
Mo, £5U

f71OO$S 77 -7 M c_

THE NATIONAL COLLEGE OF ART AND DESIGN

In candidacy for Degree.

By Martin Ryan
March 1990

Faculty of Design.
Department of Visual Communications.

THE GREEN AGENDA;
THE EFFECT ON PACKAGING AND ADVERTISING

A thesis submitted to the faculty of 
History of Art and Design 
and Complementry studies.

iiiiliiii



>

>

I

CONTENTSI

>

Introduction Page 1

State of the Earth Page 3

The Green Challenge Page 6

Packaging (Introduction) Page 9

Green Packaging Page 12

Advertising (Introduction) Page 21

Green Advertising Page 23

Conclusion Page 36

Bibliography Page 39

Articles/Periodicals Page 40

References Page 41

Acknowledgments Page 42



>

►
►

INTRODUCTIONi
►

Is it green?>
question in shopping centres, sma11 shops ,

petrol s t a t i ons .

concern for the public.>
Words etc . grabI

)

shelf.ma r ke t

state ofconcerning the

of over-exposure

We have been labelled throw away culture"" the

things, because of enormous waste problem created bythe

over-production.

the prob 1em i sThe seriousness of

being placed upon industry to find lessand pressure i s

hazardous methods of producing goods and to produce more

environmentally friendly products.

trend towards buying green products increasing

still rema ins

o f and altered existingnew products ones

a 11 compe ting for

for adver t i s i ng to adopt

approach to creating

1 .

although the problem

now being realised

The media bombard us with programmes

a yellow flash

such as bio-degradab1e,

among oher

everyday vocabulary and a real

our attention on advertising billboards or exploding from

our health as

chemists and

a result

awareness about these products.

More and more people are asking the same

With the arrival

and the

ozone friendly,

to toxic chemicals.

on the side of

the same market,

the environment and the state of

a new selling strategy in its

of ourThe green issue has become part

a new product on our super-

far from being solved.

it has become necessary

Public concern is growing



ft
ft
ft

has creptissueThe the mostft green

o f advertising andunexpected area is man ipu1 a t i ng its marketft
subtle yet powerful way using heightened environ-i n veryft a

In packaging,men t a 1 theretoo , i s increas ingawa r e ne s s.ft an
traced. Apart from the obvious,to beinfluence Gr eenwa t chft

it willand Ecover products, be that the existing packsseenft
altered to accommodate forhave had theto be trendpresentft

in buying in order sustain their markets. Shopp ingt oft
largely responsible for introducing these greencentresft are

them using stylised point-Ireland and promoteproduc t s t oI
of-sale material.

I wish to examine thethe following chaptersI n

the environment and theof industry uponeffects reasons

I wi 1 1 the Greendiscussfor situation created by it.t he

Party, how it has gained strength and changed public

topic ofalsoideals and philosophy areopinion. Its a

such asdiscussion. I wish show how organisations,to

type ofthe media and Green Party have created newa

t he ma r ke t .i ncus t omer

such asThis concerned with issuesi snew customer
the state of the environment, situation hasThisetc.
resulted i n t he thisaimed atemergence of green products
marke t. I wish how designers have packagedt o examine
these products and al tered to accommodateexisting ones
for the new market This change in theand demands.

2 .

into perhaps



has resulted in advertisingmar ke t re-directing the
o f their campaigns. The shift i n adver t i s i ngme s s a ge s

only relatedi sdirection not

the environment butha rmf u1 e1ement s t o to the general
consumer goods.advertising of

STATE OF THE EARTH

the devils of his own creation:Man
( 1)Albert Schwe i t z er .

life itself the relationship betweenThe history of i s

and their surround i ng s.living things Since the dawning

great degree sculptedo f hasthe environmentt ime t o a

forms which we today and hasi nhab i t an t s t heits into see

they need for survival.pr ov ided them with all But i n

ha 1 f century the balance of the power hasthe last a

capacity for creation andsh i f ted, giving man an enormous

destruction. has enabled man to behaveThis power

recklessly and without responsibility towards vegetation

and an ima1 life.

One Strontium 90 whichsuch example chemi calt hei s
i s re 1 eased into the atmosphere through the explosion of

the earth asTh is returns t o
rain or drifts down and becomes part off a 1 lout thea s
soil. This the involved in thechemi cal to becomecauses

food cycle, eventua1ly becoming part of and remainingus
there until we die. 500 chemi calsnew synthet ic are

3 .

to products which possess

nuclear missile testing.

can hardly recognise



produced each year.

and are or
preservat ives. totally foreign to the

known how much damage they cause longbody and i t

imp liesIn effect, this that modern is carryingt erm. man

since the birth of life

itself,

for thisSome of apparent reckless

the gradua1 in world population andincrease

prolonged life By the 2 000 the presentexpec fancy. a tyear

six thousand million.the wo rid population willrate

is placing demands industry like neverThis situation on

greater need for housing, food,before, heat,

in people wanting aBetter education has resultedetc.

increased tensionbetter home environment. This leads t o

nourishingthe producer to make better appliances and moreon

food in turn causing increased waste

Modern economic growth to increased production andleads

increased pollution. cycle cont inues.And thisso s o ,

increased production thati s

it bee ome s (however hazardous)necessary to design chemicals
that thereBut
has been long termtesting regarding their
effects.

In post World War the production of11 Amer i ca,
1 947. This124,259,000 pounds i n

4 .

synthetic pesticides was

The main problem with overall

introduced to the crops as either pesticides

causing a

is not

These chemicals are

little or no

These chemicals are completely artificial

food more nourishing.

chemicals around in his body that,

preserve and make

have never existed.

behaviour are

the reasons

be over

in terms of packaging.



staggering leap to 637,666,000 pounds i n
This pattern of growth in the1 960. i s

mirrored in Europe

Other

Su1phur-dioxide emitted by chemicalour atmosphere.o f

oil ref ineries , stations and the domesticplants, power

fuelsburning of fossil causing
increasing the natural temperature

insulation of thethe earth by theo f This

t o me 1t , increasing the tidal

height and altering weather patterns affecting vegetation.

Chlorofluorocarbons, CFCs ,

1e t ha 1

violet light leading to genetic mutationsto penetrate,

in animal and plant

In London 1 9 52 , 4000 people died asi n

Smog is largelyo f smog .

from cars and domestic and industrialcomposed of coal and oil

In Los Angeles presently 70% o f i sthe city spaceusage .

devo ted to form of car parks and roads.i n the

Three million vehicles 2000through it daily releasingpass
t onne s of exhaust fumes daily and 450 acid.tonnes of nitric
They then react chemically lachrymatory fog causing

lethal. The
situation is beginning to reach epidemic proportions globally.

a 11 i t ude.

