, yiikseR ¢ozGnrliRli baski plakalari
Rullaniliyor. Bu da 6zellikle insan ya da hayvan
ylizleri, meyveler ve metinler gibi detayli
resimlerde ise yariyor. Baski detayl Ronusunda
bu seviyeye ulasmis bir metal icecek Rutusu
perakende ortaminda fark ediliyor veya
tiketicinin ellerinde baglanti Ruruyor.

Ayrica, Crown metal Rapaklara, aerosol, tanitim
ve liiks ambalajlara mat ve metalik parilt ve
ambalajl biraz cevirince aninda degisen 6zel
bir renk degistirici cila ile ayri bir hava getiren
yeni baski teRnikleri gelistirdi.

Ornegin, Crown firmasi, Fransiz tasarim
Rurumu Raison Pure ile beraber Perrier Jougt
Grand sampanyasi icin 6dlli bir hediye
Rutusu gelistirdi. Sonucta, ortaya markanin
{inli anemon ciceklerinin cevresini dolasan
hassas ve dantelvari delikli, yaldizli bir metal
Rap ¢kt ic Risim dzel bir acik yesil tonla
boyanarak yumusaR bir “pariltinin” disari
yansimas! saglandi. Bu Rutuyu acmak bir
rlyayr acmak gibi yorumu yapiliyor.

Ambalajlar Rap islevi gordigl icin her zaman
iic boyutlu olmustur. Ancak, ambalajda daha
coRk sayida cok boyutlu nitelikleri ve canliligi
olan grafik unsurlar bulunmasi beklentisi
bilgisayar grafiklerinin hareketli ve hareketsiz
resimlere hakim olmasiyla beraber degisti.
Ambalaj malzemesi olarak metal kullanilinca
bu resimler rafta hayat kazanarak tamamen
biitlinlesiR bir gorsel ve doRunsal manzara
olusturuyor.

BiitiinlGigiin Sesi

Ses, ambalajin onemli bir bolim{ olarak
goriilmese de, aslinda tiketicilerle giicli bir
duyusal bag Rkurar - dzellikle bir icecek
Rutusunun agilirken cikardig tazeleyici sesle.
Bu ‘pffftt" sesi taze ve tazeleyici bir Griinin
aclldigr hissini verir ve radyo ve televizyondaki
bircok reklam Rampanyasinda kullanilir. Aslinda,
Londra'da Tickbox.net'in yaptigi arastirmaya
gbre bu acllma sesi arastirmaya Ratilanlarin
ylzde 86'si tarafindan taninmakla kalmad
(bilinen en ok taninmis seslerden biri oldugu
ortaya ¢iktr) ayni zamanda diger duyular da
hareRete geciren sesler arasinda oldugu tespit
edildi.

Sesle tetikleme teorisi sesin dnceleri
zannedilenden coR daha giiclii bir duyu oldugu
ve zihni bilgilendirip etRilemede goriise paralel
gittigi fikrini desteRler. Bu teoriye gore

tiketiciler her giin milyonlarca resmin
bombardimani altindayken, ses hareRete
gecmeyi saglayan cok daha bilinaltr ve giiclii
bir tetikleyici gdrevi gorebilir.

Gida Ronservesi acilirken bir ambalaj formati
tizerindeRi mihiir Raldirilir. Bu mihiir 100 yil
once ilk ortaya cikisindan bu yana iyi bir
sicile sahip olmustur ve nakliye, rafta bekleme
ve Rullanma sirasinda Grtinleri Rorudugu icin
tiiketicilere giiven verir. Bu nedenle, ses bir
pazarlama ve reklam unsuru olmanin yaninda
tiiketici icin de giivencedir.

Vakumlu metal kapaRlardan da tiiketicilerin
sezgisel olarak tanidigi ve baglanti Rurdugu
gliven veren bir ‘pop’ sesi ¢ikar. Aslinda,
Crown firmasinin IDEAL™ Rompozit kapaginda
ilave bir "biitinliR sesi” vardir. Kurcalanmayi
onleyen plastik bandin acilmasi ve ardindan
metal disk yerinden kalRip vakum bosalirken
clkan tanidik pop sesi tiiketicilere actiklari
paketin biitinliigl Ronusunda daha da fazla
glivence verir.

