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Packaging Design

Sustainability is
More Than Just a
Passing Fad
Ian McConkey of McConkey Associates argues that sustainability
is a real concern when it comes to product packaging, while also
highlighting some of the key trends in packaging design and
advising on the fundamentals when it comes to getting your
design right.
TRADITIONALLY, packaging - barrels,
bushels, containers etc. - just had
to communicate the commodity it
contained. Nowadays your pack or
presentation plays a vital role in not
only protecting your product and
satisfying labelling legislation but also in
building the emotional bridge with your
customer, as well as creating a unique
identity for your brand that works online
and on-shelf.
The Irish consumer is becoming
increasingly engaged with CSR and
environmental sustainability on a daily
basis and what it means in their weekly
or daily shop. According to Repak, 91%
of packaging waste is being recovered
for recycling, not bad for a nation

that didn’t care about rubbish. Pester
power is ensuring that environmental
consideration is applied to all aspects
of running the household. And Nielsen
reports eight in 10 Irish consumers
“worry about the effect all my grocery
packaging has on the environment”.
So, healthy for the consumer and
healthy for the planet is a genuine
trend that demonstrates a producer’s
commitment to the environment,
bolsters brand value and fuels growth
and profits. Nielsen also suggests that
one of the key three trends that will
dominate in 2019 is Sustainability &
Plastics (alongside Health & Wellness
and Origin & Provenance) so if you’re
not up to speed yet, you should consider

Some classic brands and packaging from the Irish FMCG sector.

ways to make yourself so. Kantar
says a third of consumers (33%) are
now actively choosing to buy from
brands they believe are doing social or
environmental good.
Establishing a Beachhead in the
Consumer's Cupboard
What’s your new product going to be
presented in? Do you follow fashion,
trends, a house style, work within
existing brand guidelines? BordBia.ie
have a useful pocket guide that leads
you through the steps if you’re new to
developing a pack from scratch, and they
have a good Alerts blog to keep pace
with goings-on in the market.
Fsai.ie can help with the legal /
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regulatory mandatories that have to go
on your pack.
A good designer is one who will
tell you that packaging is the single
most important thing to get across
what it is your product stands for and
to establish that beachhead in the
consumer’s cupboard, shelves or fridge
/ freezer. How do you turn buyers of
your product into brand ambassadors or
missionaries? Great design! Start with
the function and form; keep it simple and
practical.
Understanding the needs,
applications and storage of your
product will help you objectively judge
the proposals in front of you. Then
consider the look, feel and presence
of the pack. Make sure it reflects the
brand personality, identity and value
proposition you want your target
audience to feel. Then consider, do the
pack and outers add value and make it
easy to flow through the supply chain
and trade channels before it reaches the
household in pristine condition?
eCommerce – multiple touchpoints
demand packaging stability and integrity.
However, excessive packaging frequently
results in un-environmental waste
that customers love to jeer in unboxing
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“

videos. Visual design has become
even more relevant online, where the
physical elements of the pack can’t
be appreciated. Less is more: reduced
weight can lead to lower shipping costs.
It can be time consuming and expensive
to get it right but necessary if you aspire
to sustaining a business online.

Healthy for the
consumer and healthy
for the planet is a
genuine trend that
demonstrates a
producer’s commitment
to the environment,
bolsters brand value
and fuels growth and
profits.

Design Trends
Other recent trends to be aware of but
not necessarily follow are:
•

•
•
•

Reusability – pouch rather than
package. Can you add value and
help climate change through reuse,
refills or recycling?
Minimalism in graphic design, the
bare bones, honesty to the core in
presentation;
Typography – less is more, keep
it clear and clean for greater
communication;
2d or ‘flat’ illustrations that offer
impact on a screen;

•

•

”

Contrasts: highlights / luminous
gradients / neon flashes / pastels
/ B&W, a personal preference
but very much a la mode and /
or relevant to the brand palette.
Remember, great brands set - not
follow - trends;
Nostalgia / retro / vintage, back to

