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Abstract  
Headbanger	Lures	is	a	startup	company	from	Luleå,	Sweden	that	has	a	brand	new	design	on	fishing	lures.	The	
lures	head	is	created	to	make	irregular	movements	in	the	water	which	is	ground	breaking	design	for	today’s	
fishing	lure	market.	
	
This	thesis	is	directed	towards	the	design	of	the	package	that	the	lure	is	sold	in,	with	key	interest	in	creating	
something	different	that	would	present	the	lure	to	the	buyer	in	a	special	way.	In	the	process	of	doing	this	the	
project	also	had	a	direction	towards	an	extra	function	that	could	have	been	added	to	the	package	and	by	doing	
that	giving	the	package	a	longer	life	span.	
	
The	beginning	of	the	project	is	focused	on	data	collection:	literature	about	package	design	and	design	basics,	
observations	and	interviews	of	primer	and	secondary	users/design	
experts/environments/market/company/benchmarking.	The	data	is	gathered	into	an	analysis	that	is	used	
in	development	section	of	the	project.	
	
By	working	with	workshops	and	clustering	3x3	package	solution	are	presented	 in	 the	end	of	 the	 ideation	
phase	which	is	divided	into	three	production	cost	groups:	5,	10	and	15	Swedish	kronor.	The	company	then	
chose	two	concepts	and	merged	them	into	one	which	are	then	moved	on	with	into	the	last	phase	of	the	project.	
The	chosen	concept	is	based	on	a	smart	choice	of	a	cheaper	solution	that	has	a	special	opening	function	and	
is	within	the	similar	dimensions	as	the	package	that	is	used	today.	
	
Implementation	chapter	is	based	on	the	iteration	work	in	the	prototype	lab,	it	shows	the	different	solutions	
that	were	designed	and	the	two	chosen	concepts	for	the	end	result.	The	work	with	users	continues	here	but	
with	more	of	a	usability	direction	than	an	expertise	influence	that	the	data	collection	contained.	The	users	
contribute	with	valuable	 information	about	the	 interaction	with	the	package	 in	different	ways	which	then	
keeps	the	project	turned	in	the	right	direction.		
	
	
	
	
	
	
	
	
	
 
KEYWORDS:	Package,	Product	Development,	Design,	Prototyping	
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Sammanfattning 
Headbanger	Lures	är	ett	nystartat	företag	från	Luleå	som	har	en	helt	ny	design	på	fiskedrag.	Den	lockar	huvud	
är	 skapad	 för	 att	 göra	 oregelbundna	 rörelser	 i	 vattnet	 som	 är	 banbrytande	 design	 för	 dagens	 fiske	
marknadslockbete.	
	
Denna	avhandling	riktas	mot	utformningen	av	det	paket	som	fiskedraget	säljs	 i,	med	stort	 intresse	 för	att	
skapa	något	annat	som	skulle	presentera	och	 locka	till	köparen	på	ett	speciellt	sätt.	 I	processen	att	utföra	
detta	projekt	så	håller	det	också	en	inriktning	mot	en	extra	funktion	som	kan	integreras	till	paketet,	genom	
att	göra	detta	ger	det	förpackningen	en	längre	livslängd.	
	
I	början	av	projektet	är	inriktat	på	datainsamling:	litteratur	om	paketet	design	och	konstruktion	grunderna,	
observationer	och	intervjuer	av	primer	och	sekundära	användare/konstruktion	
experter/miljöer/marknad/företag/benchmarking.	Data	samlas	in	i	en	analys	som	används	i	utvecklingen	
avsnittet	av	projektet.	
	
Genom	att	arbeta	med	workshops	och	grupperingar	så	presenteras	3x3	paketlösningar	i	slutet	av	ideation	
fasen	som	är	uppdelad	i	tre	produktionskostnaderna	grupper:	5,	10	och	15	kronor.	Företaget	valde	då	två	
begrepp	och	samman	dem	till	en	som	sedan	gått	vidare	med	i	den	sista	fasen	av	projektet.	Valet	bygger	på	ett	
smart	val	där	en	speciell	öppning	integreras	i	en	billigare	lösning	som	håller	liknande	mått	som	det	packet	
som	används	idag.	
	
Kapitlet	implementation	bygger	på	ett	upprepande	arbete	i	prototyplabbet,	alltså	bygga-testa	rotationen.	Den	
visar	 det	 de	 olika	 lösningar	 som	 har	 utformats	 och	 de	 två	 valda	 koncept	 för	 slutresultatet.	 Arbetet	med	
användare	 fortsätter	 här,	 men	 med	 mer	 av	 en	 användbarhet	 inriktning	 än	 en	 expertis	 inflytande	 som	
datainsamlingen	innehöll.	Användarna	bidrar	med	värdefull	information	om	interaktionen	med	paketet	på	
olika	sätt,	som	sedan	håller	projektet	vrids	i	rätt	riktning.	
	
	
	
	
	
	
	
 
 
NYCKELORD:	Paket,	Produkt	Utveckling,	Design,	Prototypande	
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1 Introduction  
This	is	a	master	thesis	project	in	collaboration	with	Headbanger	Lures,	a	company	that	has	created	a	unique	
and	different	kind	of	fishing	lure.	The	lures	are	starting	to	sell	in	2016	on	a	market	that,	to	our	knowledge,	has	
not	seen	of	its	kind.	
	
This	project	is	a	deeper	study	in	packaging	and	how	it	can	be	made	unique	with	the	help	of	design	fundamentals.	
The	project	will	be	conducted	at	the	Luleå	University	of	Technology	in	the	course	Master	Thesis	D7014A.	
	
1.1 PROJECT INCENTIVES 
A	packaging	has	a	quite	large	impact	on	the	customer	and	plays	the	role	as	an	attractive	object	towards	the	
potential	customer.	The	product	in	discussion	does	also	influence	strong	impressions	and	create	a	brand	
loyalty.	In	other	words,	it	has	a	vital	role	for	the	selling	of	the	lures	in	the	stores.	See	chapter	2.2.4	and	2.2.5	
for	further	reading.	Due	to	the	company’s	busy	schedule	they	have	no	time	to	work	with	the	package	design	
at	the	depth	that	they	wish	they	could.	The	lack	of	information	surrounding	the	package	design	world	
created	the	need	of	a	deep	study	touching	this	subject,	it	was	also	in	the	company’s	interest	to	bring	in	
someone	who	is	outside	the	world	of	fishing	lures	because	it	could	create	new	view	on	how	a	package	could	
be	designed.	
	
“To	conduct	a	project	for	how	a	company	can	distinguish	it	from	its	rivals	by	a	new	design	of	their	packaging.	
Thus	it	can	create	an	enhanced	picture	of	the	company	that	dares	to	think	differently.”	
	
	
1.2 RESEARCH QUESTIONS 
These	are	the	questions	I	have	worked	towards	and	are	answered	in	chapter	6.	
	
•	How	can	a	packaging	become	more	unique	without	increasing	the	production	cost?		

•	How	can	the	package	be	designed	to	match	the	company’s	image?		

•	How	can	a	package	create	a	need	of	use	after	the	lure	has	been	removed	from	it?		

	
1.3 PROJECT STAKEHOLDERS 
There	is	a	variety	of	people	who	will	be	influenced	by	this	project:	
	

• Headbanger	Lure	–	The	Company	is	affected	by	this	projects	work	and	are	the	job	initiators.	The	
company	owner	and	funder	is	Dan	Lestander	and	Martin	Engelmark	is	in	charge	of	its	marketing.	

• Customers	 –	 Fishers,	 this	 is	 not	 an	 age	 or	 gender	 related	 group.	 They	 are	 the	 ones	 that	will	 be	
opening	the	package	to	obtain	the	product	within.	