Dokunmali Marka Olusturma

Magaza raflarindaki dokunma duyusu cok
Rarmasiktir. Bir seviyede, tiiketiciler gorsel
bir unsur icerdii icin dokunmas! ilging olan
bir cisme dogru ceRilir. Arastirmalara gére
tiiReticilerin Griinlere ve ambalaja verdigi

Iiding P.t*ﬂgllﬂg -

Crown'un Soft Touch vernigi gibi 6zel cila teknikleri tiketicileri ayartan bir deneyim sunar. Satis noktasinda triine

dikRat cekilereR driine uzanmalari ve dokunmalari saglanir.

Special finishing techniques, such as Crown’s Soft Touch varnish, create a stimulating experience for consumers.
Attention is drawn to the product at point of sale enticing them to reach out and touch it.
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Orijinal gbrinimlt, ergonomi Rapaklar satis noktasinda
tiketicinin dikkatini ceker ve Grlinin tekrar satin alinip
alinmayacagini belirler.

Original-looking, ergonomic closures draw consumer attention
at point of sale and determine repeated purchase.

Bir Rahve Rutusu acildigi zaman yayilan ilk koku patlamasini
gostermek marka icin olumlu bir imaj olusturmak amaciyla
reklamlarda Rullanilan akilci bir taktik.

Demonstrating the initial burst of smell released when 3
coffee can is opened is a clever tactic used in advertising
to create a positive image for the brand.
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duyusal tepki satin alma Rararlarini etkiler.
Aslinda, Crown bu bilimi daha iyi anlayarak
Rendi ambalaj yeniliRlerine uygulamak Gizere
birkac Gniversite ile beraber ¢alismaktadir.
Sadece bu amac icin bircoR yeni ambalaj
Raplamas! gelistirildi.

Ornegin, Crown'un Soft Touch vernigi icecek
Rutularinin yani sira aerosol, sekerleme ve
promosyon ambalajina uygulanabilecek mat
ve ipeksi bir goriiniim verir. Buna dokRunmak
harikadir ve gorsel olarak da dikkat ceker.
Yeni kaplamalardan bazilari metal kapaklarda
da kullanilabilir.

Sisirme ile seRillenen iceceR ve aerosol Rutusu
da dokunma hissini etkileyerek ergonomik
bir Ravrayis veya duyusal bir egri ile tiiReticileri
ceRer. Her iki drnek de tiketicilerin Griind
alip incelemesini saglar ve onlara benzersiz

bir elleme deneyimi yasatir. Bu 6zellikle
onemlidir clinki duyular paralel calisirsa,
markalar magaza raflarinda daha fazla dikkat
ceRer ve magazada ve evde tiiketicilerle daha
derin bir baglanti Rurar.

Bunun giizel bir ornedi Crown'un Wera Tools
firmasina ait Kraftform® Fluid yaglama yaglari
ve Roruyucular serisi icin yaptigi aerosol
ambalajdir. Bu farkli ambalaj Wera'nin cok
basarili Kraftform® tornavida sapinin
gOriinimini taklit eder. Bu etkili ambalaj
Crown'un tescilli iiflemeli sekillendirme siireci
Rullanilarak imal edilir. Kabin zarif kenarlari
irGinin Rullanlmasini kRolaylastirir ve renk
bloklu paneller daha kolay Ravranmasini saglar.
Dokunma duyusu tliReticilerin bir Griinle
yasadigl acma deneyimini de zenginlestirir.
Ornegin, Crown'un Easylift™ kolay acilan
Rapaklarinda brite ulasmak cok daha Rolaydr.