Foxpak Flexibles Opens New Louth Plant
FOXPAK Flexibles, the pioneers
of digital flexible, sustainable,
packaging, has officially opened its
new manufacturing plant in Collon,
Co. Louth, which sees an investment
of €3m in new equipment and
facilities by the innovative business.
Foxpak offers flexible
packaging that complies with strict
performance criteria required in
various products, such as cereals,
seafood, baby food, pet food and
confectionery. The company exports
65% of its product to Northern
Ireland, the UK, Europe and the USA
and employs 35 staff members.
Founded in 2001, Foxpak
Pictued are Louise McKeon, Boylan
Flexibles Ltd pioneered the
Fruits, with Paul Young, CEO, Foxpak
development of digital flexible,
Flexibles – Boylan Fruits use Foxpak’s
compostable packaging and is a
compostable packaging.
global leader in this technology.
Its mission is to provide clients
with competitively priced packaging of superior quality and by introducing the
latest technology, support brands to increase their market share. The company
developed short-run digital packaging to complement its existing high volume
offering; being able to offer both short run & volume packaging is great for the
environment and great for the end user and customer.
“It’s great to see an Irish company leading the development of sustainable
packaging in the food sector,” noted Minister for Business, Enterprise and
Innovation, Heather Humphreys TD, at the opening. “The investment in this new
facility and equipment is encouraging and a very positive step in the transition
from traditional plastics to the new era of compostable, recyclable and paper
based alternative packaging.”
Paul Young, CEO, Foxpak Flexibles Ltd. commented, “We are very proud to
officially open our new manufacturing plant, which offers the most modern and
innovative print facilities in the market.”
For more information log onto www.foxpak.com.
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Nestlé Say ‘Yes!’ to Recyclable Paper Packaging
A TECHNICAL breakthrough in confectionery packaging will
see Nestlé’s Yes! snack bar range wrapped in recyclable
paper for the first time.
Nestlé experts, working at its confectionery R&D
centre in York, have found a way to use a recyclable paper
wrapper in a high-speed ‘flow wrap cold seal’ packaging
line. It represents a world first for a process that, in the past,
was only suitable for plastic films and laminates. Nestlé’s
Yes! range of nut-based bars will become the first brand to
convert to the new recyclable paper wrapper to be rolled out
from this month.
“Yes! represents exactly what more and more people
are demanding from manufacturers like Nestlé now and for
the future,” noted Stefano Agostini, CEO for Nestlé in the UK
and Ireland. “Last year we introduced Yes! as an entirely new
brand using wholesome ingredients and offering a healthier
snacking option of tasty fruit and nut bars. Now we’ve
turned our attention to the wrapper so that the packaging is
sustainable and easy to recycle. It’s an important step as we
work to make all of our packaging recyclable or reusable by
2025.”
Yes! bar wrappers will now carry the message “carefully
wrapped in paper” to reflect the work that has been done
in adapting production lines to handle the new packaging
•
•
•
•

the future!
Tactile – touch, feel, flexibility,
texture, braille, even thermo strips;
Free From: chlorine, toxic inks,
plastic, gluten, ingredients, purity,
health & wellness, amongst others;
The importance of your background
‘story’ or heritage and how you
can refresh/sustain the message
off-pack, online and in Social
Media cannot be underestimated.
Consumers expect to be able to find

more gently
during the
manufacturing
process.
The new
packaging
is made of a
coated paper
that is widely
recyclable with
other paper.
The paper itself
comes from
sustainable
sources,
certified by
the Forest
Stewardship Council (FSC) or The Programme for the
Endorsement of Forest Certification.
Nestlé is introducing a new flavour of Yes! bar in Ireland
to coincide with introduction of the new paper wrapper.
Delicious Dark Choc, Banana & Pecan will join existing
favourites like Tempting Dark Choc, Sea Salt & Almond and
Sumptuous Cranberry and Dark Chocolate.

more information, if they want it,
easily to justify their purchase and
producers should look upon their
‘story’ as an opportunity to educate
apostles and not just to provide
instructions. This includes making
sure your various touchpoints are
clearly labelled on your package.
Recycling Packaging at the Point of
Purchase
My wife is delighted that Lidl now offers

The Irish consumer is becoming increasingly engaged with environmental
sustainability on a daily basis and what it means in their weekly or daily
shop.

a facility to return (and hopefully recycle)
your packaging at the point of purchase.
This has implications for downstream
brand value and how you exploit
your packaging in the minds of your
consumers at POP and at home.
I had a mentor who claimed there
was never time to do it right but always
time to do the job over after a rushed
(botched) job hit the printing presses. It
reminds me of Dr Ralf Speth’s (of Jaguar
Land Rover) infamous quote “If you think
good design is expensive, you should
look at the cost of bad design.” Taken in
the context of tooling and plant upgrades
for a new vehicle, it’s a huge investment
and they have done a fantastic job of
packaging their product in their retailers’
but it is an observation just as relevant to
your brand.