• Responsible	of	the	production	–	The	factory	that	is	manufacturing	the	packages	will	need	to	remake	
their	production	if	the	product	is	changed.	

• 	LTU	–	The	University	has	a	role	in	this	as	a	job	initiator	by	supervision	as	input.	
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1.3.1 Market 
Leisure	fishing	in	this	case	intends	on	fishing	without	license,	in	other	words:	non-commercial	fishing.		
	
During	 the	year	of	2013	 there	was	an	amount	of	1,6	million	 leisure	 fishers	 in	Sweden,	 the	age	range	was	
between	16-80	years	old	(see	Figure	1)	and	whereof	1,2	million	was	men	while	the	remaining	0,4	million	
women.	 Fishing	days	 in	 Sweden	during	 this	 year	was	measured	 to	13,3	million	 and	was	divided	 into	9,2	
million	days	in	lakes/streams	and	a	day	amount	of	4	million	at	the	coasts	and	sea.	Of	these	13,3	million	days	
there	was	6,2	million	of	them	that	where	done	from	boats.	
	
The	different	species	that	were	cached	in	freshwaters	were:	Perch,	Pike,	Trout,	Freshwater	Crayfish	and	Pike.	
Whilst	in	the	sea:	Perch,	Pike,	Mackerel,	Trout	and	Herring/Baltic	Herring.	
	
Articles	of	consumption	that	were	bought	during	this	year	were	estimated	up	to	2,3	billion	Swedish	Crowns	
(SEK).	The	goods	in	this	category	that	has	been	measured	are:	tools,	fishing	license,	trips,	fisher	guides,	food	
and	accommodation.	(Statistiska	Centralbyrån,	2014)	
	

	
	
	

Figure	1	Leisure	Fishing	Age	Groups 
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1.4 PROJECT OBJECTIVES AND AIMS 
In	 an	 attempt	 of	 creating	 something	 unique	 for	 the	 market	 today	 would	 give	 the	 users	 a	 new	 kind	 of	
experience	when	using	the	package.	How	this	package	will	be	unique	is	something	that	has	to	be	evaluated	
and	worked	with	and	cannot	be	answer	here.	
	
Project’s	goal	was	to	aim	for	creating	solutions	for	each	price	range	of	5,	10	and	15	Swedish	Crowns.	
	
1.5 PROJECT SCOPE  

• The	course	has	20	working	weeks	to	its	dispense.	
• The	resources	for	this	project	is	based	on	the	universities	assets.	
• It	might	be	hard	to	have	enough	time	to	make	a	thoroughly	study	of	the	production	aspect	towards	

the	final	product.	
• It	is	only	the	package	for	the	lure	that	will	be	designed	and	worked	with,	not	the	lure	itself.	
• Modelling	the	package	specifically	towards	the	production	will	be	part	of	a	detailed	designed	outside	

the	boundaries	of	the	project.	
	
	
1.5 THESIS OUTLINE 
The	report	is	divided	into	different	chapters;	their	content	is	described	here	below	to	give	you	as	reader	a	
quick	view	of	what	they	consist	of.	
	
Chapter	one	will	give	an	insight	of	what	ground	the	thesis	is	built	on,	its	final	goal	and	the	research	questions	
that	will	 be	 answered	 in	 the	 end	 of	 the	 thesis.	 Chapter	 two	 consists	 of	 the	 theoretical	 framework	 that	 is	
focused	on	creating	an	understanding	for	design	that	technical	designer	use	and	the	meaning	of	a	package	
and	its	design	basics.	
	
Chapter	three	will	explain	how	the	project	was	conducted	while	chapter	four	will	show	what	previous	chapter	
ended	up	producing.	To	make	sense	of	the	theory	and	the	result	a	discussion	chapter	is	used	(number	five),	
here	are	the	different	threads	knitted	together	and	made	clear	why	it	looks	the	way	it	looks.	Chapter	six	gives	
answers	to	the	research	questions.	
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2 Theoretical framework 
Here	 is	 a	 chapter	 that	will	 express	 the	 different	 important	 pieces	 of	 the	 package	 design	 puzzle	 that	will	 be	
expressed	with	the	help	of	different	expert’s	reports.	This	not	only	contains	design	rules	for	just	package	design	
but	also	basic	product	design	studies	that	is	relevant	for	this	project.	
	
2.1 INDUSTRIAL DESIGN ENGINEERING 
Smets	 and	 Overbeeke	 (1994)	 describes	 design	 engineering	 as	 a	 double	 edged	 sword	 in	 a	 metaphorical	
description.	Because	the	designer	has	to	be	able	to	design	engineering	but	also	aesthetics,	therefor	the	given	
name.	
	
The	double	 edged	 sword	as	described	above	gives	 a	 clear	 view	of	how	 the	project	has	been	based	on	an	
aesthetic	 level,	 coming	 into	 the	 realization	 of	 how	 the	 package’s	 perception	 has	 a	 vital	 impact	 and	 the	
mechanics	 of	 a	package	 can	be	 very	difficult	 to	make	 into	 reality.	Throughout	 the	project	 there	has	been	
different	skills	required	in	different	moments.	
	
The	different	design	theories	connected	to	the	project	are	described	in	the	following	sub-chapters.		
2.1.1 Semiotics 
Semiotics	is	defined	as	the	“The	science	of	signs”	(Nöth,	1995,	p.	3)	while	Monö	describes	it:	“The	study	of	
signs	and	sign	systems	and	their	structure,	properties	and	role	in	socio-cultural	behavior.”	(1997,	p.	58).	
	
Eco	(1976)	sees	semiotics	as	a	“process	of	communication”	(p.	8)	and	to	start	the	process	there	must	be	a	
system	of	significations.	The	communication	process	is	defined	as	a	channel	for	the	signal	from	transmitter	
to	receiver,	machine-human	interaction.	When	there	is	a	human	at	the	receiving	end	it	is	called	a	“process	of	
signification”	(p.	8),	when	something	is	sent	to	the	receiver	and	poise	something	else	it	is	a	signification	(Eco,	
1976).	
	
See	chapter	2.2.4	to	understand	why	semiotics	are	important	for	package	design.	
2.1.2 Meta Product 
With	the	help	of	a	human’	senses	the	product	can	be	perceived	differently	in	the	mind	of	the	user	compared	
to	the	objective	view	of	the	physical	product.	In	many	cases	the	physical	product	is	not	the	same	as	the	mental	
picture	of	the	product.	So	behind	the	image	of	a	product	there	is	a	so-called	meta-product.	With	the	help	of	
prejudices,	status,	nostalgia,	group	affiliation	and	so	on,	a	image	of	the	product	is	created	by	the	user.	With	
the	help	of	a	human’s	senses	the	product	itself	is	created	also	in	the	mind,	but	this	mental	product	is	different	
compared	to	the	physical.	The	product	in	your	hand	is	never	the	same	as	in	your	head,	behind	the	image	of	a	
product	there	is	a	meta-product.	Meta-products	can	be	used	to	express	personal	status,	values	and	identity	
(Monö,	1997,	p.	20-27).		
	
2.1.4 Gestalt 
Monö	(1997)	describes	the	gestalt	laws	in	8	different	quotes:	
	

• “The	proximity	factor”	
	 	 The	closer	things	are	the	clearer	the	gestalt	becomes.	
	

• “The	similarity	factor”	
	 	 Figures	or	things	that	has	same	gestalt	becomes	one	gestalt.	
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• “The	area	factor”	
The	bigger	it	 is,	the	harder	it	 is	to	grasp	the	gestalt.	Comparing	a	small	and	big	area,	 it	 is	the	small	
portion	that	catches	the	eye.	

	
• “The	symmetry	factor”	
With	the	help	of	symmetry	gestalts	are	created,	figures	or	lines	that	are	in	symmetry	with	an	axis	are	
grouped	into	gestalts.	

