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IN FOUR SUCCESSFUL PRODUCTS ON THE IRISH MARKET
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The Development and Progression of Package Desipgn in four successful

products on the Irish Market.

Cadbury's Diary Milk
Guinness
irish Sugar: Sidcra ;

Maguire & Paterson's Safety Matches

Jean Dring
4th Year Graphics

1984 .
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Not so long ago 'packaging' meant little more than doing up a parcel with
brown paper and string. But things have changed a lot over the last 50
years and today the word has found a new meaning, reflected in the publica-
tion of packaging journals, the holding of packaging conferences, the
exchange of packaging information between countries, and the formation in
Great Britain of an Institute of Packaging. To *the designer, to the manu-
facturer of packaged goods, to the packing industry and to the world of
advertising the word 'Packaging' has come to denote the art and science of

packing merchanise both to preserve its condition and to increase 1ts sale.

The successful distribution of consumer goods in a competitive world depends
upon a sound marketing policy. It is evident that a firm proposing to
menufacture and sell a given article will first decide that this article is
one which the public is likely to want to buy. The Tirm's directors must
then'make up their minds as to the sort of people who are likely to buy alqs &
in what parts of the country or the world they will be found; how many of
them there are; what are their habits, likes and dislikes; how much they will
be willing to pay for it; what it will cost to make; what sort of shops will
sell it; the means of distribution to those shops, whether direct or through
wholesale channels; what methods of individual and bulk packing are necessary
to ensure its safe delivery and the cost of such packing and distributicn;
what they can afford to spend on advertising the qualities of the product to
the public and to the retailer; and to whether sunnorting disnlay material
for use by the retailer in his window or on his counter will help sell it.

If after all these points have been considered, the product is launched, sells

well, and shows a profit, its success can be said to have been based on a

sound marketing policy.

When to change the Package

Most manufacturers of well established products continually review the

method and style emplorsed in packing their goods. Bome well known packs are
changed every year. But it is well to bear in mind that there is likely to
be a considerable measure of goodwill vested in the familiar appearance of
the products we buy. There are many old established packages which it would
be unwise to alter radically. Others would probably increase their sales

by being changed. An old established pack possessing undoubted goodwill,

but unsuited to the contemporary market, may be slowly modernised, the change
over being affected by gradual stages - the various elements of the design

simplified or varied imperceptibly over a period of vears, so that the
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consumer is not conscious at any time of any drastic change.

Two factors create the need for change:

e The continual fluctuations of consumer purchasing habits as the

result of inventions, variations or improvements 1in the manufac-

ture of products, in packing materials and methods, or the rise

and fall in raw material cos<®s or their availability.

2. The alteration in public appreciation of appearance values, the

variation in taste which will accept at one time florid

ornarmentation; at another stream-lining.

The package must advertise its contents; and as an advertising medium it
p g

ranks high, for its appeal is made at point of sale, when with money in
hand the potential customer hovers between +he purchase of one or another

competitive product. Nor does it cease to serve the manufacturer after

purchase, for it is carried through the streets or into the train or bus,
boldly advertising to all that someone has thought the goods worth buying.

As soon as we start to use the contents, the pack is before our eyes, or

in our hands, and touch is an important factor. We think " this is no
advertising stunt. It is the manufacturers own work - the actual goods.l
can see the gquality for myself; the contents must be good." And this is

not all; it becomes perhaps a familiar adjunct to the breankfast table, the

kitchen shelf or the office cupboard. Sometimes it has a longer life, as

a container we can use again after we have exhausted the original contents.

Compared with other forms of advertising, the package design gives extraord-

inary good value for money.

In the sphere of design there is not finality. Changing fashions influence

the forms we use. Design usually tends to be based on prevailing conditions,

contemporary manners andcustoms and conventional usages. And these condi-
tions are constantly chanéing. It is a good thing that this should be so.
The work we do should be of our own time, and not endeavour to recreate
outworn modes or discarded figures. This is particularly desirable in the
practise of package design. Ifor the things of today must be sold to the
public of today in today's language. It is part of the problem of the

package designer to discover how far his public understands this language

while it is still new.
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3.

Advertising agencies are forever splitting up and regrouping under strange
names, sometimes closing down altogether as is happening in recent years.