Bu sayede yaslilar, gencler ve fiziksel oztirlGiler
dahil tiiketiciler Ronserve acacagl veya baska
alet Rullanmadan konserve Uriinleri daha
Rolay ve daha ¢abuR acabilir. Kompozit IDEAL™
Rapak tiiketicilerin kavramasini ve elinde
tutmasini Rolaylastirmak icin 6zel olarak
tasarlanmistir.

Lezzet

YiyeceR ve iceceklerde lezzet elbette coR
onemlidir. Ambalgj agisindan bakilirsa, lezzetin
Rorunmasi ve bozulma olasiliginin ortadan
Raldirimasi sarttir. Bu duyu oldukca 6znel
olabilir ve tiketiciler icin saptamasi da zor

parcasidir. Bu tadi Roruyan ve Raliteyi
bozmayan ambalaj bu bitlinliR hissini de
verebilir.

Koku Duyusu

Koku insanlari incelikli bicimde ama derinden
etkileyen cok giili bir duyudur. KoRu ya da
RoRu cagrisimi genellikle reRlamcilikta olumiu
bir deneyimle tiiketicinin Rendi deneyimini
baglamak icin kullanilir. Ornegin, kahve
reklamlari genellikle bir Rahve kutusunun
aclimasini ve taze Rahve RoRusunun tiiketici
tarafindan algilanmasini gosterereR Roku
¢agrisimi yapar. Bu ilk Roku patlamasi marka

ideal ambalaj ¢oziimleri sayesinde, drnegin, bir taraftan igeceklerin taze ve

belirgin tadi etkin bicimde korunarak diger taraftan rafta tiketicilerle iletisim
Ruracak yeni teknikler kullanilip Griinlerin beklentileri karsilamasi saglanir.

olabilir. imajini coR olumlu etkileyebilir.

Ideal packaging solutions help products meet expectations by effectively
preserving, for example, the fresh and clear taste of beverages, while also

Bu cephede duyusal bir baglanti Rurmak
genellikle en iyi taktiktir. Ornegin, tiiketiciler
Rutu iceceRlere ok olumlu tepki verir, Uriinden
beklentileri taze ve belirgin lezzettir ve bu
beklenti de manivela edilerek islenebilir.
Tiketicilerin Rutu bira ya da soda icerken
yasadigi olumlu deneyim meyve suyu ve Su
gibi diger pazarlara da aktarilabilir.

Diger bir giizel ornek de tazelik ve lezzet
bakimindan coR iyi itibari olan Ronserve
domateslerdir. Bunlar giivenilir bicimde
Rorunmus taze tatlarin cok yaygin oldugu
bati diinyasinda en cok tiiketilen gidalar
arasindadir.

Sonucta, Ralite ve tazelik markali bir yiyecegin
ya da icecedin sahip olabilecedi en giizel
pazarlama araclandir ¢inki onlar bu peR iyi
bilinmeyen ama Rarmasik duyunun birer

Sorumluluk Hissi

KoRu patlamasi herhangi bir gida Gr(ini icin
de etRili olabilir. Konserve gidalar genellikle
en taze hallerinde ambalajlanir ve acildigi
zaman hos bir koku yayar. Ornegin, kisin
ortasinda Ronserve domatesler hem lezzet
acisindan hem de RoRusuyla yaz hissi
verdiginden bircoR tiiketici icin tazeleyici
olabilir.

KoRuyu taklit etmeR iizere ambalaja
uygulanabilen yeni teknolojiler vardir. Ornegin,
market reyonundaRi taze feslegen RoRusu
tliReticiyi belli bir makarna sosu markasina
ceRebilir.

Sonug

Sonucta, marka olusturma hem bir sanat
hem de bir bilimdir. Ambalaj teknolojisi o
sanati olusturmak icin yeni araclar ve tuvaller
temin etmekle beraber, marka olusturma

using inventive techniques to communicate with consumers at the retail shelf.

nihai olarak tiiRketicilerin drinlerle Rurdugu
duygusal bagdir. Ambalajlar daima bu bagin
onemli bir parcasi olmustur. Ancak,
tiReticilerin ambalaj yoluyla bir marka ile
baglanti Rurma bicimlerinin timi
incelendiginde bu hayati bagin derinlestirilmesi
icin bazi 6nemli firsatlar ortaya cikabilir. Belki
de en Gnemlisi bes duyunun tamamina hitap
etmeR icin egzotik ya da pahali teRnolojiler
Rullanmanin sart olmamasidir. Sadece iyi bir
tasarimla ve ambalaj malzemesi deneyimiyle
bazi duyusal sonuclar elde edilebilir.

