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Never judge a book by its cover. Or maybe you should. Let me explain.




It is common knowledge that nothing may be judged for its exterior appearance, that the content is more important than the container and that a good product does not need a good packaging so that the client recognizes its excellent qualities. Beyond the cliché which we have been bombarded with since our youth, when we used to press our noses against the window display of our first known toy store, this peculiar belief reveals a conception of reality, a vital philosophy if you prefer, that denies its human nature. It is the philosophy that has led us to this absurd aesthetic elitism that defends atonal music, windowless houses like antinuclear bunkers, subjective and incoherent literature, abstract art and other similar masochistic pleasures. The first teaching that can be extracted from this philosophy is what deals with aesthetics and what is pleasant as well as rational, needs to give way to the bizarre, disturbing and irrational. One might have in mind at this very moment a specific example of nonsensical design that fits this definition: a sofa that resembles more of an Iron Lady than a warm and soft object able to accommodate a body; a pair of shoes that seem to be designed for the claws of a platypus rather than for the feet of a human being; or, getting to the subject, a tag, work of some fanatic religious Order of Horrendous Minimalism. The second teaching of this philosophy is that people and things enjoy a “magic essence” or “soul” that cannot be detected by means of external signs or pure aesthetics. So, let’s focus on objective elements. This explains the need for (very expensive) experts in art, in politics and in psychology who unravel for us, unfortunate mortals, what we should buy, see, listen or vote.

 

So now you know: before you purchase a book just by reading the synopsis, the author’s biography and the graphics on the cover, read it. Beginning to end. Right there and then. In the bookstore (watch for the shop clerk; the kids will get dinner ready). Then, only then you should buy it. But if you don’t have time to read all the books in the store, hire an expert.

 

In fact, if anyone has invested a few hours of their life in designing packaging or tags for a particular product, it is possible (not certain but possible) that a proportionally similar number of hours could have been spent into the actual product. Similarly, someone who has neglected the design of the container might have also neglected that of the content. Those who are in favor of not judging by the cover will say that anyone with some knowledge about human psychology could spend a few hours on the design of the container and none to the product knowing that it is likely that all will go well thanks to our tendency to trust exterior appearances. The truth is that the probability that someone dedicates 10 hours on the container of the product and just one on its particular design is irrelevant compared with the probability that someone who has spent 10 hours thinking on the container will also spend 10 hours, if not more, to its content.

 

This means that the label counts.

 

This book features more than 300 tags and bags designed by some of the best brands and international design agencies of our time. The text has been divided into three chapters: Bags, tags and labels. Tag should be understood as any identifying or promotional element in paper, plastic, fabric or other material that provides information about the content, the origin, the composition or the use of an object to which it is attached. I understand tags as any graphic design which purpose is that mentioned above, regardless of whether it adopts the form of an object separated from the product or it has been printed on the packaging. In the chapter on labels, I have included all those identifying or promotional elements that have not been glued or stitched on the product, but rather hang from it by means of ribbons, strings, chains or any other similar solutions. The difference, in any case, is purely theoretical, given that in common practice a plain sticker glued to a particular product given as a present to a client could serve as a label for the brand, whether it swings or not.

 

In the back of the book, I have included a directory with the names, the websites and contact information of the more than 60 designers and design agencies included in the volume. I have also included the contact information of the brands that have their own design department.








 


Bags
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Whether they are made of paper, plastic, cardboard or fabric, the bags included in this chapter are representations of the latest trends in the graphic design field and achieve to perfection the double commitment for which they were created: First, to appear as visually attractive as the product they contain. Secondly, to become an object of desire in and of themselves, mobile advertising panels which the consumers will carry around the streets of their city. Then they inadvertently get transformed into the brand’s best commercials.

 

The GYG typography created by The Creative Method, the contrast between the black and white photographs and the yellow logo and the texts in Spanish reinforce the feeling of being in Mexico and provide the brand with “authenticity.”
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To-go bag with yellow handles. Design by Tony Ibbotson, Andy Yanto and Mayra Minobe of The Creative Method for the fast food Mexican brand Guzman y Gomez.
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Bag with white handles by The Creative Method for Guzman y Gomez.

 

The sticker to close the to-go paper bags from Guzman y Gomez symbolizes the Mexico sun. A vivid yellow was selected in order to achieve the greatest possible contrast and visual impact.

[image: image]

Paper bag for nachos by Tony Ibbotson, Andy Yanto and Mayra Minobe of The Creative Method for Guzman y Gomez.
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To-go bag and closing sticker designed by The Creative Method for Guzman y Gomez.

 

In summer 2005, the six lines of the French brand KanaBeach were reorganized into three: Biologik (natural materials), Circus (urban fashion) and Elegant (night). The three bags on this page have been designed as promotional elements of the three lines.
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Promotional fabric bags designed by KanaBeach.
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Paper bag by KanaBeach. Available in two different sizes at the brand’s stores.

 

Th’ Rezidents is the name of a line of 13 characters designed for the Japanese brand of urban fashion Ooito Japan. The character printed on the bag can be cut out and made into a rag doll. The instructions are printed on the bag.
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Cotton bag designed by Sonia Chow & Huschang Pourian of ChowPourianLab for Ooito Japan (front and back).