Occasionally they lose accounts in sudden-death situations which erase
An exanmnple of such is the advertising
The

memories of proudest achievements.
agency used by Guinness in the 70's which promoted "Guinness Light".
advertising was possibly too advanced for its time and the product was
unsuccessful so the advertising agency was changed. This happens in every
company and unfortunately makes research into each company's packaging very
difficult: The companies themselves do not tend +to keep records and it is
difficult for anyone to put an exact date on when designs were first used,
Zspecially when designs go back sometimes more than 50 years.

from memory.

Sometimes a part of a label or the whole label will be registered as a trade

mark, such as a name, or a new or nodified logo. These records can be looked

up in the Patent Office and consequently a date can be put on the package
design. Howeve>», surprises turn up hexre too, when designs that appear to be

new are not registered. The Cadbury's "Glass and a half" is one example.

An 'R' in a circle appears behind the image which is the “¥nglish way of
showing a trade-mark is registered. (The Irish was is usually a small 'TM‘)

This symbol does not appear to be registered in Ireland.

The four companies I have chosen to discuss in this thesis are all well
established in Ireland and very successful in their individual markets.

Only one is not originally Irish. Cadbury's was set up in 3ngland about 100
years ago but the company saw the need for expansion and set up in Dublin

50 years ago. The Irish company is now quite a big concern and some of its
chocolate is exported back to Cadbury's in JIngland. As the 'Dairy Milk'
chocolate sold in this country is made entirely in Ireland and indeed the
company advertises blatanzly the use of 'Irish daixry cream nmilk', it has

sneaked into this thesis as an Irish product.

I have set out with each ﬁroduct to study the variations and subtle changes
that occur each time the package design is modified.or modernised and in
some cases explain why such changes were necessary. Sometimes these changes
are explained by examples of other package designs of the time and the
current trends. Sometimes the changes remain a mystery and reasons for them
are forgotten - perhaps the result of a new marketing director's opinion,

or a new agency setting out to impress the company. 3dven though each of

the four products have very different markets because of current trends in

design, occasionally similar features r i h B
L 28 appear in eac 1 3 D .
others package design.
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As these companies are so successful in their individual markets I have set
Out to understand the rensons for this success. Although package design

is not the only reason for their success, it is a part of the whole marketing

campaign and a very important part at that because it is the consumers

pérsonal advertisement. He can carry it around or put it on the table in

front of him and it lasts longer than n two minute advertisement on the

Hy

television or a page in a magazine. ‘Therefore one of *the main reasons o

the company 's success must be behind their packaging.
The more interested a company is in their.mnrketing, the more information

is obtainable from the company itself and surrounding literature. By chance
each company has fairly recently had a celebration of either 50 years, 100
years or in the case of Guiness, 200 years. Guinness actually brought out

a special bicentenary lab2l for the year of 1959. A lot of information is
available about Guinness as it is such an old company, and Guinness is almost
2s much a symbol of Ireland as the shamrock. Articles in international
design magazines praising its advertising campaigns are freéuently written.

However, they are on English campaigns and are not discussed in this thesis.

Cadbury's and Maguire & Pat erson had their celebrations the same year, in
1982. Cadbury's launched a special presentation box showing how the "Diary
Milk" label has changed over the vears since 19732 (see exanples 1 & 2) and
inside the four different sizes of the Daizy Millcibariaas 4t ) ookt todoye
Maguire & Pat<erson held an exhibition of "Lights througzh the Ages" in the
Civiec Museum. The exhibition showed paraphenalia dating back to pre-match
days such as methods for making fire by rubbing two bits of wood together
and examples of old tinder boxes along with the early safety and friendly

match-boxes.

Sverything in that exhibition is normally on show in the offices of laguire

~

& Patterson who have an extensive coillection notonly of tinderboxes etc.
but of match boxes from all over the world. Zvery match box designed for
Maguire & Patterson seems to be there but unfortunately very few are dated.
The person who collected them either does not worlk there anymore or was not
available the day I was asked to call. No one present was able to give me

any information or dates for any of the designs.