5 .

use of pesticides

The problem is

a s we 11.

sun's heat.

is becoming more and more

are bi-products of aerosols,

excess of ultra-

f igure makes a

forms of pollution are also causing the decay

to make a

and coke are all

a result of

layer causing a

a greenhouse effect,

breathing an excessive amount

in turn causes

these erode the ozone

serious lung problems and affecting surburban vegetation.

one o f

the po 1 ar caps

such as coal

as causing skin cancer.

The air we breathe

the car

life as we 11



The prevailing industrial attitude towards the env i ron-
ment actions.

looked for shortIndustry has cut s i mined i a t e

examined the longnot term consequences
is only very recently that industry11ac t i ons.o f its

o f the destruction i t has caused.taken no t i cehas Sadly,
the result demanding marketi sthis

One o f the main pressureon change.insistswh i ch groups

the Green Party.to begin

THE GREEN CHALLENGE

until recently, been by the publicThe Green Party has, seen

up of drop-outsorganisation mostly madeobscurea s

large extenta 11 i t ude towards them hasor hippies. This t o a

They wereaffected the seriousness of their me s s a g e. no t

party in Ireland andserious politicaleven

when the result oftended to be catagorised with "Others"

This changed radicallyelection t ime .

total ofwhe n the 1989 they received ai n

advertising behind24,824 votes and did littlethis wi th very

them. in the 26th Da i1With one member, Roger Garland, now
they are last beinga t 1 i s t ened to and are
force with which to be reckoned.

The ir manifesto other political partylike most
man i f e s t o. It does not make promises in the usua1 economi c

a

6 .

way but offers

of evading responsibility for their

this change was

considered a

Irish elect!on

in solving its

considered a

a very

problems and has

voting was broadcast at

is one

change in attitude for an alternative

of public pressure and a

i s no t



saving the worldt o and dedicated t o

personal fulfilment. pol iciesTheir radically differentare

change regardingempha siswi th the ob se ssion withonan

wealth created in present day society. They wish to see

opposed to patriarchalf emi nine society.a s And

for thisi si t f emin i s t s.reason

they claim they havethisTo they

feminine characteristics being adoptedwish i nt o society.see

end of the exploitation of the earth'sThey want t o see an

in f avour o fresources a s

aim of reducing the consuption oftaxing energy with an

This would imply heavy taxesfuels.fossil etc.

for by abolishing incomethey would acocmmodate thisBut

tax .

sma11 f ami 1ysociety would be o f theThe Green one

bus i ne s s ind i v i dua 1 corporat ionsand Largeenterprise.

wou 1 d the Green Party would view themexistt ocease a s

dehuman i t e r i an. Green Party philosophyThea s

down into foilows:seven guiding principles a s

1 . All po1i t i ca1 , shou1dsocial decisionsand economic

be t aken a t the 1 owes t level.effective

2 . The impact of society should notthe environmenton

be

3 . o f sus ta i nab 1eis vital toresources a

society.

7 .

Conserva t i on

society comraited

ecologically disruptive.

gone beyond feminism as

can be broken

a more

they have been branded as

an end for private gain and are

on cars,



Society should be guided by self4 . re 1 i ance and
al 1 1 eve 1s.co-operation at

As caretakers of the ear th, have the responsibility5 . we

fit and healthy state.i ni tt o pass on a

The poverty of two-thirds of the wor1d's f ami 1y demands
redistribution of the worId's resources.a

over rides nationalThe and
(2 )c omme r c i a 1 interests .

1i s tedthe principlesThese i nare

printed on bio-degradab 1 e paper line wi th their beliefs.i n

real policiesI n their t itnes too U t i op i ant e rms a tare

be be 1 i evab1e. But by and large, their manifesto makest o

The Green Party's globali f rad i ca 1interesting, v i ew.an

in changing attitudesirnpac t has been very f undame n t a 1

i n indus try. An examp 1e increasing strengtho f their

terms of public opinion was when andi n the Saatchi
( 3 )Saatchi advertising agency, who represent the English

Tory Party, therequested Mrs Thatcher not ment i ont o
word "green" in her speeches this wou1d actthey felta s

free advertising for But how hasthe Green Party.a s

design adopted the green challenge?t o

The Green Party's a 11 i t ude towards packaging is
o f conserva t i on environmental pollutionone so 1ut i on t oa s a

smaIler scale disposal o f dome stic refuse, reduc t iona
in the of packaging (which would be bio-degradab1e ) .use

8 .

need for world peace

their manifesto,



the particular product.forshelf So how has industry
accommodated for this contradiction? lies
with the package designer.

PACKAGING (INTRODUCTION)

"If

as
bite of
s omething".

Primoangeli (Designer)

containerAt

designed to hold Packaging

Ba s ke t s, jarsthe

transport food and waterand skins were over

in communities1 ong distances safely. liveAs man began t o

began to develop.and built t own s

Early Egyptian tomb paintings, Plate 1 , show government

goods all

separately on weighing 1 awsscales. In Greece and Rome,

passed governing the quantity of oil and wine t owe r e

jars). So
i t

invention but

Today, packaging is itself

encompassing the most advanced printing technology and

9 .

be transported in amphorus (large ceramic

a primitive industry

The answer

you can visually say a food product tastes good 
you're home.

its most basic definition,

to pick the product up and take a

was one of

the mass produced package is not

packaging serves as advertising on the

a package is a

a recent

officials weighing and measuring consumer

is clear

it wrapper and all,
(4)

a gradual development of an early idea.

you have really done

a sophisticated industry

But clearly,

If you feel

used to

a specific object or product.

without ever using words,

earliest human inventions.

i f you want





innovative design.mo s t The wea1th of
i s end less

different combinations of structure and
col our attention selling second.
The

are

o f
film (al though siIk-screen F1 exo -

process by which rubber printing platesprinting is a

are made from the designer's finished artwork. The plates

then wrapped around metal drums and printed in theare

form of printingThis cost effectivei s

film. The quality is

the Graveure process but is effectivei t

s imp 1e in structure.

Graveure i s

(film),

the most

popu1 ar

o f the carton container

the printed matter andwhich are designed to take

The plasticpre-designated structure.i tconstruct

i s mou1 ded into thea s

label i s applied.designed form on which the paper The

The technology''Filled" into the pack.product is then

is very fundamental to our understandingat work here

10 .