	
• “The	inclusion	factor”	
Lines	that	creates	a	closed	area	will	be	seen	as	gestalts,	compared	to	solo	lines	that	only	builds	an	open	
area	without	boundaries.	

	
• “The	good	curve	(common	determining)	factor”	
Straight	lines,	uniform	curves	or	contours	that	are	put	close	together	with	a	small	change	or	break	
between	them	will	be	added	together	to	create	an	arrangement.	

	
• “The	common	movement”		
Different	elements	with	the	same	movement	makes	them	stand	out	as	one	gestalt.	

	
• “The	experience	factor”	
To	be	able	to	see	the	specific	gestalt	that	has	been	presented	for	the	observer	the	experience	from	
learning	to	seeing	it	is	required.	

	
The	usage	of	the	gestalt	laws	is	described	in	the	end	discussion	of	the	final	result.	
	
2.1.5 Semantic Functions 
First	the	product	has	to	be	understandable	so	the	user	knows	how	to	use	it	for	its	purpose,	secondly	it	has	to	
be	enjoyed	in	its	use	(Monö,	1997).	
	
A	product	is	described	for	two	reasons,	its	purpose	and	using,	by	expressing	itself	it	can	create	and	idea	of	
what	its	role	is.	The	communication	is	channeled	through	appearance	and	function.	Sometimes	the	design	is	
made	to	give	a	product	a	quality	it	does	not	contain	or	does	not	hold	enough	of.	With	the	help	of	design,	the	
product	can	send	out	a	signal	to	do	something,	it	exhorts	the	user	to	take	action.		
	
A	 product	 is	 identified	 through	 the	 resemblance	 of	 a	 company	 or	 with	 parts	 and	 components	 and	 the	
appearance,	function	of	the	product.	The	different	products	aspects	can	be	identified	in	a	several	of	ways	and	
these	are	for	example	the	idea	of	base	the	products	from	a	company	with	a	consistent	design	strategy	so	it	
can	be	connected	any	time	one	of	their	products	are	being	perceived.	A	similar	identifying	strategy	is	to	have	
a	design	strategy	for	a	family	design	tree	that	is	created	by	a	company,	this	is	a	connection	that	is	directed	
more	 towards	 the	 design	 family	 than	 company.	 A	 great	 variety	 of	 symbols	 can	 be	 used	 for	 making	 the	
connection	between	product	and	company,	emblems	can	also	connect	to	the	quality	or	institution.	A	special	
form	or	icon	works	in	a	similar	way	while	the	logotype	of	a	company	is	built	of	 letters	in	a	fashion	that	is	
expresses	what	it	stands	for.	In	the	matter	of	identifying	the	products	functions	colors	or	layout	design	can	be	
used	for	connecting	it	to	the	purpose	it	was	created	for.	By	using	the	right	kind	of	typography	it	is	easier	to	
understand	the	instructions,	if	using	the	typography	to	make	an	understanding	of	the	company	itself	there	is	
a	few	important	notes	to	keep	in	mind.	If	the	text	is	not	really	enough	to	make	the	user	reach	a	higher	level	of	
understanding,	symbols	can	be	used	to	create	that	understanding	which	is	needed	for	the	specific	purpose.	
Working	in	three	dimensions	can	help	also	when	it	comes	to	the	typography	topic,	stamping	or	reliefs	for	
example	(Monö,	1997).	
	
2.1.7 User Needs 
Jordan	(1999)	describes	Maslow’s	theory;	when	a	basic	need	is	fulfilled	a	human	feels	good	for	a	moment	and	
then	the	hunt	begins	for	the	next	need	to	be	satisfied.	The	rating	of	needs	that	Maslow	(1969)	created	starts	
from	bottom	and	up	in	this	order:	Physiological,	safety,	love,	esteem	and	self-actualization.	
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“At	 once	 other	 (and	 “higher”)	 needs	 emerge,	 and	 these,	 rather	 than	 physiological	 hungers,	 dominate	 the	
organism.	And	when	these	in	turn	are	satisfied,	again	new	(and	still	“higher”)	needs	emerge	and	so	on.”	(Maslow,	
1969,	p.	323)	
	
This	is	what	means	with	the	basic	needs	of	a	human,	and	this	is	the	reason	why	it	is	created	a	hierarchy	of	
needs.	These	needs	were	then	translated	to	fit	the	area	of	human	factors	better	by	Jordan	(1999),	from	bottom	
and	up:	functionality,	usability	and	pleasure.	Functionality	is	named	as	the	level	1	of	human	factors	and	the	
main	reason	is	because,	what	is	a	product	without	any	sort	of	function?	It	is	useless	from	a	“useable”	point	of	
view.	It	is	important	for	the	designer	to	be	clear	about	what	for	and	where	the	product	will	be	used.	In	other	
words:	purpose	and	context.		
	
Level	2,	Usability	-	When	the	need	for	a	function	has	been	satisfied	the	next	need	is:	ease.	To	do	it	with	ease,	
using	 the	 product	 smoothly	 without	 too	 much	 effort.	 Important	 to	 remember	 is	 that	 a	 well-designed	
functionality	does	not	secure	a	solid	usability	(Jordan,	1999).	Before	moving	on	to	the	last	step	in	the	user	
needs	steps	a	short	dive	 into	 the	definitions	and	explanations	of	usability.	 Jordan	(1999,	p.	207)	cites	 the	
International	Standards	Organizations	definition	of	usability:	“The	effectiveness,	efficiency	and	satisfaction	
with	which	specified	users	achieve	specified	goals	in	particular	environments”	(ISO	DIS	9241-11).	Compared	
to	Jordan’s	(1999)	three	areas	of	usability	Shackel	(2009)	touches	two	kinds	of	sub-categories:	“The	capability	
in	human	functional	terms	to	be	used	easily	and	effectively	by	the	specified	range	of	users,	given	specified	
training	and	user	support,	to	fulfill	the	specified	range	of	tasks,	within	the	specified	range	of	environmental	
scenarios.”	Shackel	(2009,	p.	340).	In	other	words,	how	easily	and	effectively	it	is	used	compared	to	Jordan’s	
effectiveness,	efficiency	and	satisfaction.	Jordan	(1999)	draws	the	line	between	the	two	different	ways	of	how	
to	see	a	product	based	on	usability.	First	description	 is:	The	product	 is	a	 tool	used	to	solve	problems	and	
second:	The	product	is	designed	to	execute	its	designed	action.	Jordan	arguments	against	this	“limited”	view	
and	explain	the	products	as	a	person	that	the	users	share	feelings	with.	Because	the	way	the	products	are	
interacted	with	will	generate	different	results.	
	
Level	3,	Pleasure	-First	when	the	product	has	been	designed	to	be	usable	it	can	then	be	moved	on	to	another	
step,	 created	 to	be	pleasurable.	We	as	humans	always	 seek	pleasure	and	 that	we	 see	 the	great	variety	of	
products	and	artifacts	around	us	as	sources	for	potential	pleasure.	As	a	designer	you	have	the	opportunity	to	
create	designs	that	can	have	a	pleasurable	 impact	on	the	users.	To	summarize	this:	Stepping	on	to	 level	1	
appears	to	a	satisfied	need	for	usability,	when	this	need	has	been	fulfilled	a	new	need	takes	place.	When	the	
product	has	given	a	well-used	function	(level	2)	it	will	then	be	able	to	create	emotions	within	the	user	(level	
3)	(Jordan,	1999).	
	
