
STEPHEN BEATTIE, Sales and 
Marketing manager, Pyrotec says that 
the fragmentation of media has made 

packaging much more important. “A brand 
owner’s promotional message is often lost in the 

proliferation of advertising media, so attention is turning 
towards in-store and on-pack as consumers’ purchase 
decisions are made in-store. Packaging and on-pack 
information is a key arrow in the marketers’ quiver in 
effectively engaging with consumers at the ‘in-store’ 
and ‘at-home’ ‘moments of truth’ of a brand. It is the one 
piece of advertising ‘real estate’ that the brand owner is 
completely in control of.”

THE INFLUENCE 
OF NEW 
TECHNOLOGIES 
Adam Botha, creative director: 
Switch Branding and Design 
explains that the immediacy of 
media types currently means 
that by the time a product 
hits the shelf, consumers 
have not only already seen 
its packaging, but have also 
typically formed an opinion 
of it. 
“As such, new media types 
and media fragmentation are 
giving consumers more than 

one opportunity to infl uence what is happening with 
one’s brand, certainly in terms of packaging,” he says. 

A prime example of this can be seen in the blogging space 
where people discuss what packaging represents in open 
forums and comment on whether they approve of this or 
not. “This means that ‘physical’ space is not as important 
as it used to be in many instances – as the digital space 
is able to fundamentally infl uence what the object ends 
up looking like in reality.”

Because the digital space additionally requires very clean, 
easy-to-recognise marks, he says we’re increasingly 
seeing this trend being pulled through into packaging. 
“This takes into account how the latest generation 
of consumers reads and interacts with packaging. 
Because consumers are constantly bombarded by media 
and are very time-driven, packaging must convey its 
message concisely and effectively. As such, we’re seeing 
packaging become simpler and bolder in many instances. 
It must communicate immediately – taking the user 
straight to the conversation with minimal effort.”

He anticipates that we’ll see this being taken a step further 
in the future, with all packaging ultimately including a QR 
(Quick Response) code.  

While product packaging in its traditional format is 
benefi ting from ongoing research into new and 
innovative areas in terms of physical packs, substrates, 
usage methods and mechanics, the interesting work 
is being done in the digital realm, says Jason Kempen, 
Fountainhead Design. “With the increased use of mobile 
internet and smart-phones, manufacturers are now able 
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The defi nition of packaging has evolved. Previously, 
this just used to just mean the label on a bottle; it 
now encompasses how one’s brand is presented to 
the consumer. As such, packaging is involved in a far 
greater overall branding conversation – which designers 
and branding experts need to remember
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