These techniques
especially effective for printing on plastic reels

main printing techniques developed for packaging

carton or plastic.

f orm and colour

to a

gives exce11en t results whether printing on reels

a more expensive way of printing and

is occasionally used).

containers are produced by injection moulding, whereby

to grab our

Both these processes are

for a brief

designers use

usual manne r.

for printing on reels of plastic

is created by Cut-and-Fold machines

are F1 exo-printing and Graveure.

its name suggests the plastic

providing the artwork is

not as good as

for printing on plastic containers.

on our supermarket shelf in its variety as

The structure



limitationso f the "all

things package designer must

al 1 the restrictions placeda t upon
production methods.him by

Packaging theory has evolved parallel with that
o f adver t i s i ng. simply because theThis i s pre-determined
design of the package will eventually effect the conceptual

end of the advertising campaign. Continuity is essential

new brand; there f ore , i t

the package complement the advertising campaign.that

the package
(5 )designer. Mi 1t on Glaser be 1i eve s the exp 1os ionthat

in package design the shopping

Producers of product were forced tothecentres. same

fight it out

they employed identities for themselves. He be 1i eve s

its audience andthe product should be targeted atthat

be the package. Thisthe veh i c1e to achieve

strictlytarget marke t,

producer believesdefining the audience to which the

effective identity for thehe

task and all the psychological tricksproduct is the next

this.of association will be used to achieve

thought believes that advertisingo fAnother school

it compels peopleand that to search"Pull" strategy

I nfor the produc t.

Thishomi ng beacon.

11 .

when advertising a

To create an

is a

is crucial

came with the arrival of

this case

idea lays heavy emphasis on the

the package acts as a

times be aware of

this shou1d

There are several

is selling.

are not possible" and a

on the shopping centre shelf and to do this

ideas on the function of

theory involves research into your

it can impose on the designer as



"push power o f the pack
incidental Bo th ofa s these

of the assumptions thatcourse, can bewe
compelled to buy things. But perhaps
term would be " i mp e 1 1 e d 11

and not involuntary, as

To understand the language of packaging involves

understanding of basic semi o t i c s,an a s

its

itself specific audience.

the Signi f ier and

Signif ied. Judith Williamson states

"A - whether object,
word , particular meaningor picture

11 thet o
thing nor but the two together.

the Signif ier , the ma ter i a 1
object , i s its meaning.

By using symbols

layers of meaning By adding one symbol

complicate these messagesto another,

the cus tomer.

GREEN PACKAGING

of

12 .

a voluntary action

based on

the meaning alone,

in a package.

a designed package

The Sign consists of

practice a

the designer can communicate several

which has a
is neither

and make unseen subtle suggestions to

and secondary.

sign is always thing-p1 us-meaning".

as buying is

the designer can

notions are,

to communicate

a new wave of

a person or group of people.

function and to direct

a more accurate

uses symbo1s

the advert and tends to see

products on our supermarket shelves.

can be broken down into two parts,

Recently, we have seen the appearance

and the Signified, which
These are only divided for analytical purposes: in 

(6 )

sign is quite simply a thing

at a

the previous term suggests.

These symbols or signs

It comes as no



surpr i se environmenta1 1 y
f r i end Iy. The s e

to Quinnsworth and were imported from the sister organis-
Lob1aws Supermarket in Canada,a t i on,

being produced Superquinn have
the Ecover and Green Force products

them with their Superquinn Greenwatch

clear thatCampa i gn. It a market has appeared andi s

i t . This

large selection including

f oods tuffs, The packaging of these

i s hand 1ed very differentproduc t s

Examine Plate 2 .

Force washing powder

you would expect. the conceptButcar ton

beh i nd the package reveals pass ive

used of water cascading downf ace . An illustrati on i s

In the background there are pine forestsmount a i ns i de.a

loosely rendered,and mountains. The

i t exp lodes intocapturing the movement of

the bo 11 om o f the mount a i n. The skya white flash at

handled using diagonal strokes emphasising the speedi s

this mean and why doesWhat doesof the gushing water.

illustrationbox of washing powders? Thisit

very power f u1itself sign,i ni s one , a sa

Plate 3, unifying them.sister produc t s,severa1on

13 .

green products were

unique manner

and a

than a

construction as

these products are

in a

in an average

many potential suiters are appearing to fill

now introduced

appear on a

the water as

new range of products has a

detergents and fuels.

are adver t i s ing

it has more

to their rival products.

Here we see Green

illustration is

as they were not

to their shelves and

originally introduced

that all

in I re 1 and.

it appears



V'*# i- <

1.05kg eE3
Plate 2: Green Force washing powder

Plate 3: Green Force product range.
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At first glance our that the powder
conta i ned the pack will, because ofi n its lack of dangerous
chemi cals, damage the environment.t o

thereinspect ion secondary message which is much
subtle and therefore more powerful.more

i1 lust rat ion instead of a photograph? this i s
illustration

iated with freedom of expression and individuality.assoc

lake suggestsserene

i n tended to bethat associated with force and energy

which implies youth. This idea of youth and energy is

again reinforced by the brand o f the productsname

Force " . looking at the logo we find two differentOn

tones of The word Forcegreen used. i s

i1 lustration.in co 1 our that of thet o

is partially obscuredlessens impact of the word asthe i t

This ha s the effectby the over all colour o f the pack.

of communicating the meaning of the word ''Force1' without

thereforeequal visual suggesting itsgiving it status,

value

that the supportingGreen and Force.

the Rbar

interfering and breaking its continuity.

race implying

ideastrength and speed. This

14 .

Perhaps

"Green

a wa t e r f a 11

i t wa s

is pushing its way through the main bar of

do no

is more personal and directly

they begin a

lighter and closer

Why use an

Th i s visually

because an

is a

The implications are

as opposed to a

But on c1oser

The use of

in a

R's resemble sprinters as

On closer inspection we find re-styled "Rs" in both

subliminal manner.

impression is

is reinforced by the slight

These re-styled
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Plate 4: Ecover product range
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Plate 5: Ecover washing powder.
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the type indicating speed.

The message behind this pack a pa s s i ve
would apparently

o f me s s a g e s al 1 suggesting youth, individuality and force.
The package itselfa ims a t

i nvo1vedi s It i s aggressively seizing
upon its market by mirroring the qualities the buyer

she has . This pack is effectively using

sign language to address ideas

using

o f symbo1s

a large

is Plate 5.

Ecover washing powder.