2.2 PACKAGE DESIGN 
	Groth	(2006)	claims	that	package	design	is	described	as	a	branch	of	graphic	design.	
	
”Package	 design	 is	 one	 of	 the	 more	 complex	 specializations	 in	 the	 field	 of	 graphic	 communications.	
Translating	 a	 design	 concept	 across	 three-dimensional	 surfaces	 requires	 planning,	 creativity	 and	 an	
understanding	of	market	perception.”	(Groth,	2006,	p.	VII).		
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2.2.1 The elements of packaging 
A	great	variety	of	design	structures	for	packages	has	been	discussed	and	created	by	different	people	(Agariya,	
Johari,	Sharma,	Chandraul	and	Singh,	2012).	Underwood	(2003)	defines	the	packaging’s	design	elements	into	
two	different	 categories,	 graphic	 and	 structure.	This	design	 structure	 is	 different	 compared	 to	Rettie	 and	
Brewer	(2000)	who	pointed	out	that	it	should	be	divided	into	verbal	and	visual,	based	on	the	research	how	a	
brain	perceives	a	package.	With	the	help	of	Rettie	and	Brewer’s	study	(2000)	Agariya	(et	al.,	2012)	designed	
a	 structure	 for	 the	 attributes	 for	 packages.	 By	 dividing	 the	 subject	 into	 two	 parts,	 verbal	 and	 visual.	
Underwood’s	 (2003)	model	 does	 not	 take	 in	 consideration	 of	 the	 brains	 perception	 of	 packages	 and	 its	
information.	
	
2.2.2 Usage 
Basic	Objectives:	protection,	preservation,	containment,	convenience,	communication	and	promotion.	These	
are	the	attributes	of	a	standard	package	described	by	Agariya	(et	al.,	2012).	Löfgren	(et	al.,	2008)	writes	about	
the	different	theoretical	needs	a	package	has	to	fulfill	to	be	the	bridge	between	user	and	product.	They	are:	it	
has	to	be	easy	to	use,	information	has	to	be	clear	so	it	is	not	possible	to	misuse	the	product,	it	is	important	
that	it	fits	in	a	storage	space	and	if	the	product	has	to	be	given	in	dosages	the	packaging	must	successfully	by	
providing	this	function.	
“The	package	 is	 the	shopper’s	window	to	the	product	because	 it	often	projects	the	 initial	 impression	they	
form	about	the	product,	its	quality	or	its	value”	(Underwood	&	Ozanne,	1998,	p.	208)	”The	ability	of	brands	
to	gain	attention	and	consideration	on	the	basis	of	their	point-of-purchase	appearance	forms	the	basis	for	
design	strategy,	which	is	particularly	important	in	the	case	of	new	brand	introductions,	brand	repositioning,	
brand	extensions	and	the	signaling	of	product	changes”	Underwood	and	Ozanne	(1998,	p.	208)	citing	Garber	
(1995).	
	
2.2.3 Twedi’s (1968) four criteria for packaging design 
These	criteria	are	designed	by	Twedi	(1968,	p	59-60)	to	give	designers	and	marketers	a	grip	of	what	could	be	
measured	of	package’s	design.		
	

• “Criterion	1:	Visibility”	
Twedi	 (1968)	 defines	 this	 as	 the	 measurement	 of	 the	 difficulty	 of	 see	 the	 package	 in	 its	 real	
environment.	

	
• “Criterion	2:	Information”		
It	is	quite	critical	that	a	package	is	designed	so	it	is	clear	to	the	potential	user	what	it	contains.	There	
is	of	course	a	variety	of	cases	of	this	matter,	it	is	possible	that	a	package’s	shape	is	designed	so	it	is	
obvious	what	it	contains	(Twedi,	1968).	

	
• “Criterion	3:	Emotional	Appeal”		
Twedi	(1968)	draw	the	parallel	between	packages	and	people,	that	a	package	is	designed	to	have	its	
own	personality.	With	the	help	of	shape,	texture,	color,	typography,	illustration,	packaging	materials	
creates	a	package’s	gestalt.		

	
• “Criterion	4:	Workability”	
Packages	 are	more	 than	 just	 containers	 but	 the	 primer	 function	 is	 to	 protect	 the	 product	within,	
further	on	the	other	functions	that	are	included	are	opening,	closing,	information	about	the	product,	
instruction	 of	 use,	 usefulness	 for	 interaction	 with	 the	 package	 after	 the	 main	 purpose	 has	 been	
completed	(secondary	use),	storability	of	the	package	at	home	(Twedi,	1968).	
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2.2.4 Communication 
Underwood	and	Ozanne	(1998)	defines	package	design	in	these	words:	”In	the	attempt	to	reach	and	persuade,	
one	marketing	communication	tool	that	continues	to	grow	in	importance	is	the	product	package.”	(p.	208).	
Pressing	on	the	matter	of	being	a	tool	of	communication	Underwood	and	Ozanne	(1998,	p.	208)	cites	Hine	
(1995)	referring	packaging	as	”The	Silent	Salesman”.	The	package	does	the	final	pitch	at	the	store	before	it	is	
sent	 down	 in	 the	 possible	 user’s	 trolley.	 The	 article	 is	written	with	 the	 focus	 on	 grocery	 store	 product’s	
packages	and	how	they	fight	among	the	great	variety	of	options	there	is	for	a	possible	user	at	the	point-of-
purchase	moment.	Designers	work	towards	the	goal	of	breaking	through	the	chaos	at	the	shelves	with	their	
specific	package.	To	do	this	Underwood	and	Ozanne	(1998)	describes	positive	communication	aspects	that	
are	 vital	 in	 this	 field	 of	 design.	 The	 aspects	 are:	 aesthetic,	 experiential,	 functional,	 symbolic	 and/or	
informational.	 Underwood	 and	 Ozanne	 (1998)	 explains	 how	 important	 truthfulness	 is	 for	 the	 packages,	
compared	to	the	product	within,	it	is	vital	to	be	sincere	to	the	customer	about	what	is	inside	the	packge.	By	
making	the	packages	more	authentic	on	the	market	a	better	and	long-term	relationship	will	prosper	between	
brand	and	user.	
	
2.2.5 Graphic Design 
Graphic	design	is	an	important	piece	in	the	puzzle	for	package	design	as	Underwood	(2003)	states.	Frascara	
(1988)	describes	the	basics	for	graphic	design	and	claims	that	it	is	a	design	form	that	has	developed	without	
a	 theoretical	background.	Graphic	design	 is	a	way	of	communication,	which	 inhabits	sending,	and	sharing	
codes	 and	 as	 designer	 you	 don’t	want	 to	 break	 the	 connection	 by	 not	 taking	 the	 codes	 in	 account.	 	 It	 is	
important	 to	 see	 graphic	 design	 as	 not	 only	 an	 art	 form	 from	 an	 aesthetic	 perspective	 but	 also	 as	 a	
communicator	and	its	impact	on	a	social	 level.	Aesthetics	is	not	the	base	for	a	high	quality	graphic	design.	
Common	 problems	 within	 the	 areas	 of	 graphic	 design	 touches	 the	 subjects	 of	 the	 detection	 and	
communication	surrounds:	visibility,	legibility	and	aesthetics.	
	
“Graphic	designers	are	always	in	need	of	active	dialogue	with	their	clients	and	with	other	professionals	(	…	)	to	
really	make	the	best	of	their	practice.	This	certainly	has	important	implications	in	relation	to	the	evaluation	on	
graphic	quality	and	to	the	education	of	graphic	designers”	(Frascara,	1988,	p.	23)		
	
Moszkowicz	(2011)	describes	the	Gestalt	psychology	as	an	important	piece	in	the	graphic	design	area.	Gestalt	
theory	is	complicated	and	has	been	unified	within	many	different	areas:	scientific,	humanistic,	mechanistic	
and	therapeutic.	In	the	history	of	graphic	design,	the	Gestalt	has	been	an	unchanged	law	and	a	united	science.	
This	 connection	 that	Moszkowicz	 speaks	 about	 then	 links	 further	 on	 to	 the	 surface	 of	 packages	 as	Groth	
(2006)	describes	the	usage	of	gestalt	laws	on	the	packages	surface.	It	can	be	used	to	lead	the	user	along	the	
surface	 and	 on	 to	 the	 other	 sides	 of	 the	 package,	 Groth	 (2006)	 links	 this	 to	 the	 lay	 of	 similarity	 and	
continuation.	By	the	basic	need	of	grouping	shapes	together	the	eye	will	be	led	on	a	road	over	the	surface	and	
with	the	help	of	continuation	a	designer	can	then	move	the	user’s	interest	over	to	the	next	planned	side	of	the	
package.	
	