The Irish Sugar compsny has launched various inZormation handbooks for *their

50th year this year. My visit to this company proved tobe very interesting
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campaign for their present design which was introduced in 1978. Other

% I was shown some of the designs which were used in their market research
&35-,7@ companies were @ither reluctant or unable to show these preliminary
|

Cﬂﬁ@ research doesigns, possibly because one day they might be used and may only
B
GE%@ have been rejected as they were considered ahead of their time. Designs
; rejected a number of years ago for the same reason may look acceptable on
Gﬁ%@ todays terms and might appear as a more acceptable design than the one
(E?ﬁ chosen looking back on them. Fashions are always changing and designers
(Ef: have to continually assess how far advanced his design can be without
L

putting off the public completely. The designer is obviously more naware
than the public about the directions package design is tnking but has to be

8 : . |
iﬁ;“ reasonably cautious about the introduction of something totally new especially

& 5 with a race as conservative as the Zrish.
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Cadbury's

Cadbury's Dairy Milk must have one of the most distinctive lnbels on bars
of chocolate on sale today. If the word 'Cadbury's' was taken off the

wrapping, very few people would probably even notice. "The colours and

design are so strong it is very easily recognised. Cadbury's donminate
the chocolate market and while other companies such as HB and Rowntree
Mackintosh have introduced milk chocolate over the years, no brand has
ever taken g noticeable slice of Cadbury's market. dven with Cadbury's it

is their best seller, selling about as much as their other chocolate products

together.

Their success nust be partly a result of their extensive marketing, adver-
tising, as well as consistency and continuity in both their packaging and
product. Cadbury's Dairy Milk is the exact same recipe today as the very

first time it was made in 2ngland (by Cadbury's) over one hundred years ago.

Chocolate depends very heavily on advertising and attractive packaging as
iS an implusive purchase. Few people go out especially to buy a bar of
chocolate, usually they are attracted to it while buying something else.
That is why chocolate is sold almost everywhere and can be bought almost 24
hours a day. As well as newsagents, it can be bought in bars, trains, garnges
fish and chip shops, supernarkets etc. Cadbury's usually have their own
stand in shops, called a salesmaker, where all their types of chocolate are
arranged by a designer so that the different colours of the bars will
compliment each other rather than clash. .s Dairy Milk is their biggest
seller, these bars are centred and are arranged vertically according to

the different sizes. This is called "the purple stripe". A great deal of

thought goes into maximising the purchasing opnortunity.

Cadbury's set up in Ireland in 1932 and over those 52 years, while +heir
colours have never been altered, the design has changed on average every

ten years. The type of packaging has never been altered eithe» which has

always been 'foil and band'. Iast year, however, the foil was changed from
silver to gold type on the label. This was not done before as gold foil was
more expensive than silver. This has made a big improvement in the bar's

looks, though subtle enough, it appears, for a lot of preople not to notice.

Over the years, the variation between each label has been very subtl d
Yy B € an
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3. The same picture was also printed on small cartons

sell-out” box for Cadbury’s ¢. 191
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| 6:9 each one a progression in design from the previous label. To compare the
% first design with the present one, the differences are very obvious but
62; S€éen with the other stages in between, it is easy to understand. (see
@ éxample 3),
%3§
g The first design of 1932 looks very cluttered compared to modern design
e which tends to 5implify everything. ‘The ribbon used Zor the words "Dairy
T Milk" was Veéry popular around this time and secms to have been left over
) from the influence of Art Nouveau on packnge design as it is also used on
& the design for "Peters Chocolate" (shown example 4) designed in 1901. The
ri early designs for the "Dairy Milk" bar (example 5) in 1907 before the
= Sompanyfcarelitol Trelandl nllso [show obvious Axrt Nouveau tonin oo As Art
(o Nouveau went out of fashion, the design was simpiified to accentuate the
@iﬁi ribbon, and the flowers were removed.
1 The soft and Swirling lines created by a »ibbon would be liked by designers
e of the Art Nouveau period and must have been a popular image. It seems to
(S ) appear on a lot of package design right up to the 50's and 60's +hough
@:?3 increasiéay simplified "Wrigley's Juicy Fruit", "MeDonald's Buscuits"

1 "Hawthorne" who also make buscuits, and "Maguire & Pat erson's" safety

I matches in examples 6, 7, 8, and 9. “These examples are dated between the
ZEMK 4 4 ; :
@lf@ 30's and 50's and show more simplified and more angular representations but
(Thma ) are obviously based on the ribbon inage.