Heres imi1 ar

although this time theagain we

Thetrea tment

circular border with a whiteillustration is f ramed

the effect of includingband surrounding i t .

mo t i f i s ,i1 lustration.ideastwo
loading door.v i ew o fa

re i nf orcedThis i s

r e s e mb lesillustration which

The secondaryofinside

This is achieved bythe earth.o fthatimage refers t o

illustration and the white bandthet he
suggesting the atmosphere. Th is pointwhich surrounds it

1 5 .

c ircular shape of

a washing machine

a washing machine.

by the water filled area

left-hand side of

is clearly not

Th is use

in one

in a

one as we

Th i s has

the young active buyer who

these Ecover products

ser i f s on the

is essentially linear in approach.

the perforated effect as

a network of symbols and implications.

a complex series

range of products all using similar layouts.

in current events.

the Green Force pack (Plate 3).

be 1i eve s he or

This pack uses symbols and signs

its audience and create

i n the

The circular

on the one hand,

seen on the

An example of one of

to that of

find an illustration,

is again to be seen in Plate 4 where we find

t h i nk, but



is emphasised by the cloud shape suggesting atmosphere
left hand side of the pack and by the logo for

the product Ecover which two words
Eco-Ver by the colour t rea tmen t. represent ing
sky, and Ver is green representing earth.
signif ies the environment and acts a s

throughout the range of products. By unifying the idea
of earth and

third resulting idea is suggested. Th is resultant i s

cleaning the environment. This the objectivei s

message of the package design but it communicates itself

making it harder and under-

s t and.

the el emen t sThis i s because in these packs can

quite separate from each other and only become

unified messages when assembled. the ass emb ledi s

the message behinde1 emen t s the design ofthat suggest

and thethe pack.

environment suggests the notion of cleaning the environment.

i n "Re cover the

this particular packt rends,Aware ofWorld". current

its message at Animal Rights supporters byalso a ims

"not in the whi teincluding the message

white dove (a symbol for peace) flyingc1oud and

towards i t .
But perhaps the most striking differencethey appear.

16.

a powerful symbol

illustration aa washing machine into one

tested on animals"

in a

For example a washing machine

on the

to see

be seen as

subliminal manner

placing a

Clearly these packs are more complex than

is broken into

Even the word Ecover suggests Recover as

the act of

Th is of course

Eco is blue,

And i t
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abou t them is t ha t these products do not boast of their
me r i t s etc.

genera 1
Theno t idea ofconcern, saving the world

i s
o fthe heart By and large their productsa t

they addre s s themselves to

But existing products, too,

have had to be altered to accommodate for the green challenge.

These newly adjusted packages and products

increase and

t end t osustain their target markets. These products

be phosphate free, CFC free and bio-degradab1e. In the

6 ,Ultra, Plate

radical departure from its previous pack as i n

concentrated and, theref ore ,Plate 7 . The produc t is more

selling point of theThis thehalved i s

the al tered leavepack seeksadvertising campaign. But t o

its expression of this message.stone unturned i nno

green stripes indicates clearly that theThe addition of

stripes imply speed. The col our

imp lies its speed i nobv ious choice,

Thisthe environment.returning to
This sort of pack directlyby the logo placed in italics.

market more conscious of the environmenta ims

17 .

The point addressed by these packages

Green Force products
their message.

by buying the Ecover brand or

i n amoun t.

i s a

are now

becoming more environmentally friendly to

case of Ar i a 1

see a

green, perhaps an

is again emphasised

such as cleaning power,

powder is an active one as

are easily identifiable as

the environmentally aware.

a specific one.

for example, we can clearly

itself at a



its packaging by its enthusiastic
desire But

not bombard

complete departure in design direction.

But the change

Ar i e 1 . hard evidence t ono

affiliate produc t s. It does not

either in logo layout andor

there little attempt the

Yet i t i si t t ogreenness. seems

completely harmless and natural

the env i ronmen t.

the logicalto packaging is perhapsThis approach

the green agenda. 11 that the Greens e eras

intention of reducing bio-degradab1e packagingParty's

minimum has been assimilated

r e s u 1 t in Plate 8 ,
Glade Pot-Pourrithe face of i nnocence .

say verba 1 1 yIt does notlooks harmless and inviting.

insists visually that i tharmless butit'sthat
of the phogo-effectThisharmless.

the shape of the package.fillgraph in which flowers

illusion is quite complex. Firstly,The effect of this

18 .

the passing buyer.

in origin and therefore,

to a

which takes on

there exists a
to grab the attention of

this pack with green

is achieved by the use

is very

is c omp1e t e1y

to sell

far more subtle than with

into design and the

possess any green element

the customer with obvious changes.

of no danger to

insist visually that

conclusion to

where the package creates an illusion

Thi s shows a

and risks the quality of

In Plate 8 we find Glade Pot-Pourri (Dry Spray).

On examination we find

trend in packaging that does

in direction is

produc t on its



Plate 8: Glade Pot-Pourri.

Plate 9: Charm spring bouquet.



i t is stating that the contents o f the package
f1 owe r and thatscent these fl owe r s freshly pl eked.are

The secondary idea that of shape and form.concerns
We observers cannota s container

the perspective ofa t the photograph conflictsonce as

with the shape of the container. This to deny
the nature of the aerosol container by the fact that flowers

and the metal o f the container are f ore i gn to each other.
The observer substitutes transparent

ma t e r i a 1 s glass or plastic. So ,

intended to be viewing a glass full of freshly pickedare

f1 owe r s. its own perspective

de n i e s the flat rounded shape of the container by giving

it artificial depth, i1lusion is of criticalThis

the f1ower simportance to the advertising campaign where

literally become the shape of vessel . Clearly Gladethe

to bewi shes
t hemseIvesstill i ni t

dangerous pollutants.are

containe withthe Glade Pot-PourriIf we contrast

diffrently the designers have approached their products.

The Charm spring bouquet is designed without attempt t o

The outlined graphicthe fabricated container.hide
the airbrushed vignette seeks to enhanceillustration with

The design directioni t .container but not disguisethe

19 .

the me tai with a

such as

seen as

are pure

in effect, we

existing Charm Spring bouquet, Plate 9, we

uses pressurised containers which

a pure and natural product even though

see both flowers and

leads us

see how

The photograph by use of



behind the Charm container i s clearly that o f the average
aerosol on which the graph i c information seeks to inf orm
and attract. This i s he only intention ofno t the Glade
Pot-Pourri design.

The freedom to choose image for package isan a
end less i n its variety of possibilities. Because of this

possiblei t i s to c ommun i ca t e many messages which may no t
o f re 1 evancebe to the product. This enables the designer

fabricate sentences using simple images which,t o when

col 1ec ted together, make secondary resulting suggestions

wh i ch are the unapparent intentions of the designer. This

aspect of design allows the designer to accommodate for

given problem which he must sol ve. The ha sissuegreena

in wh i ch the designerresulted situationi n mus t attracta

radical lyenvironmentally aware customer whilstt he no t

Glade Pot-Pourri i saltering the package i n structure.

situation resolved. Clearly the designeran example o f the

reconcile the demand for change placed upon industryhad t o
(the aeroso1harmful waste productissue withby the agreen
likeaerosol 1 ookssolut ion:can ) . The an

f1 owe r s. Thecolumn ofsome thing else, thisi n case a

is becomingissuegreen
the designer's desk wheretaking pl ace a ti sunif ication

resolved.problems become

20 .

assimilated with industry and this

can whi ch



ADVERTISING (INTRODUCTION)

As with packaging, advertising has been greatly affected
by the swing of public attention green issue.

f undament a 1 in the shaping of our
a 11 i t ude s t owa rd s the products.

the most No matter

and words which
grab our brief sei 1i ng second, existing

No place t ime s theor

adve r t i se r . Adve r t i s i ng by its nature works by making

associations and links between objects and ideas. This

The symbol

idea. Essentially, advertising

for its product by using socialseeks

symbo1s already in existance and by making new connections

it differs from packaging,between them. a s

the symbol itself the package.i swith packaging,

product rather thanThis i s

because we wish to be certain t ypeseen

individual by owningbecoming the type ofi nd i v i dua1,o f
Advertising seeksthe package concerned.

thereby creating a market for the product.association,
advertising has been accused of reducingIn doing this,

ofis caused by processThis

For example, when associating amaking associations.
object

2 1 .

subtle changes

confronted by imageswhere we

shown when we buy one

have occurred and are

to make a market

as a

then acts as a pointer

turn, we are

attention for a

beautiful woman with perfume we reduce the woman to

its rival

in many forms.

