
brown & beautiful

HONEST
painter’s palette

the great outdoors

naïve

stencil style
growing places
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Uncoated, almost ‘raw’ substrates form 
the basis of these pack designs. The 
unfi nished feel of the packaging makes 
the product tactile for the consumer 
and is the antithesis of shiny plastic 
processed goods.

But beware trying to fake this ‘touchy, 
feely’ look – printed brown or card 
textures that try to replicate the 
real thing just don’t off er the same 
tactile experience!

colour
use a restricted palette; just one
or two print colours work best

graphics
distressed typography and imagery 
with the use of lots of negative space 
complete the look
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There was a time when owning a single 
colour was the key to brand’s strength. 
These days, the rules have changed 
as shoppers become more adept at 
identifying what makes a brand.

This colourful trend – fi rst seen in 
multiples with the hugely successful 
Dorset Cereals redesign – allows a 
brand to adopt of palette of colours 
(usually to denote variant). Palettes are 
muted, foodie and delicate, eschewing 
the primary tones of mass-produced 
processed products.

colour
create a unique and unexpected palette 
using complementary shades: soft, 
pastel, chalky, fresh colours don’t have 
to respect existing category cues – so 
be brave!

graphics
experiment with complementary or 
jarring colours for maximum eff ect
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Folksy and childlike illustrations 
combined with bright colours and 
almost old-fashioned typography 
are the key ingredients of this 
charming trend. 

Packed with personality, the naïve, 
undesigned style of these packs 
suggests naturalness in an innocent, 
unadulterated tone.

colour
taking cues from painter’s palette, 
colours are soft, natural and juxtaposed 
with unexpected brights

graphics
irregular, simple illustrations, block 
colour and hand-drawn typography 
or bold, classic fonts
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Sometimes, less really is more. In the 
case of these designs, what isn’t shown 
on the pack is almost as important as 
what is. A lesson in restraint!

Utilising a common white palette, simple 
photography, restrained typography or 
clearly showing the product itself 
to suggest real simplicity, honesty 
and naturalness.

colour
white base with controlled use 
of natural colour

graphics
lots of negative space, hot-spots 
of colour and small, well defi ned 
areas of typography

less really is more

restraint!
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Perhaps the most straightforward way 
to suggest naturalness: demonstrate 
the environment from where the 
product originates.

colour
green must feature strongly

graphics
close-up graphic photography and 
illustrations of landscape, traditional 
lino-cut illustrations or images of 
growers, farmers or animals in their 
natural environment
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the looking glass is wonderlandWPA’s newsletter; 
our chance to share a little of our thinking that 
helps give meaning to everything we design, 
or some of the issues we’ve been mulling over.

If you’ve got something you’d like us to get our heads 
(and pencils) around, or just want to hear our opinion 
about your brand, please get in touch.

call

+44 (0)20 7520 1760
email

lawrence@wonderlandwpa.com
or visit our website for more of our opinions and work

www.wonderlandwpa.com

www.wonderlandwpa.com