 

The graphic pattern of the Green Bag pays homage to the gundam Japanese culture. The Blue Bag was designed during the 2006 soccer World Cup and shows a PlayStation remote control, the only scenario where the Japanese soccer team “can beat” Spain.
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Green Bag (left) and Blue Bag (right). Design by Sonia Chow & Huschang Pourian of ChowPourianLab for Ooito Japan.
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The bags for the shirts of the brand Ooito Japan are decorated with reinterpreted and modernized icons of the Japanese tradition. The goal is to create a bridge between the Japanese contemporary pop culture and its roots.

[image: image]

Plastic bags for T-shirts designed by Sonia Chow & Huschang Pourian of ChowPourianLab for Ooito Japan.
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Detail of the graphics that decorate the bags for the Ooito Japan T-shirts.

 

Marjolein Delhaas chose to print the list of the products for sale (using ITC Avant Garde Gothic font), on the front and back of the Foodelicious bags rather than the logo, which was relegated to the sides of the bags. The goal is to turn the bag into a gift-like object with a powerful and modern image.
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Paper bag designed by Marjolein Delhaas for the food and gift store Foodelicious in Rotterdam.

 

The typeface used here—Mari, designed by the agency e-Types—conveys simplicity. The bag was used in the presentation of the male spring-summer 2009 collection of the Danish fashion house Mads Nørgaard-Copenhagen.
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Promotional plastic bag designed by the Danish firm Mads Nørgaard.

 

The plastic bag for Byggfabriken, a Swedish company that specializes in fabrication and sales of materials for the restoration of period interiors, shows rows of iconic characters doing the tasks associated with such restorations. The font is Futura.
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Design by Dan Jonsson and Louise Hederström of Charming Unit for Biggfabriken.
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Top: self-closing plastic bags designed by Dan Jonsson and Louise Hederström of Charming Unit for Byggfabriken.

 

Available in two colors and in different sizes, the gigantic unisex bag Packrat for Lomographic Society International has been decorated with the brand’s original Russian logo and with one of its first cameras, the Lomo LC-A, framed in a laurel wreath.
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Packrat cotton bag with interior pocket and metallic buttons designed for Lomographic Society International.
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Cardboard boxes designed for the Packrat bag. Large and extra-large.

 

On this page: the promotional paper bags for Lomo adopt the form of the original cameras of the Russian brand. On the next page: the waterproof plastic bag designed for the Lomo camera with fisheye lens can be used as a beach tote bag.
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Promotional paper bags designed by Lomographic Society International.

 

[image: image]

Plastic bags by Lomographic Society International designed for the Fisheye Underwater Combo cameras.

 

Every year, the Spanish shoe brand Camper produces a special edition of bags for Christmas and New Year’s. The two bags on this page correspond to the 2005 edition. Those on the next page, with the numbers 25 (Christmas) and 01 (New Year’s) printed, correspond to the 2006 edition.
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Special edition of paper bags designed by Pablo Martín and Bárbara Castro of grafica for Camper.

 

Holding the promotional bag designed for the restaurant Kompot in Odessa (Russia) that specializes in home cooking, the user seems to carry a net bag with a jam jar, a playful wink to Kompot’s home cooking culinary philosophy.
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Design by Anton Schnaider from Art. Lebedev Studio for Kompot. Typography designed by Zakhar Yashchin.

 

The logos and the graphics that grace the bags of the Swiss brand +alprausch+ are exactly the same visuals used on their postcards, vinyl banners, and other promotional brand materials.
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Plastic and paper bags designed by Thomas Brader of Komun GmbH for the Swiss brand +alprausch+.

 

The fashion and design boutique Romeo & Juliet Couture commissioned a modern, emotional and international logo that would reflect elements of the traditional Hungarian art. Keeping this in mind, the typography chosen, Folk Art Sampler, reminds one of the pixilated typographies used in the eighties.
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Fabric bag. Design by David Barath in collaboration with Visual Group for Romeo & Juliet Couture.
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Line of cardboard bags in different sizes designed by David Barath in collaboration with Visual Group for Romeo & Juliet Couture.

 

While black was reserved for the Deluxe line bags of the brand, red, white and yellow, typical colors in traditional Hungarian art, were used for the bags and the promotional elements of Romeo & Juliet Couture fashion casual line.

[image: image]

Logo designed by David Barath in collaboration with Visual Group for Romeo & Juliet Couture.
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Promotional bag for the casual line of Romeo & Juliet Couture.

 

Designed for the spring-summer 2009 collection of the line Lonely Tiger, supposedly based on a Russian traditional legend about the Amur Tiger, the saddest in the world. This bag and all the materials have been entirely fabricated in Finland.
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Cotton bag included in the press kit of IVANAhelsinki. Design by Paola Ivana Suhonen.

 

To emphasize and accentuate the personality of the Dutch skate store Bonk, Staynice designed a graphic image based on the Helvetica font. The colors are Pantone 3005 C, Process Black C, Cool Gray 10 C, and Cool Gray 8 C.
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Plastic bag designed by Staynice for the skater material store Bonk.

 

The different sizes of the bags designed by grafica for the Spanish fashion brand Gimenez&Zuazo differ from each other in the vivid color of the interior lining that matches that of the bag’s fabric handle and the logo’s initials of the brand.
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Bags designed by Pablo Martín and Meri Lannuzzi of grafica for Gimenez&Zuazo.
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