Although most advertising may seem unaffected,
onto the

from object to meaning or

everything to an object.

in turn creates symbols.

i s sacred for

inescapable parts of our everyday lives.
Advertising is one of

to create the

In this way



she becomesstatus symbol for beauty anda s a not an
individual. And i t i s

associated with the per f ume,

value onto the per f ume. Class structures, too, are often
referred i n adver t i s i ng.t o This area provides amble

ma t e r i a 1 for the advertiser, to direct his product by

associating type of individual with the product.a The
ability to project i s

the of adver t i s ingsecret stimulates needsi t in thea s

buyer by making the buyer feel he (she ) lacking ini s

s ome thing. Adver t i s i ng , in effect, artif icialcreates

needs the market and fillsin these needs with its produc t s.

The ability to create need a powerful force.i s

hollowing out process which adsthis are designedAn t i t i s

f or . only be done by creatingThis structuresnewcan

va 1 uegiving products meaningof meaning and t oor us .

transferring value in the structure ofThis me t hod of

process by which products becomethe ad

Advertising works

beliefsstructure and refers i nsocial

realillusion o ftheBy doing this i t createsi t . a

i nvo1ved. But i t i sin which wesituation

the ad whichreality created recreatesi nillusion ofthe

designed to showAs adssymbo1s arenew

Andis .and not how itcou1d bereality should orhow

the ad reality which givesto be part ofour desirei t i s

do not need.to sell t othe ad the power us

22 .

symbolie value.

to objects using symbols

symbol that she becomes

transferring her symbolic

products we

can become

in our minds.

in an existing

seen as

value on

objects of

is a

as a

to symbo1s and



I n this given needs whichare cannot be fulfilled
thereby perpetuating a market for the advertised product.
Th i s is why ads aIways seek the viewer to become involved
i n the 1r drama, etc. involved inwe are

cannot identify with its characters , symbo1s
and therefore desire the product.

Although ad reality may to be mirroring theappear
wor1d around the opposite i s in fact the Asus , case.
each ad wi11 every detail the worId witht o createuse

wh i ch i t want s to associate its produc t and any myth

idea object will a pointeractor a s

the product and transfer value. Ads in every mediumitst o

work in Al 1 ads have i na

mind but will continually re i nf orce by use

ideas and messages. This i so f association with other

dream likelanguage of advertising which worksthe

rea1i ty.

GREEN ADVERTISING

in advertising have been greatly affected byt rendsRecent
Thi s has grea t 1 yi ssue.public concern about the green

no tinfluenced advertising, a

examine Plate 10 ,itself. I f wethe issuedirect
find Lever's billboard poster designed to promote Radionwe

the more concentrated versionThis i sMicro washing powder.
smaIler moreThe trend towardsof the larger pack. concen-

Platein the Ariel pack, 6 .also evidenttrated products i s
the Irishitselfi sRad ion a

in the process of establishing itself1989 and stillmarket i n

2 3 .

Because unless
the ad we

manner we

this message

basic message

new product only launched on

or mean i ng s

associated with an

concern of

this manner.

in a

even on products which are



the supermarket shelf. Clearly,on Radion wish to be seen
a s towards green products.

The structure of the Ad

line "Radion results with only half the powder"
to speak for itself . Butseems

beneath the surface of this The woman depictedposter .

in the pos ter the viewer,represents to a mother. This
is evident by the iron and newly ironed washing in the

foreground of the ad. The mother-figure acts symbolas a

sign and i s associated with motherhood and childbirth.or

idea of childbirth is hinted at by the moon shapedTh i s

t rad i t i ona1earrings the the moon i si s wear i ng, awoma n a s

of motherhood thensymbol for motherhood. idea i sThis

is ach i eved byThisthe Radion pack .t o

loving glance the motherthe
further suggested bypack). This i s(the Radion Micro

for you and mother nature""Good newslinethe sub -copy

ties both package and mother together and acts likewh i ch
is suddenly caughtumb ilical cord. The viewer

loving embrace of mother and child. col oursThethei n
Ochre,this ma t e rna1 a tmosphe re.poster add toin the

since childbirthearthy colours,alland browns,greens
This poster,natural state.i s a

the desireitself toto direct atassociations, wishes
to associate this with the Radiongive birth and wishes

a Micro pack suggeststhe notion ofEvenMicro pack.
use motherhoodin adver t i s i ng totrendThe"Baby pack".

too f ami liar.is allselling toolsand childbirth as

24 .

there ex i s t s subtle messages

the move

a verba 1

a participant in

transferred on

gives to her new arrival

by a clever series of

is very straightforward
and the copy



Plate 10: Radion billboard ad. CHRISTMAS PAST.

SEN

HALF THE POWDER, 
EXTRA CLEANING.

Plate 11: Ariel Ultra billboard ad.

I

I
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E1O
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CHRISTMHMI

"Good news for you and Mother Nature.

----------------■ -—- ■ 1

Radion results -| 
with only han 
the powder.