Bu makale, CROWN Technology Actk inovasyon Departmani
Direktor{ Kelvin Pitman tarafindan hazirlanmistir.

Cevreye gosterilen dzen bircoR tiiketici agidan dnemli bir dncelik Imustur.
Ambalaj sosyal sorumluluk hissine hitap edebilir. Bircok tiketici ambalajin
artisi ile cevre sorunlari arasinda baglanti Rursa da, ambalaj secimi akillica
yapilarak Rarbon ayaR izinin azaltilabilecegi iddia edilebilir.

Metal ambalaj tiiReticilere sayisiz kere geri donistrilebilen ve bu esnada
daha az enerji kullanan bir malzeme sunar. GerceR bir malzemeden-
malzemeye cevrim icinde (6r: celikten celige veya aliminyumdan aliiminyuma)
geri donustiriilen metaller bu islem kag defa yapilmis olursa olsun orijinal
ozelliklerini Rorur.

(elikte geri dontstirme birinci Gretim icin gerekRen enerjiden yiizde 70
tasarruf saglar. Geri doniistiriilen celigin her bir tonu ile 1,5 ton demir
cevheri ve 0,5 ton Romiir tasarruf edilir. Aliminyumda geri donistirme
ise birinci Gretim icin gereken enerjiden yiizde 95 tasarruf saglar. Geri
donGstirilen aliminyumun her bir tonu ile dort tondan fazla boksit
tasarrufu saglanir. Bu madde altiminyumun cikarildigr birincil cevherdir. Bu
onemli enerji tasarruflari sera gazi emisyonlarinin da azalmasini saglar.

(evre sorunlari bliylimeye devam ettikce, dogru ambalajin secilmesi ve bu

mesajin tliReticilere duyurulmasiyla onlarin bir Griin icin genel olarak cevreci
marka olusturmaya olumlu bakmasi saglanabilir.

Ambalaj Biilteni  Temmuz / Agustos 2009
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Sense Challenge: Designing A Total Branded Package

Andy Warhol once said: "Good business is the
best art." Considering the subject of one of his
most famous paintings, a series of Campbell
soup cans, we could deduce that good branding
is also an art. Packaging has a critical role in
that art by moving beyond the visual appeal
of 3 label into making an emotional connection
with consumers, so that they connect with 3
brand.

In fact, appealing to the five senses and beyond
can be achieved through today's packaging
technology. By addressing a consumer's sensual
experience with @ product, brand owners can
support 3 brand at initial sale all the way
through to household use.

As 3 packaging partner to our customers,
Crown consistently challenges itself to find
ways to help brand owners reach consumers
through all five senses, using economically
feasible technology that can be deployed onto
store shelves today.

Visual Pop

Getting consumers’ attention with visual
elements is 3 time-tested method of effective
branding. There are still groundbreaking
developments being made today that
significantly improve print quality. These create
product differentiation on store shelves, as
uniquely designed and printed packaging helps
break up the visual landscape through visual
pop.

Consumer expectations in this arena have
evolved. When Andy Warhol's Soup (ans were
created, staid visual icons were effective
marketing. Today, consumers are bombarded
with imagery in almost every aspect of their
daily lives. This, of course, offers more marketing
and branding opportunities but it also
fundamentally changes how consumers interact
with packaging. Rather than be an icon
represented on canvas, today's packaging must
become the canvas.