2.2.5 Branding 
Keller	 (1993)	describes	 the	 strength	of	brand	association	as	a	 tool	of	 the	mind,	with	 the	help	of	 the	user	
memory	 an	 association	 can	 be	 done	 towards	 the	 brand	 itself.	 The	 importance	 of	 this	
connection/communication	has	been	studied	before	but	are	thin	says	Rettie	and	Brewer	(2000)	and	defines	
it	as	a	tool	for	branding	and	communicating	with	the	user.	Studies	done	on	the	matter	of	a	general	area	of	
package	 design	 is	 describing	 it	 as	 a	 tool	 for	 branding	 and	 communicating	with	 the	 user.	 This	 connection	
between	brand	and	user	is	thoroughly	studied	by	Keller	(1993)	through	the	definition	of	“Customer-based	
brand	equity”	(p.	8)	and	dividing	it	into	two	components	“Brand	Awareness”	(p.	3)	and	“Brand	Image”	(p.	3).	
The	 two	 components	 are	what	 the	memory	 association	 is	 connected	 to.	 Customer-based	 brand	 equity	 is	
something	 that	 happens	 when	 the	 user	 knows	 about	 the	 brand	 and	 is	 in	 possession	 of	 strong	
positive/negative	brand	association.	An	effect	of	brand	knowledge.	“Brand	Knowledge”	(p.	1)	is	stored	in	the	
user	memory	and	is	important	how	it	works	because	it	determines	what	comes	to	the	user’s	insight	when	in	
connection	with	the	brand.	
	
Brand	 awareness	 (Keller,	 1993)	 is	 defined	 as	 the	 strength	 of	 a	 memory	 trace	 and	 contains	 of	 Brand	
Recognition	 (Capture	 top-of-mind	 accessibility	 of	 brand	 in	 memory)	 and	 Recall	 (Capture	 potential	
retrievability	or	availability	of	brand	in	memory).		
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	“Brand	image	is	defined	here	as	perceptions	about	a	brand	as	reflected	by	the	brand	associations	held	in	the	
consumer	memory”	(Keller,	1993,	p.	3).	By	creating	a	positive	brand	image	in	a	user’s	memory	different	kinds	
of	customer-based	brand	equities	will	take	place.	By	high	amounts	of	brand	image	and	awareness	the	chances	
of	choosing	the	brand	will	follow,	nevertheless	will	the	loyalty	rise	at	the	customer	(Keller,	1993).	
	
This	is	how	Keller	(1993)	has	studied	and	defined	association	between	brand	and	user,	Underwood	(2003)	
writes	how	this	is	important	for	product	packaging	that	communicates	and	devotes	to	the	meaning	the	brand	
was	intended	to	stand	for.	The	package	is	a	symbol	for	the	product	within	and	has	the	roll	as	either	strengthen	
or	weaken	the	bond	between	customer	and	brand.	Packages	can	give	shape	and	touchable	form	for	both	the	
product	and	the	user’s	image,	thus	it	will	create	an	understanding	of	the	brands	personality	and	individuality.	
	
2.2.7 Package in store Perception 
A	 package	 design	 study	 done	 by	 Rettie	 and	 Brewer	 (2000)	 towards	 how	 user	 perception	 of	 packages	 is	
dependent	on	how	 the	brain	works	will	be	briefed	here.	The	authors	describe	 the	brain	as	an	organ	 that	
contains	two	parts,	left	and	right	stimuli,	which	takes	care	of	different	kinds	of	visual	information.		But	the	
brain	takes	in	the	information	in	an	unsymmetrical	way,	when	signals	from	a	wide	angle	in	the	perception	
view	 are	 seen	 when	 signals	 are	 percept	 from	 a	 wide	 angle	 the	 brain	 gathers	 the	 information	 in	 an	
unsymmetrical	way.	During	a	quick	perception	the	brain	performs	the	same	action.	When	a	customer	scans	a	
shelf	for	a	product	this	quick	perception	is	performed	and	then	the	two	different	visual	information	elements	
are	sent	to	the	different	halves	of	the	brain.	Thus	words	are	digested	by	the	left	side	of	the	brain	and	pictures	
by	the	right	side,	because	of	this	function	the	design	of	a	package	should	be	designed	with	the	information	in	
text	on	the	right	side	and	the	pictures	to	the	left.	
	
2.2.8 First Moment of Truth – Extrinsic and Intrinsic Elements 
“First	Moment	of	Truth”	and	“Second	Moment	of	Truth”	is	defined	by	Löfgren,	Witell	and	Gustafsson	(2008)	
in	 their	 article	 concerning	 customer	 satisfaction	 (See	 Appendix	 1).	 The	 article	 explains	 two	 kinds	 of	
occurrences,	the	first	and	the	second	touch	points	when	interacting	with	a	products	packaging.	
There	has	been	done	some	studies	concerning	what	affects	the	“First	Moment	of	Truth”	by	Zeithaml	(1988)	
(See	Appendix	2).	
	
In	the	following	text	there	is	two	definitions	that	comes	in	handy	to	know	before	reading.	Extrinsic	is	defined	
by	Merriam	Webster	(2016)	as	“not	part	of	something,	coming	from	the	outside	of	something”.	While	intrinsic	
on	the	other	hand	is:	”belonging	to	the	essential	nature	of	a	thing,	occurring	as	a	natural	part	of	something”.		
	
Zeithaml	(1988)	explains	that	the	users	are	more	dependent	of	a	packages	extrinsic	element	when	these	three	
different	scenarios	are	at	play:	

• At	the	actual	purchase	when	the	intrinsic	cue	is	nowhere	at	hand.	
• When	the	intrinsic	cue	is	depending	on	a	greater	work	and	time	to	grasp.	
• If	the	quality	of	the	product	is	hard	to	assess.		

If	the	potential	user	has	a	low	amount	of	data	towards	the	products	intrinsic	cues	as	a	quality	index	the	
extrinsic	characteristic	will	be	used.	The	scenarios	for	this	occurrence	are	following:	

• Has	a	thin	or	no	experience	of	the	product.	
• Low	on	time	or	fortitude	to	spend	on	the	search	for	the	products	intrinsic	characteristics.	
• Has	not	the	ability	to	measure	the	intrinsic	characteristics.	

These	scenarios	take	place	the	first	time	a	potential	user	sees	the	product	in	the	shelf	at	a	store	or	similar	
scenes	and	are	based	on	a	theory	by	Zeithaml	(1988).		
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2.2.9 Second Moment of Truth - Customer Satisfaction 
As	explained	earlier	there	is	a	definition	for	the	second	touch	point	when	using	a	package,	the	second	moment	
takes	 place	 after	 the	 product	 is	 purchased.	 In	 other	 words	 the	 use,	 handling	 and	 the	 consumption.	 The	
customer	satisfaction	is	affected	in	both	the	pre	and	post-purchase	occurrences,	it	is	also	divided	into	three	
categories	done	by	Wikström	(2002)	referred	to	by	Löfgren	(et	al.,	2008).	These	are	based	on	the	theories	
surrounding	 the	 semantics	 of	 products,	 Butter	 and	 Krippendorf	 (1984)	 describes	 product	 semantics	 as	
“Product	semantics	is	the	study	of	the	symbolic	qualities	of	man-made	forms	in	the	context	of	their	use	and	
the	application	of	this	knowledge	to	industrial	design.”.		
	