: e Sy IR
Y cnocom'rs@;\ | €

" :f;::m‘ 3 ( @:Lg In the design of 1932 (example 10) the woxd 'Cadbury's' has no speci:il
‘ﬂ. character of its own. It is the same type face that is used Hn bl oe copy
@:WD on the label, except it is slightly larger. It appears never to have had
€@ g any style of its own to make it a logo, as examples 11, 12; and 5 show.
@fﬂja The type used is always the same as the rest of the copry but each box or bar
ﬁ is gquite a different style of typ& to the other. Only the word 'Cadbury's"

is patented not the way it is written. The type used in 1932 is a blocky

serifed type and all in capital letters. At this time capital letters seem

GJ ? to dominate package design as can be seen in examples 4, 6, 7, 8 and 9.
« 9 Lower case lettering has only really come back over the last twenty years.

‘[ The milk-bucket device and the Lotcaral UCIID SIS are registered as trade marks
§§gi’ since 1930. This is probably the forerunner to *he more attractive "glass
S"t:]ra and a half" used today. Obviously it is out-dated now as few people can
& 78 recall what an old-fashioned milk-churn looked like - it tends to look nore
i

—
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o
@?‘:‘3 like an 0ld-fashioned wvashing bowl.
&

5 All des‘en on the label is centred and symmetrical as it still is today. |

Even the weight and price on this design are put in medallion shapes

?9 Palancing each other, one on each side at the bottom of the label.
CADBURYS | 63 alos5 8light adjustments were made to the label (example 13). The type
W% _ 6:-*3 is changed to o sans-serif typeface which became very popiilar and remained
5 ;‘ h; Popular fgr & number of years, as examnples of "Wrigleys" "Macdonalds" and
CZQCP—EPTE ?\ @3 "Pattersons" show. All the trade nromes are sans-serif. This use of lettering
éﬂjs lightens the effect of the design slightly.
Sy
(S The drawing of the milk bucket is changed; it looks rounder than on the
| = Previous label and is changed ot a coloured background on gold. This is a
@K:a more definite statement than the spidery ¢zold lines of the other drawing.
« There is 1lit+le change elsewhere on the design. "he »ibbons have remained
& the same as has the complete layout.
:
!
! @F@ foithellod il design, (exanpla 14 the il yion s oL ENTP I S. weight and
CADBU RYS g 1 (S price have been removed from the front along with <he tiny copy about the
m % @!i label being registered. This design h&as the same uncluttered appearance we
@’!3 BeS ®oday on Cadbury's design. 411 unnecessaryitypel inieen Tl L
CHOCOLRTE ) l label as it is on today's label. This reflects trends of the time as examples

: ] €

L_..A;';v,;-,.-i::-;': S oaviiLK ~ B

15586 and N7 s howet N tench of the examples the trade mark is given an

N
i
i
—

™

opportunity to play a more important role in the ensemble and vet does not

® ® @

~

dominate over the more es sential elements of the design. In the new design

=——s

for Tilden's butter carton all the important elements are concentrated in

i

)

one unit which is easy %o see and STands out from its surrounding background

The four packages in the background show the old st tyle

D om

..__.._._____‘_.___._a

A bolder version of the type used in the previous Cadbury design is used on
this 1941 label. ‘he type is the sgame throughout except that the lettering

in 'Dairy Milk' is extended so that it is slightly wider than the rest of

X

A ([

the type used. The ribbon on which the words are superinposed is slightly

PP @ 9 @ @

& narrower and the words fit more snugly. The drawing of the ribbon is different
(- the folds on top now match the folds underneath and the edges have been

. simplified.
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T The milk bucket has changed back to the 1932 version on the purple back-

& €round . However, the lines are less spidery than that drawing and the
@fﬁg Tounded lines have been retained from the previous drawing. This, as the
@f& trade mark, stands out nore than previously simply because the quantity

]*_ of information has been removed. I+t cannot dominate though as it is not =2
@:Fg Very large on 8trong image. Cadbury's Dairy Milk is the dominating feature
€ of the design. f%his is the last time we see the nmilk bucket ns on the new
@Z%@ design the name Cadbury's takes over.