There are several new technologies that can
help. In the past, beverage cans, for example,
were limited in terms of the image quality that
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could be printed on them. To expand the
possibilities for printed beverage cans, Crown
recently unveiled a new high quality print
technique that considerably extends the
traditional studio print reproduction process.
The technology makes use of new separation
techniques and special, high resolution printing
plates for superior print reproduction of complex
images on beverage cans. This works particularly
well for detailed images such as human or
animal faces, fruit and text. Adding this level
of print detail onto a metal beverage can
enables it to stand out on the retail landscape
or create a connection in the hands of a
consumer.

In addition, Crown has also launched new
printing techniques that add considerable flair
to metal closures, aerosol, promotional and
luxury packaging with matt, metallic sparkle
and a special color-changing finish that can
instantly change with a simple turn of the
package.

For example, Crown developed an award-winning
gift box with French design agency Raison Pure
for Perrier Jouét Grand brut champagne. The
result was a gilded metal container with delicate,
lace-like perforations outlining the brand's
famous anemone flowers. The interior was
coated in a3 special light green hue so that a
soft “glow” shimmers through. Some customers
comment to open this box is to open 3 dream.

Due to its function as a container, packaging
has, by nature, always been three-dimensional.

However, expectations for packaging to
incorporate graphic elements with more
multidimensional qualities and vibrancy have
definitely shifted as computer graphics have
come to dominate animated and still images.
Using metal as a packaging medium allows
these images to come to life on the shelf for
a completely integrated visual and tactile
landscape.

The Sound of Integrity

While sound isn't normally considered to be a
big part of packaging, it actually does form a
strong emotional connection with consumers

- particularly the refreshing sound of a beverage
can being opened. This ‘pffftt" sound evokes
the release of a fresh and refreshing product
and is used in many radio and television
advertising campaigns. In fact, research from
Tickbox.net in London discovered that not only
was the opening sound instantly recognized
by 86 percent of those questioned (making it
one of the most recognized sounds Rnown to
man) but that it was also one of the only
sounds that could trigger other senses into
action.

Sonic trigger theory supports the idea that
sound is @ much more powerful sense than
previously thought, working in tandem with
sight to inform and influence the mind. This
theory suggests that while consumers are
bombarded daily with millions of images, sound
can act as a more subliminal and powerful
trigger provoRing action.

Opening a food can releases a seal on 3
packaging format. This seal has a proven track
record since its inception over 100 years ago
and is trusted by consumers as it protects
products during transport, storage on shelves
and use. Therefore, in addition to it being 3
marketing and advertising element, sound is
also reassuring to consumers.

Vacuum metal closures also deliver 3 reassuring
pop' that consumers intuitively recognize and
connect with. Indeed, the IDEAL™ composite
closure from Crown delivers an additional ‘sound
of integrity”. The snapping of the tamper evident
plastic band followed by the familiar pop as
the metal disk is lifted and the vacuum is
released, provides consumers with even greater
assurance regarding the integrity of the pack
they have just opened.

In Touch Branding

The sense of touch on store shelves is very
complex. On one level, consumers are often
drawn to an object that looks interesting to
touch so a visual element is involved. Studies
show that consumers’ sensory reaction to
products and packaging influences their
purchasing decisions. In fact, Crown is working



with several universities to better understand
and apply this science to its own packaging
innovations.

Many new coatings for packaging have been
developed for this very purpose. For example,
Crown's Soft Touch varnish produces a matt,
silk-like finish that can be applied all over
aerosol, confectionery and promotional packaging
as well as beverage cans. It feels wonderful to
the touch and is also visually engaging. Some
of the new coatings can also be used on metal
closures.

Blow-formed beverage and aerosol can shaping
also impacts the sense of touch, appealing to
consumers through an ergonomic grip or a
sensual curve. Both examples invite consumers
to reach out and examine the product and
offer consumers a unique experience handling
it. This is particularly important as by having
senses work in tandem, brands can gain more
attention on store shelves and create a deeper
connection with consumers in the store and
at home.

A great example of this is Crown's aerosol
package for the Kraftform® Fluid range of
lubricants and protectants from Wera Tools.
The distinctive package mimics the appearance
of Wera's highly successful Kraftform®
screwdriver handle. This high-impact package
is manufactured using Crown's proprietary
blowforming process. The gentle contours of
the container facilitate product dispensing and
color-blocked panels allow for easier gripping.