• Technical	 Quality	 –	 Is	 described	 in	 the	 article	 by	 Löfgren	 (et	 al.,	 2008)	 as	 the	 products	 technical	
functions,	construction	and	production.	

• Ergonomic	Quality	–	This	surrounds	the	adjustment	towards	a	human’s	physique	and	behavior	while	
interacting	with	the	product.	

• Communicative	Quality	–	The	ability	to	carry	a	message	and	to	adjust	towards	the	human’s	intellect	
and	behavior.	

	
Löfgren	(et	al.,	2008)	describes	the	chain	reaction	as	if	the	three	aspects	of	customer	satisfaction	are	fulfilled	
then	loyalty	will	have	its	place	in	the	user’s	mind.	
	
The	first	and	second	moment	of	truth	is	part	of	one	total	process	of	consumption.	The	link	between	these	two	
moments	 are	 defined	 as	 the	 experience	 and	 decision	 between	 second	 and	 first	moment.	 So	 to	make	 this	
understandable	the	scenario	is	explained	like	this:	After	the	user	has	gone	through	the	second	moment	of	
truth	with	the	product	and	is	back	in	the	store	for	a	second	purchase,	the	experience	from	the	second	moment	
of	truth	will	have	an	effect	on	the	following	moment	and	new	first	moment	of	truth	(Löfgren,	et	al.,	2008).	
	
2.2.10 Form 
Recent	studies	show	that	the	products	shape	can	affect	the	decision	of	purchase,	it	is	an	important	tool	to	be	
different	from	the	others	on	the	market	(Raghubir	&	Greenleaf,	2006).	This	statement	is	backed	up	by	Agariya	
(et	al.,	2012),	it	is	indeed	a	tool	to	bring	the	brand’s	package	away	from	the	competitors	on	the	market	in	a	
positive	and	different	way.	From	a	construction	point	of	view	Groth	(2006)	states	that	a	products	package	can	
be	contained	in	a	very	simple	construction,	but	the	number	of	varieties	of	each	basic	construction	is	infinite.		
The	packaging	shapes	can	be	divided	into	three	basic	“Package	Paradigms”	(p.	34).	Packaging	archetypes	can	
be	found	everywhere	in	nature,	so	as	a	designer	on	the	search	for	inspiration	can	find	a	great	variety	of	ideas	
in	both	nature	and	the	urban	civilization.		
	

• Six-Sided	Box	
- Constructed	from	flat	surfaces	a	polyhedron	can	be	created.	

• Pyramid	
The	pyramid	category	contains	particularly	three	divergent	branches.	
- A	pyramid	with	three	or	more	different	sides.	
- A	cone	with	one	single	side	that	turns	all	the	way	around	its	circular	base.	

• Cylinder	
- This	shape	is	like	a	cone	but	has	two	circular	ends.	

2.2.10.1 Form Follows Function 
In	the	chapter	touching	the	subject	of	what	comes	first,	shape	or	function	Groth	(2006)	states	that	it	has	to	be	
the	 function	 that	 is	 defined	 first.	 To	 strengthen	 this	 argument	 Groth	 shows	 an	 example	 of	 designing	 a	
container	to	brew	and	serve	tea	with.	When	creating	this	container,	it	has	to	be	based	on	the	very	intent	of	
the	 product	 its	 function	 to	 hold	 warm/hot	 liquid.	 Because	 of	 the	 known	 intent	 the	 product	 will	 have	
constraints	bound	to	itself	straight	away	from	the	start.	The	product	has	to	withstand	high	heat	and	contain	
water	in	this	case,	this	will	then	bring	in	materials	that	can	handle	the	case.	Further	on	the	design	questions	
concerning	the	use	of	the	container	will	create	a	demand	of	the	form.	With	this	example	Groth	(2006)	then	
points	out	that	it	is	the	same	principle	for	the	design	of	packages.	
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• “Does	the	package	hold	the	product?”	
• “Will	the	package	stay	together	and	protect	the	product	through	shipping,	shelf	display	and	

purchase?”	
• “And	does	the	structure	make	sense	of	the	product,	client	and	intended	audience?”	(p.	31).	No	

matter	how	well	presented	the	company	and	product	is	on	the	package	or	the	intended	use	of	the	
packages	functions	it	is	pointless	if	it	does	not	fill	out	these	questions/criteria	that	is	written	
above.	(Groth,	2006)	

The	saying	“form	follows	function”	is	questioned	by	(Krippendorff,	1998)	by	pressing	the	matter	that	by	
objectifying	“form”	and	defining	it	as	“function”	instead	for	“meaning”	the	slogan	will	not	be	defined	to	its	
fullest	potential.	A	thing	needs	a	shape	to	able	for	the	perception	of	it,	but	to	be	used	it	needs	to	contribute	
to	understanding	of	its	use.	Form	is	an	objective	definition.	The	idea	of	meaning	instead	for	function	brings	
the	whole	definition	into	life	when	excluding	the	idea	of	designing	an	“artifact”	that	only	is	understood	by	
the	designer	and	not	by	the	user.	Not	only	where	the	forms	are	being	used	but	how	they	will	be	speaking	to	
the	user,	in	which	way	it	is	supposed	to	mean	something.	By	having	the	goal	of	giving	the	product	a	meaning	
and	not	only	an	objective	function,	thus	will	the	product	speak	to	the	user	and	not	only	to	the	designer.	
	
Krippendorff’s	(1998)	arguments	are	important	to	be	aware	off,	so	the	design	is	not	only	understandable	to	
the	designer	but	also	to	the	user.	By	designing	as	Groth	(2006)	describes	his	thinking	will	make	it	is	easy	to	
create	something	that	is	directed	to	the	designer	and	not	the	user.	

2.2.11 Materials 
Further	on	in	the	book,	written	by	Groth	(2006),	describes	the	most	common	materials	used	for	packaging	in	
his	expert	opinion.	He	points	out	the	different	pros	and	cons	for	the	materials	from	the	packaging	point	of	
view.	
	

• Glass	
The	material	is	quite	cheap,	its	surface	can	be	labeled	either	with	printing	in	the	material	or	it	can	be	
labeled	with	printed	paper,	it	can	have	a	standard	or	special	made	shape,	the	product	is	visible	through	
the	glass.	On	the	other	hand,	it	is	fairly	fragile	and	the	material	itself	carries	some	weight.		

• Metal	
This	is	a	strong	material	that	protects	well,	it	has	the	same	ability	as	glass	to	be	printed	straight	on	its	
surface	or	 labeled.	From	a	production	point	of	 view,	by	using	 this	material,	 it	 can	be	a	very	quick	
process	for	making	packages.	But	the	package	can	be	given	dents	easily.		

• Plastic	
Polymers	are	a	cheap,	lightweight	and	durable	material	that	can	be	shaped	into	all	kinds	of	forms,	not	
to	forget	it	is	recyclable.	(Hopewell,	Dvorak	and	Kosior,	2009)	It	is	also	shatterproof	and	can	be	printed	
on	(or	labeled)	(Groth,	2006).	However	this	material	is	very	durable	and	has	a	very	long	biodegrade	
time	span,	which	makes	it	linger	in	nature	and	cause	havoc	(Hopewell,	et	al.,	2009)	

• Cardboard/Paperboard	
It	 is	a	very	 inexpensive	material,	 it	 can	be	built	 in	many	different	shapes,	 the	whole	surface	of	 the	
material	can	be	printed	on,	this	material	can	be	produced	in	a	great	variety	of	thicknesses	and	finishes	
and	cardboard	it	can	be	recycled.	
	