The departure taken here i n this poster shows this
state with a the naturalness ofon t he act
o f chi Idbirth. It wishes showt o us motherhood

bothmicro part of na t ur a 1are like birth,a process growth
and decay. I t i s interesting t o thatnote this ad doe s

itself withnot the me r i t s o f the packconcern

cleaning Th i setc. i spowe r, poster concerned

Mo t he r and Radion micro inseparable Mother anda s

chi Id. The f r om this association

i s that ch i1db i r t h i s natural like buying Radionacta

micro.

whereThis ad stands in sharp contrast to Plate 11.

find a billboard ad for Ariel Ultra washing powder (Discussedwe

earlier) . In this ad we find no attempt to integrate the product

with a natural cycle even though this product is phosphate free

and halved in amount.The approach taken here is an informative

altered product. This is the usual structure for a product

washing powder and differs greatly from the symbolic

of the Radion ad in which suggestions are formed bylangauge

subtle manipulation of characters, objects and their meanings.

and being part of nature'snaturalnessi de a o fThis

12 .Platei nto becircle againi s seen

double page spreadadver ti sRepresented here aona n

Knorr withrepresented isThema ga z i ne. company

25 .

with show i ng

a nd Rad ion

one. This ad associates itself with cleaning results and its merit

heavy empha s i s

resulting implication

as an

such as a

as with

f r om a

such as



its brand of Vegetable stock cube s. In this ad we again
f i nd reference to motherhood and nature in its ma i n copy
line "This cube helps Mother Nature. Other cubes help

nature" . The sign language behind this advertsmo t he r

is again the key to its meaning. Vegetables apparentlyare
randomly placed this page wi thon

Th is particulart hem. ad works using sort ofamong a

visual hypnosis, whereby the viewer looks at the overal1

all vegetables.image and categorizes them as This include s

the vegetable a t home with t hestock cubes which appear

stockover all No a 11 emp t is made theimage.

they appear roughly the thesizec ube s a ss amea s
descriptivet hesurrounding vegetables and share s ame

Theeach separa te i t em.aligned besidetypeface which i s
s imi1 arstock cubes sharet hethatassociation here i s

thatThese qualities arevegetables.thequalities a s
and part of hereye 1 eMother Na ture'sof being part of

stock cubes bytransferred to t heidea i sThisproduce.
the ad.f ami 1y inthe naturalmaking them appear part of

takenthe ad iso fthe centreTo further complicate this,
the ad whichon 1 y i t em i ntheleeks areTheseleeks.up by

them appearThis makesfrom both ends of the page.bleed
This symbolisesthe act of growing.still i ni f they area s

stockClearly, Knorr wish theirgrowth and development.
nature's produce and part of theto becubes

growing process.

26 .

seen as

a pack of Krorr cubes

t o empha s i s e
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DRYING
POWER

TO
YUCK

UNDER
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ARM

i

Plate 13: Mitchum advert
(SHE magazine 6/89)
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The sign language here is effective in convincingvery
the purity of the stock cubes. The di rec t i on

o f this campa i gn is obviously influenced by the green issue
The idea of

these campaigns
a s

the advertising campaigns and packages.
o fPurity is, very important to the cautious buyercour se,

and mos t, therefore, be integrated with the product image.

An example of a product which wishes

totally pure product is Plate 1 3 . This t he Mi t chumi s

ae ro s a 1 spray ad which appears in SHE magazine. The ad

t herepresents a

ad are end 1ess1yimplications of thisoriginal Thecan.

the ad symbolizes a naturallyThe towelcomp lex. i n

product used for drying and refers to the dryingproduced
idea ofTheafter an exhausting game.o f onese1f

referred toby the grass-like effector

texture oft heon
typographyof t he

football pitch orofeffect
these two ideas produces the refreshingThe combination of

idea of
diff icult

"high" i sThe
to tuck under you arm" which suggests"Twice the drying power

leaving with the towelthe gamethat
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again emphasised by the copyline

the messages

ha s comp 1e ted a

the feeling of exaltation on receives when one

seen on a

task such as an exhausting game.

and symbols behind

as a

the viewer of

i nes as tennis court.

a game

is over and we are

purity is an element which runs throughout

it becomes an intentional bi-product of

to be seen

competitive sport is

itself with it.

idea of a

and this advert affiliates

green towel curled into the shape of

on the towel, which is similar to the

the towel and the powder-like effect



"tucked under The resulting suggestion inferredour
by these symbols i s the idea of the body perfect. The ma rb1e-
like effect behind the t owe 1 a s
ma rb 1 e is directly associated with Godliness and perfection.
Clearly the o f this aerosol i s compe t i t i veuser and in
perfect physical to be seen a s
possessing these qualities.

The portrayal of the Glade Pot-Pourri aerosol uses
t he visual to achieve thetrick illusion which helpssame

hide nature ofthe the aerosol o fI n thetrue can . case

Glade Pot-Pourri the illusion is achieved by of columnuse a

f1ower s whlist the Mitchum aerosol harmless towelof uses a

These images help convinceidea of puri ty.theto convey

the packages have been altered greatlythatthe viewer
them.t owhen

to change theirWith added pressure upon manufacturers

is perhaps the logical step they must makeproducts, this

if they are responding to the demand for change.to appear a s

find a magazine advert14 ,If we examine Plate we
this wou1dfor Vision Cookware.

informative nature showing,require advertising of
Thisis .how effective and streamlined the panperhaps

ad produced by Dansk Designs Ltd,case withthei s an
the product but makes15, which shows the beauty ofPlate

theHere stream-integrate it with nature.attempt tono
is emphasized by the aestheticthe cookware1ined qua 1i ty of

28 .

only minor modifications have been made

further reinforces this

arm"

a more

condition or would like

Normally a product such as



Plate 14: Vison advert.
(SHE magazine 3/89)



placing of the subtle
contrasts the

i s that the pot beautifully designed objectme s sa ge

and no attempt to disguise its industrial origins is being
made .

The Vision cookware ad, Plate 14,
direction. Th is ad wishes

By superimposing hanging pans with

Pres umab1y,

one wou1d pick This
suggestion implies that there was i nvo1vemen t

i n the production of the thereby denying its origins.pan,

11 the way of thinking is direct resultthat a

o f and subsequent public pressure.issue But

product not directly associated with thef i ndhere we a

to make productstrend in advertising,Thisi ssue . appear

carriedif they are part of i sas
find complex images,Here we

to the product in question.often hardly relating

radically different fromi s

seventies and earlyo f thethe technological adsthat of
s treamlined, high-techa s

1 6 and 17 whichand enduring.
and wererepresent ads for both Ferrari and Volvo cars

These ads show1980 and 1989 respectively.re 1 eased in

29 .

in the design.

a product of nature.

an app1e.

is a

Examples of this are Plates

in content

takes a different

With this ad,

is obvious

to be thought of as

curves and

through to car advertisements.

to signify the vision pan as

the green

the natural process,

the Vision pan is meant

being picked from a tree as

a whole series of relationships are formed.

no industrial

an apple tree,

eighties where cars were shown

This form of advertising

one vessel over the other which shows



Plate 17: Volvo advert (Cosmopolitan 6/89)
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(yoi-yo)
th* A.ilv.i |. | so. il.lv I hr toughest Seim le

Plate 18: Volvo advert 1969
(When advertising tried harder.)

Il * this kind <4 • •.■■•truetiivi ilut once Ini

anywhere this side of lhe Aberdeen Proving 
Grounds and there is a growing legion of happy 
owners who will be glad lo verify lhe pom.”

The Aberdeen Proving Grounds ineiden 
tally, is where lhe U S. Army tests tanksright in at SO.000 lbs. 

only four men —in ei 
I add.
le gallon and won’t go

The execution is different, 
but the concept is basically the same.