Touch can also enhance the opening experience
consumers have with a product. For example,
Crown's Easylift™ easy-open ends feature
significantly improved tab access. This
enhancement makRes it easier and faster for
consumers, including seniors, young people
and the physically impaired, to open canned
food products without using a can opener or
other tools. The composite IDEAL™ closure has
been specifically designed to enable easier grip
and handling for consumers.

Good Taste

For food and beverage products, taste is, of
course, highly important. From 3 packaging
perspective, preserving taste and eliminating
any possible interference with it is essential.

This sense can be highly subjective and can
also be difficult for consumers to pinpoint.

MaRing an emotional connection on this front
is often the best tactic. For example, consumers
react very positively to beverages in cans. Their
expectation from the product is 3 fresh, clear
taste and this expectation can be leveraged
and built upon. Consumers’ positive experiences
when drinking beer or sodas from cans may
be able to translate into other markets such
as juices and water.

Another good example is canned tomatoes that
have a strong reputation for freshness and
taste. They are, in fact, one of the most widely
consumed foods in the western world built
[argely on 3 reputation for reliably preserved
fresh taste.

In the end, good quality and fresh taste are
the most powerful marketing tools a branded
food or beverage can have because they are
part of this little understood, but complex
sense. Packaging that protects that taste and
preserves quality can also communicate that
integrity.

Scent Sense

Smell is a very powerful sense that impacts
people in subtle, but profound ways. Again,
smell, or evoking smell, is often used in
advertising linking a positive experience with
a consumer's own experience. For instance,
coffee advertising has often evoked smell by
showing a container being opened and the
smell of fresh coffee being appreciated by 3
consumer. This initial burst of smell can have
a very positive impact on brand image.

A burst of smell can also be powerful for any
number of food products. (anned foods are
often packaged at the peaR of their freshness
and release a pleasant scent on opening. For
example, canned tomatoes in the middle of
wintertime can be refreshing for many
consumers not only for their taste but also
because their smell evokes feelings of
summertime.

There are new technologies that can actually
be applied to packaging to mimic smell. For
example, the smell of fresh basil in the grocery
aisle could pull 3 consumer closer to 3 particular
brand of pasta sauce.

Conclusion

In the end, branding is both an art and a
science. Although packaging technology can
provide new tools and canvasses for creating
that art, branding is ultimately the emotional
bond that consumers form with products.
Packaging has always been an important part
of that bond. However, looking at all of the
ways that consumers connect with a brand
through packaging can unveil some important
opportunities for deepening that vital bond.
Perhaps most importantly, appealing to all five
senses does not have to involve exotic and
expensive technologies. Good design and
packaging material expertise alone can garner
some sensational results.

Prepared by Kelvin Pitman, Director of Open Innovation, CROWN
Technology.

Sense of Responsibility

(aring for the environment has become a top priority
in many consumer circles. Packaging can appeal to
a great sense of social responsibility. While many
consumers associate increased packaging with
environmental problems, the argument can be made
that wisely choosing packaging can reduce carbon
footprint.

Metal packaging offers consumers a material that
is too muh recyclable and uses less energy to
recycle. Recycled in 3 true material-to-material loop
(i.e., steel to steel or aluminum to aluminum),
metals retain their original properties regardless
of how many times they are recycled

Steel recycling saves 70 percent of the energy
required for primary production. Each ton of recycled
steel saves 1.5 tons of iron ore and 0.5 tons of
coal. Aluminum recycling saves 95 percent of the
energy that is needed for primary production. Each
ton of recycled aluminum saves more than four
tons of bauxite, the primary ore from which
aluminum is extracted. This significant energy
savings also translates to reduced greenhouse gas
emissions.

As issues of the environment continue to grow,
choosing the right packaging and articulating that
message to consumers ensures that they can look
positively on an overall green branding of a product.
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