2.2.14 Eco-Design 
To	understand	why	it	can	be	hard	to	create	the	ultimate	package	for	the	nature	this	chapter	has	been	written	
based	on	Holdway,	Walker	and	Hilton	(2002)	that	are	explaining	in	an	article	about	the	importance	of	package	
design	 and	 its	 interaction	 with	 “eco-design”.	 But	 also	 why	 it	 is	 so	 hard	 for	 companies	 today	 to	 use	 the	
sustainable	development	as	a	big	factor	on	the	design	table.	They	state	how	the	packages	today	have	an	impact	
on	three	major	levels:	economic,	social	and	environmental.	Companies	today	have	become	aware	how	crucial	
the	package	design	is	today	from	a	selling	perspective,	but	at	the	same	time	how	deep	the	impact	is	on	the	
environment	today.	Buyers	are	more	aware	too	and	can	be	quite	aggressive	towards	a	wasteful	behavior.	It	
can	be	beneficial	for	not	only	the	nature	to	have	a	more	sustainable	approach	towards	the	packages	but	also	
the	company	can	gain	on	it	by	reduced	production	costs,	minimalizing	materials	and	so	forth.	
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An	important	chapter	in	this	article	is	the	“Barriers	to	packaging	eco-design”	(p.	47)	that	displays	the	different	
factors	 that	 halts	 the	 eco-design	 on	 today’s	 packaging	 market.	 Shortage	 on	 motivation	 to	 create	 better	
packages,	because	it	does	not	generate	more	money,	 is	a	common	factor.	So	is	the	weak	visions,	planning,	
communication	 and	 functionality.	 Not	 to	 forget	 to	 mention	 the	 low	 levels	 of	 resources:	 time,	 money,	
knowledge	and	skills.	Sustainable	development	is	sometimes	determined	to	be	created	or	not	by	the	designer	
itself.		
	
2.2.14 Packaging Color 
How	should	you	think	as	designer	when	it	comes	down	to	giving	your	package	the	color	you	want	to	attract	
potential	 buyers	 in	 a	 positive	way?.	 “Color	 attracts	 attention”.	 Color	 attracts	 the	 eye	 by	 its	 psychological	
ability,	this	is	a	powerful	tool	for	making	the	potential	user	stop	and	look	that	the	package	in	a	store.	Not	only	
does	 it	 draw	 attention	 but	 also	 can	 fulfill	 the	 need	 of	 keeping	 it	 up.	 It	 can	 do	 this	 in	 two	different	ways,	
“involuntarily”	and	“voluntarily”	attention	(Kauppinen-Raisanen,	2014,	p.	665).	
	
Involuntarily	–	Starts	a	response	of	physiological	matter,	for	example	this	can	be	used	when	a	given	color	for	
a	package	is	different	from	the	rest	of	the	products.	The	user	is	caught	with	surprise	by	the	use	of	a	color	that	
is	 not	 expected	 to	 be	 there.	 Another	 way	 to	 use	 the	 involuntarily	 way	 of	 attraction	 is	 to	 use	 warm	 and	
saturated	colors:	orange,	yellow	and	red.	Example:	Pepsi	used	their	blue	color	back	in	1996	to	stand	out	from	
the	rest	of	the	soft	drinks	(Kauppinen-Raisanen,	2014).	
	
Voluntary	–	Starts	both	an	“Emotional	response”	and	“Cognitive	response”.	If	a	potential	user	is	caught	and	
attracted	towards	a	color	 that	has	a	meaning	 for	 the	person,	 that	 there	 is	a	memory	of	 this	color	and	can	
connect	to	experiences	of	this	product	with	the	help	of	the	color.	There	is	a	link	between	the	specific	color	and	
brand	which	brings	up	to	the	surface	in	their	mind	what	the	product	stands	for	and	information	about	the	
product.	Example:	The	Coca-Cola	red	 is	easily	associated	 to	 the	brand	and	what	 the	product	 is	within	 the	
package	(bottle)	(Kauppinen-Raisanen,	2014).	
	
“Color	has	the	capacity	to	communicate”.	To	be	different,	to	stand	out	a	good	color	choice	is	a	smart	way	to	
create	a	package	that	will	be	 found	among	the	great	variety	of	products.	The	challenge	here	 is	 to	create	a	
package	 that:	 Well-known.	 Stands	 out.	 Communicates	 a	 meaningful	 message	 for	 the	 potential	 user	
(Kauppinen-Raisanen,	2014,	p.	667).	
	
“Packaging	 colors	 influence	message-related	behavior,	unconsciously,	 semiconsciously	or	 consciously”.	As	
mentioned	earlier	if	a	brand	that	has	a	solid	place	in	its	market	it	becomes	a	beacon	for	the	product	class,	this	
can	be	because	of	“associative	learning”	where	a	person	creates	links	between	brand	and	color.	Through	this,	
different	colors	become	standardization	for	a	specific	class	in	a	products	market,)	mentions	brown	for	coffee	
as	an	example	in	this	case	(Kauppinen-Raisanen,	2014,	p.	667).	Using	color	to	create	an	association	between	
color	on	the	package	and	the	brand	can	be	exploited	by	using	a	color	which	is	unique	for	a	specific	brand	
(Silayoi	&	Speece,	2007).	
	
2.2.15 Information 
It	can	create	confusion	around	the	information	about	the	product	within	the	package	if	it	is	not	clear	enough	
and	gets	to	small	and	detailed	(Silayoi	&	Speece,	2007).	When	focusing	on	the	text	on	the	front	there	is	a	way	
to	test	if	the	text	is	placed	in	the	right	position	of	a	package,	the	text	that	informs	about	the	content.	By	using	
a	tachistoscope	a	quick	picture	of	the	package	is	shown	with	a	follow	up	question	what	the	subject	did	see.	
This	is	how	Twedi	(1968)	explains	a	way	to	test	the	design	of	a	package,	the	same	use	of	this	is	done	by	Rettie	
and	Brewer	(2000)	when	trying	out	where	the	best	position	of	text	and	picture	is	(Twedi,	1968).	
	
2.2.16 Logo Positioning 
By	conducting	three	studies	with	users	Sundar	and	Noseworthy	generated	a	result	of	were	the	persons	in	the	
study	want	the	logo	to	be	placed	on	different	food	packages.	The	end	result	was	that	large	and	well-known	
brands	are	preferred	to	have	their	logo	higher	up	on	the	packages	front.	And	on	the	other	hand	the	brands	
that	are	“less	powerful”	(Sundar	and	Noseworthy,	2014)	should	have	their	logo	in	a	lower	position.	Sundar	
and	Noseworthy	draws	the	connection	between	ancient	history	when	Egyptian	pyramids	were	used	to	expose	
domination	with	the	help	of	creating	“awe	and	admiration”	(Sundar	and	Noseworthy,	2014).	In	another	study	
conducted	by	Agariya	(et	al.,	2012)	the	result	considering	symbols	and	logos	was	not	having	a	compelling	
effect	of	the	user’s	affinity	towards	the	package	(Agariya,	et	al.,	2012).		



 20 

	

3 Method and Realization 
A	chapter	that	will	take	you	through	the	different	stages	of	a	project	and	what	each	of	these	stages	are	built	on	
with	the	help	of	methods.	
	

	
3.1 PROCESS 
“No	‘Silver	Bullet’	Method”	-	to	describe	a	process	model	thoroughly	is	difficult	and	there	is	not	a	solo	model	
that	fits	all	processes.	Instead	the	models	are	designed	for	each	specific	task	to	make	the	best	of	the	situation	
(Wynn	and	Clarkson,	2005).	 See	Figure	2	which	 is	a	grand	example	of	no	silver	bullets	 can	be	used	 for	a	
process	model.	
	