[ In 1951, (example 18) the soft

H,

lowing scxript of Cadbury's was introduced.

. Gt I It stands apart from the rest o0 the design though still no= dominating it.
‘§2%¢ﬂ;u¢€f0 i L

5t replaces the millt churn used previousliy, as the new trade mnark. The

)
¥

]

oAt RV A ML, ]

CHOCOLATE

(e | Script of Cadbury's has taken on a fluidity and sense of movement that the

ribbon has lost by now due to continual simplification. This attractive.

o
b
@

individugl rendering of Cadbury's is +he same as the one used today except

Giwﬁg for two minor ad justments made To it in 1961. YSuchard around the same time
@2?3 produced a similar tyve of logo as we can see in exannle 19.

The ribbon is still divided in two nlthough the milk bucket has been removed.

r These two designs are perhaps +he most dramatic of all the changes in the
&y packaging. The swirling folds of the las+ ribbon design are gone comnletely
@ﬁfl although the curves in the nMain part of the ribbon remain the sanme. It is
»ﬁﬁs hardly recognisable as a ribbon anvmore, but it is obviously = development

{ of the ribbons previously used, and +alces up *the same space,

T
b o0 W

w

Type at this tinme took on a very spread out appearance due to bigger Spaces
between the letters. This is what gives advertisenoents of the 50's a very
distinctive look as exanples 20 and 21 show. The spacing between the

I
l lettering in "Dairy Milk" and “chocolate” is wider and as this trend continues

i
® @

into the early 60's, it is evident in the next design also.

In the design of 1961, example 22, the nain change is the ribbon.

@ @

Continiously being simplified it is now joined together to form one strip

T ®* ™ D

@

out to make the ends wider than the middle, no longer the parallel lines of

1
I with the top curve extended more than the lower curve. The ribbon curves
I

previous ribbons.

"Cadbury's" now stands the way it does today with slight adjustments made to

® ®» @

two of the letters. The swashes have been renmovaed from the bowl of the

n *® ® ®

¥ W@

letters "a" ang "b", probably to increase legibility and tidy it uo




: iments the
which is the present design. It appenrs more balanced and complime

Nnow even more symmetrical design better.

£ 1gn
Symmetry is continued in the ribbon which now runs to the edge of the desig

&

,5T with the ends parallel to the sides of the label. Because the ribbon edges
”-iJ&%is . b Yere previously out at an angle, it created the il .usion that the lower curve

MILK CHOCO Q’jj of the ribbon had a more pronounced curve than the upper curve. In fact the

fo curves have always been equal but with this new drawing of it, it only now

fﬁ‘ becomes evident. The zold outline on the ribbon stops at each edge so it

: looks like a cut strip of ribbon.

o

= The gold outline is echoed in the lettering of "Dairy Milk" which perhaps

oy is not so clear as the previous design but is still legible. “This fills

iy out the space around the lettering and gves it a softer appearance.

)

i Though the label now looks very far removed from the First label of 1932,

e carried through each stage, the development can be seen clearly. As it

ey occurred so gradually, it was always recognisable ng Cadbury's dairy milk

ﬁﬁfa eSpecially as the basic colours of purple and gold never changed.

IGE sl interesting to see the slight variations made on the band Ffor the

different sizes of bars. The smallest bar is longer than the 42g bar,

- which is the one discussed throughout this thesis, and the most popular size
. ~ s ~ - 2 o

f;;a 80 the design is elongated. The ribbon (example 26) is extended +o I UL (o3 b =

the space created by the extra length, and the words "Dairy Milk" are slightly
bigger. The width o€ ribbon has no* chnanged, but as the letters are bigger
they take up more length than they do in +he 42z bar and Till out =he extra

length of ribbon needed <or the smaller baxr.

{
® @

1
The 100g bar (example 27) changes format and uses the width of_the bar

instead of the length. The ribbon is widened so that 'Dairy 1ilk' does not

have to be reduced but is Severated to make two lines. The type would

15))

@ e 9w

appear very small if it was kept on one line. This is the only bar in the

e series with "glass and a Half" symbol on the front as a désign feature and
\7_ it looks extremely attractive. It is strange tha< this svmbol does not
ilﬁa appear to be registered in Ireland. It is the only bar with the welght

Llﬁa displayed on the front. There is also a narrow gold band running along the
€ ] bottom, the same wid+h as the outlines to the ribbon, *o stop tha glass and

a half pouring into the "dairy milk chocolate"

which is repeated at the
botton and the weight is also repeated. .