There is an obvious advantage in owning a 
car that’s built like a Volvo. Once it’s paid lor. 
there’s still something left mown.

A Volvo can help sou fight oK lhe impulse 
lhai drives you mln debt every few years Because 
by keeping it. you can liegm making payments to 
yourself instead «l lhe finance company

Of course, if sou’re no< interested in adding 
money lo your rollers, sou ran sell you r Vol so after 
three sears. And delight in how little

Volvos deprr. me av .lowIs as 
llievdisinlegratr ............. —

(U.ih vehicles are very difficult to destroy
However the M-41 fat right) was built lo 

with.iaisd slightlv meaner Ircalment lhan the 
Volvo 144 (at Ml).

Asa result.lhe M-4) weig1 
And lot alt its Inrlk carries on I 
Urine discomfort we might

Il gels I I miles In the 
over U) miles an hour.

In other words. Hula
The Volvo. on lhe other hand, weighs i 

)usl 2.600 lbs And for all its lack of bulk, car 
five men —in estreme comfon

Il gets substantially better gas mileage and 
will go fast enough lo allracl police cars Which 
are faster hut not as strong

In other words, a Volvo is strong in lhe way a 
rank is strong and has strengths where a lank has 
weaknesses

Vidso has a finish sis coals thick. First lhe 
lead) is etched in rmc phosphate so lhe paint gels a 
use like grip on lhe metal. Then it’s dunked in 
rust proofing primer The body then gets one under 
coal, one sealer coat and three cnlor coals of baked 
enamel. 33 lbs. of protection in all.

It’s because of this that you hear stories like

One day a Iriend of this writer told of an ea 
ence with a deni in lhe door of hrs Volvo He 

repaired and noticed that the shop charged 
modes! sum for body work bul nothing for 
Being honest he raised the point. The body 
aplaincd lhal afler banging out lhe dent, lhe 
was still undamaged-so there was no need 
re paint!

hid it

man cif
Ym could slack eight Volvos, one on lop of PJinl 

rlnng lhe Volvo on the bot or 1 1
Tli.it - a total of 10 Ions. Sis steel pillars.

•I lor mivimum strength. sup|*o rt lhe roof 
I h . ir.ni. lli it Detroit rails rars with no steel 
pillar. ' li.irdtop. when in reality they’re |usl

. iii.e there air no seam. In oilier parts of the 
>1 ntxi s|m| welds luse



how streamlined the and make
and dangerous. and dramatic photo­
graphy helps generates this feeling.

austere objects produced by a futuristic technology. The
principal idea behind both ads i s that
superior and dynamic and wi11 command the road when driven

In this way these
ads designed to show the greater industry that producedare

them.

Other examples of Plates 1 8 and
1 9 discover the Volvo's (Plate 18) t ank-like
ability to sustain any battle and the Volkswagen's (Plate 19)
ability to travel the mo s t un ima g i nab 1 e distances. These

of witty images refer cars'thet o

to hidea manufactured object. No made thei sa t temp t

exactly the oppositei ndus trial o f these butorigins cars,

imper s ona1hardoccurs
This approachobjects produced by industry to do the job.

i ns t ands in sharp contrast cont empora ry

advertising where we

in advertising direction.

1 nseen

'89 edition of YOU magazine (Plate 20). We f i ndJ anuary
The adin approach tostriking differencea

Peugeot in front of vastthe ashows
theWelandscape which ends with the seesea.

30 .

The absence of people

in which we

ads by use

new trend

this approach are

cars are

a photograph of

to a

its design.

These are cold and

two owners

by their, presumably superior owners.

these cars are

appear alienthe cars

Examining the new Peugeot 405 estate ad as

and they are presented tous as

find a radically different approach

mer i t s as
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in the background looking aton the panoramic
v i ew. The copy line "The new Peugeot 405 Moreestate.

to breathe" cleverly ties tworoom ideas toge ther as i t
refers to the fresh air thescenery a s
size o f the interior of Throughout thethe estate car .

find facts integrated withabou t thecopy car

the idea tha t to drive". Th is adthe "pleasurei scar a
i s inf orma five, thebut de signed to show usi s car a s a

beautiful object It differssur round i ng s.home wi th itsa t

and Volvogreatly from the for Ferrariads

natural surroundingsin which both people andcars are

removed. than justThe new Peugeot 405 is something more

object for driving pleasure withit beeomes ana car, an

Peugeot ad isfact tha t people in theThe appearowner.
relationship withit places the i nsignif icant car aa s

taken thethe hastha tWe the viewerits carseeowner s.
therefore givingbeautiful spot. And i t i sthist oowner s

theHerethem pleasure. car ceases
the every-veh i c1eobject for transportation but a

thethe copymatter mentionsliving,day problems of even
idea of givingThis"sheer driving pleasure".idea of

carriedi spersonal relationship with its owne rthe car a
invo1vedfind theHere wec omme r c i a 1s. carto T.V.through
va1ue.network of human relationships redefining its

recent Vauxhall Astra ad ast heExamine Plate 21,
ad recounts the following s tory:Thistelevision.onseen

31 .

a s we 11

matter we

a mountain top

cold austere

and open

to become purely an

in a

to escape



1



A man awakens in his house to find his wife (girlfriend)
ha s left him. He she has also taken the Hesees car .
then pursues her through the countryside. We thenare
shown his wife leaving, driving through the countryside
in the Vauxhall Astra. hotel where sheShe arrives a t a
meets her husband arrives andMe a nwh i1e,a

the situation which he remedies by driving off
in the Vauxha11 Astra, much Thisanger.
ad i s dialogue but by the "Alwayssong
on my Mind" by Elvis Presley, which throughout theruns
ad until the end, when we hear the Vauxha11 theme music

and the copyline: "Once driven forever smitten". The nature

o f the ad makes amusing to watch, but distincti t there i s a

lack of the advertised throughout the ad.

(Astra)story in which the hasIns t ead, carwe

therelationship with the actors. In the ad we ass umea
thatin pursuit of his wife but the end i ta ti s seemsman

in pursuit of the Also,in fact, nothe wa s, arecar . we

refers to the"Always on my Mind"sound t ra c kif thesure
thetherelationship withman ' s car ,

the car by involvingad clearly seeks to humanizeTheAstra.
sor t ofo fseti t i n a

ad is distinctly cloudy and it i sthislove triangle.
the car .i f the manunc1 ear

ituation which the ad is designed to create,thisIt i s s
equate similar value toof confusion westatein thisas

equation womanthisi sAnd i t carand car.both woman

32 .

d iscover s
new man.

human relationships which form a

car's mer its

not accompanied by a

find a

the woman or with

to his wife's

really wants back the woman or



that i s the objective of the ad. At this point the car
to beceases t o

personality with whicha too,we , can
ship. Th i s idea is emphasized throughout the ad by the
placing of the event in natural surroundings and the use
of hor ses towards the end of the ad. These e1 emen t s are
used to disguise the mechi ca1 nature of the An adcar .
s imi1 ar this (UNO)t o the Fiat 1aunchedcompa i gn
in 1989.