LW
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The design continues through the other types of chocolate in the range.

The purple and gold is used in all the bars along the top but the type
5till with the gold outline, is in red on +he other bars (example 28, 29).
The sane type face is used, but what nmakes the rest of the bars so distinc-

£ 3 & i A i - 1
tive is the ~ppetising »hotograph used on all the bars except "Tiffen" and

n 4 g ~
Golden Crisp". The photograph shows at a glance what the chocolntes flavoux

1S. Otherwise the layout of the design is basically the sane.

As chocolate sells as an impulse purchnse, it depends very heavily on
advertising. If the package deisgn did not azttract attention, the chocolate
would not be purchased. Cadbury's have proved how careful advertising and
promotion of the product csn mean domina+ting the milk chocolate market in
Ireland. Other brands have tried to break into the market and have been
unsuccessful. Not only because of poorer marketing abilities, but also
beczuse the taste of chocolate varies, and while people will try a new brand
when it is advertised, they will always go back to the taste they prefer.

Cadbury's have never changed from theixr original recipé for chocolate so it

has always been consistant in flavour.

The colours of the dairy milk bar are very distinective and memorable which

is a sign of good promotion by Cadbury's. “he only other competion in
Ireland to "Dairy Milk" is Rowntree HMacliintosh's "Yorkie bar", though dispite
all their advertising, they do not utilise their paclinging or colour scheme
to any extent in marketing as Cadbury's does (e.gz. "he salemaker and purple
stripe) and as a result their packaging is not so nmemorable and probably

does not stand out so obviously to the surchaser. As an impulse purchase |,

the package design must stand out to attract the consumer to buv.
A/

The purple andgold stands out out very persuasively on the shelves of the
shops, and while chocolate is not quite the luxury it was at the turn of the
century, one cannot heln feeling a little luxurious opening a chocolate bar

with such rich colours on tThe wranper.



Guinness
.

In the year 1759, Arthur Guinness bought a small, disused, ill-equipped
brewery in James's Gate. Beer was almost unknown in rural Ireland where
whiskey, 9in° and poitin were nmost easily available. Guinness started
brewing a brown ale but a new drink called 'Porter' was being exported from
London around 1772 and became quite popular in Dublin. Guinness started to
brew porter and by 1799 had given up brown ale connletely.

the
By B33, Guinness was largest brewery in Dublin ahd the povularity of
Guinness porter grew until the brewery became the larges< in *he world.
This century Guinness breweries have been set up in —ondon, New York, HNigeria,
Malasia, Cameroun, Jamacia, Sierra Leone and (thana, and is brewed by contract

in many other countries.

Despite the enormous expansions of this company, i* s+ill retains an image
of being a family company. Guinness has been passed down from father to son

Since the first Arthur Guinness and even today the conmpany is run by members

of the Guinness family.,

The first officinal record of the Guinness label dates back only as far a 1876
as 1875 was the Ffirst vyear a trade mark could be registered. However Guinness
claimed use of the label for fourteen years before that date. This label

very much resembles +he shape and stryle of zthe label still is use today.

The harp used on all Gfuinness labels was also registered in 1876. This harp

is based on the Brian Boru harp which anpears on all Government stationary

Jiotiy

/ 1'3_465 "H'L The harp used by Guinness is a reverse portrayal. As it is a principle
(S
tHuszML%wEﬂ s Irish symbol, it is easy to see the connection that an Irish harp has with
<%.F3 "l a beer brewed in Dublin “or so long. Over the years it has changed very
:g ﬁ'!”’ little except on the presgnt label where a nore simplified ver»sion is used.
BU‘ l ;
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™ Black on buff are <he colours used on the Ffirs+t label, (exumple 30) which

7 like the harp have changed little. In fact +h

f11]

label has always been printed

» black on buff though a little red wns added to the label a few years later.

” ®

n B
» @

The consistency and continuaton . tha=« Cadbury's have always used in their

Bl B0 of st Gusinniess T e bark Lahel design is also a feature of the Guinness label.
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