In this ad we , the o fagain, enter structure a story.
We couple watching televisioin. The girl obv i ous1y
bored, leaves to go shopping in the Fiat (UNO).

enter the magical world of the Fiat (UNO). Firstly, we

the cat hedra 1 . Then shecarsee

roadside market in whatbuys

car and womanlooks like French countryside. Next we see

j ewe Ilers,the Swi ss Alps to buy a watchtravel over

presumably in Switzerland. f ind her

theand ,shopping in an exotic market; see

to begirl encoun t e r a

Clearly the worId ofwith the UNO in the foreground..
the Fiat (UNO).part of S imi1 aradventure and excitement are

ad makes no specific referencethisthe previous ad,t o
such as mileage per gallon of petrol,car's me r i t sthet o

both womanThis ad shows usetc.
in every shoand woman appear tboth carand companions as

In this way, thedistinctly separated. carand are neve r
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an object and becomes

fruit and vegetables from a

and woman pass through a

form a close relation­

in a

Following this, we

see a

is Plate 22,

and car as adventurers

something closer

lover on a balcony

We now

f ina11y, we

a man who seems
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more close t rave1 Ii ng
companion as well. Th is gives i t the status of friend.
The refernece mag i ca1 wor1d i n
the ad which to undermineserves
wha t i s supposed to be. By

being led to believe tha t

now becomes
can partake of adventure.we objective of the ad isThe

t o of what
it to be
object used for travel and becomes something of a ma g i c

carpet capable of fulfilling every fantasy. This method
o f redefinition leaves the viewer with the impression

the

is heavily emphasized in bothidea of natureThe
Astra and UNO compaigns

in both ads frequently.appear
i nven t ionsuggestion that

Andi t .i sand nature but
Anotherbehind both campaigns.idea which isthisi si t

the Timo te ii stheme of naturethead which heavily uses
This ad directsPlate 23.launched in 1989,shampoo campaign

In the beginning,the concerned buyer.itself at
Then a girl within the country.river

34 .

becomes

a me chan i cal

longer appears alien and cold.

a part of

as both animals and countryside

is not

a car

to a

than an object for

a key to it.

is another element

The car no

the car

These elements help the

a cold austere

world we are

to our appetite for fulfilment and not

a new def inition
re-define our conception

car now exists as

our pre-conceptions of

separated from an

The car
the car acts as

a car can be by giving

a house beside a

a vehicle for pleasure and appeals

a magic carpet on which

to our reason.

we see

1n which it ceases

travel but a

showing us this exotic
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appears and fades through
i n which the girla scene i s seen wa shing

her hair in the river.
stills in which both
so they become I n Timotei shampoo isturn , seen beneathone .
the river and simply dissolves, leaving the logo resting
on a smooth stone idea herethe river bed. Theon

of growth and decay as Timotei the na tura1i s
cycle.

The symbol has ofnature course many
powerful associations as when we become affiliated with

torch for good and right.tha t wh ich i s
And i t i s this idea of good as "good for you and motheri n

to address. By beingnature" which the advertiser wishes

saintliness and ofstate ofto be
In thisna ture. way

threatening the environment by histhe producer is not

the natural cycle. This trendthey are part ofproduc t s as
largely the result of outrage at t hein advertising is

damage caused to the environment by industry. The med i a

the Green Party have brought thissuch asand movements

attention ofthet o
This change i ni s

advertising has presented
these adsIn this waya

thatreassurance
ads do not adopt this approach,Al though a 11in no danger.i s

the producers of thesei sdo and it
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This becomes
long blonde hair

clean and healthy environment.

now a

nature we hold a

us with the outward ideals of

in a

seen as par t of

to a wa ter f a 11.

course can do harm to either man or

a noticeable amount

powerful force on the market.

woman and nature are superimposed

as a

is one

our environment

good, we appear

pacify us by giving us

use of

the public and the concerned buyer

The ad becomes a series of picturesque



products which too aware of the current opinion
regarding the environment. This is why a gradual increase

natural e1ements to bei s
contemporary packaging and advertising.

CONCLUSION

As we have seen ,

o f the environment.

to the guiding principles that industry
have taken. These principles fundamentally "speedare
and qua 1i ty" With this attitude
a t

efficient chemicals and methods in production and i t i s

that have caused

The subsequent publicsituation today.the environmental

the Green Party and the Environ-about by bodies such as
bodies have actively expressedmental Alliance. These
behaviour by industry towardsthe recklessoutrage at

the environment, using the media a s

their message can be judgedThe effectiveness ofmessage .
by the growing popularity of political parties such as

increasing number of votes theythe Green Party and the

in elections.rece ive

increasing trend has resulted in the appearanceThis
the cautious buyer whoconsist ing ofof

environmental destruction and theis concerned about
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a platform for their

a new market,

are all

these synthetic chemicals

a reckless abuse

this are related

the use of

in terms of production.

The reasons for

outrage caused by this situation has largely been brought

in the use of

the core of industry it has been necessary to use more

the present course of industry has been

found in



consumer goods which i t .cause
i n a position where they alter existing productionmus t

methods and products in order threatened
marke t s.

to make packages

Similarly,

Ecover and Green Force have appeared, which direct

t hemseIves this breakaway market.a t These packages do

inf ormnot the buyer of their mer its

but direct concern ofthe general savi ng

the env i r onmen t, and therefore consider

change in design emphasis,This

designers used the merits of the productas previously,

in the design of the package.signif icant factor

mirrored in advertising.shiftThis

swing towards associating productsHere we

and natural beautymo t he rhood,ideaswith

the association of industry

to redefineNow the ad seekswith the product it creates.

of naturalits product by implying they arethe
This changegiving the products

only conerned with productsin advertising direction is no t

but with general advertisingissueeffecting the green
gradual tendency tofor consumer goods.

attention from industry has occurredthe buyer'sred i rec t

advertising and design.i n

37 .

from the natural cycle. new brands of products

such as

find a

origin or

and an attempt to overcome

In this way a

a new meaning.

i n empha sis

t hemseIves at

such as nature,

is also

Manufacturers are now

is a

as a

the clever use of design

to sustain their

as a designed product,

appear unremoved

origins of

a secondary issue.

The move to protect the market can be seen by

the i r f unc t i on



t o change and it i s

de-emphasizing the industrial

38 .

this reconciliation

a demanding marketDesigners have had to reconcile
is reluctantwith an industry that

which has resulted in the move towards
origins of consumer goods.
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