3.2.1 The Field Guide to Human-Centered Design 
In	a	study	the	authors	used	the	IDEA	toolkit	when	generating	prototypes	for	their	users.	The	method	for	the	
design	process	was	a	success	as	for	the	effectiveness	for	creating	an	approach	towards	the	human	need	and	
wants	(Kumar,	Maskara	&	Chiang,	2014).		
 
“Embracing	human-centered	design	means	believing	that	all	problems,	(	…	),	are	solvable.	Moreover,	it	means	
believing	that	the	people	who	face	those	problems	every	day	are	the	ones	who	hold	the	key	to	their	answer.”	
(IDEO,	2015,	p.	9)	
 
This	process	that	IDEO	(2015)	has	developed	is	not	a	perfect	match	for	all	processes	but	is	made	to	be	flexible	
and	changeable.	In	the	search	for	empathy	for	the	users	there	is	three	phases	created	to	do	just	that.	
	

• Inspiration	
	 	 Understanding	the	humans	standing	in	the	center	of	the	problem.	

• Ideation	
Understanding	everything	that	has	been	documented,	generate	ideas	and	see	the	opportunities	which	
will	further	on	be	tested	and	evaluated.	

• Implementation	
Bringing	the	solutions	to	life	by	taking	through	the	process	of	making	it	reality	o	for	the	market.	

	
3.1.2 Stage Gate 
This	application	to	design	processes	are	very	common	in	industries	and	has	been	used	any	many	different	
variants.	The	gates	 that	 are	 stationed	after	 each	 stage	has	different	 criteria	 that	has	 to	be	 fulfilled	before	
moving	on	to	the	next	stage.	These	are	of	course	planned	after	a	time	schedule,	and	when	passing	these,	the	
project	will	 be	 revised	 towards	 the	 time	 factor	how	well	 the	plan	 is	being	 followed	 (Wynn	and	Clarkson,	
2005).	 The	 stage	 gate	 model	 was	 a	 very	 strict	 model	 that	 has	 evolved	 to	 be	 applied	 to	 conception	 and	
development	of	new	products.	

Figure	2	Project	Process	
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The	negative	criticism	has	been	involved	around	the	fact	that	it	is	too	strict	model	to	handle	innovation	in	a	
project	(Cooper,	2014).	If	aiming	for	an	acceleration	in	a	project	a	key	method	to	use	is	to	overlap	stages	and	
gates,	to	move	ahead	even	when	not	all	criteria	has	been	fulfilled	for	a	gate.	To	successfully	move	on	early	
from	a	gate	to	the	next	stage	and	work	simultaneously	with	these	there	is	a	set	of	questions	that	has	to	be	
answered,	 if	 the	 ones	 responsible	 for	 the	 project	 can	 answer	 these	 then	 the	 acceleration	 can	 take	 place	
(Cooper,	2014).	
	
3.1.5 Strategy Control 
Cross	(2000)	gives	some	authentic	rules	for	a	design	process,	guidelines	that	helps	a	designer	to	not	get	lost	
in	the	movement	the	creation	brings.	He	writes	that	it	is	important	to	have	the	objectives	clear	because,	during	
the	process	some	of	it	will	change	and	a	strategy	for	designing	a	product	must	be	able	to	adapt	and	change.	
So	if	the	work	gets	stuck	it	is	better	to	review	the	job	that	has	been	done	and	take	on	a	different	approach	
towards	reaching	the	final	goal.	Do	not	forget	to	discuss	problems	with	other	people,	a	solution	to	a	problem	
might	become	clear.	Through	the	work	of	keeping	all	the	papers	and	material	in	specific	files	it	is	going	to	be	
easier	if	something	has	been	put	on	pause	and	its	moment	of	usage	has	finally	come.	
	
3.1.6 Process Procedure 
Design	process	for	the	full	project	was	based	on	a	merge	of	stage	gates	and	the	IDEO’s	Field	Guide	to	Human-
Centered	Design.	Each	phase	had	an	expected	end	result	that	had	to	be	fulfilled	and	it	is	clear	that	if	you,	as	
designer,	 don’t	 have	 all	 data	 that	 is	 needed	 then	 there	 is	 no	 point	 of	moving	 on.	 But	 if	 you	 almost	 have	
everything	to	be	able	to	take	the	next	step	into	a	new	phase	then	it	can	be	done	and	the	left	over	unfinished	
data	can	be	gathered	 in	the	meantime.	So	the	context	phase	had	a	set	out	gate.	That	 is	 the	process	of	 this	
design	project.	
	
Brown	 (2008)	 describes	 that	 the	 design	 process	 can	 cycle	 through	 the	 inspiration,	 ideation	 and	
implementation	many	times.	This	is	what	has	been	used	within	the	last	main	phase	of	the	project.	An	ongoing	
iteration	work	was	 conducted	 in	 the	 Implementation	phase	when	 the	products	 details	was	designed	 and	
tested	over	and	over	again.	More	of	this	in	their	specific	procedure	chapters,	3.7,	3.9	and	3.10.		
	
3.2 PROJECT PLANNING 
A	strategy	of	design	is	being	created	to	build	a	general	plan	for	the	project,	thus	the	specific	moments	will	be	
designed	a	head	of	their	execution.	By	having	a	strategy	for	the	project	a	view	of	what	will	happen	and	where	
the	project	is	heading	are	going	to	be	clear.	This	can	be	attacked	from	a	different	angle,	by	having	a	lose	plan	
without	a	strategy	can	by	itself	be	the	very	strategy.	To	keep	the	doors	open	for	all	opportunities	that	might	
present	themselves	on	the	road	to	the	solution	of	a	problem.	“Random	search	strategy”	is	what	it	could	be	
named,	 and	 fits	well	 when	 the	 broadest	 of	 solutions	 search	 is	 conducted.	 This	 fits	well	 especially	 in	 the	
beginning	of	the	creative	moments	for	generating	fresh	and	different	ideas.	This	is	called	“The	random	search	
strategy”	(Cross,	2000,	p.	185)	and	it’s	opposite	is	the	“Prefabricated	strategy”	(Cross,	2000,	p.	186)	which	is	
in	recognizable	situations	that	has	already	been	conducted	before	this	strategy	folds	in	well	to	the	process	of	
creating	a	new	product	but	that	has	already	been	done	many	times	and	only	need	new	modifications.	These	
two	extremes	are	most	of	the	time	melted	into	one	strategy	that	holds	both	aspects,	which	is	sometimes	the	
best	way	of	designing	the	strategy	of	a	projects	process.	Based	on	a	design	that	were	aimed	towards	its	users	
the	IDEO’s	design	model	came	well	into	use.	With	the	help	of	a	pdf	file	that	had	different	methods	placed	into	
the	different	stages	of	the	process	gave	a	good	insight	what	each	step	would	need	for	kind	of	work.	
	
3.2.2 Visualized Planning 
Gantt	schedule	came	in	handy	to	build	up	the	different	stages	and	get	an	overall	view,	the	schedule	can	be	
found	in	the	Appendix.	I	had	a	premade	model	created	for	different	important	stages	at	a	week,	I	printed	this	
paper	out	on	an	A4	and	pinned	it	to	the	wall	in	my	project	room.	See	Appendix	4	and	5.	
	
3.3 CONTEXT 
Continued	work	towards	building	the	foundation	for	the	design	that	will	be	created,	this	chapter	till	show	
how	the	data	was	collected.	
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3.3.1 Interviews 
In	the	book	Delft	Design	Guide	(van	Boeijen,	Daalhuizen,	Zijlstra	&	van	der	Schoor,	2014)	there	is	described	
how	 an	 interview	 shall	 be	 prepared,	 performed	 and	 analyzed.	 There	 are	 three	 different	ways	 of	 how	 to	
prepare	an	interview	guide;	there	are	structured,	un-	or	semi-structured	interview	guides.	In	the	IDEO	Toolkit	
(IDEO,	2015)	the	interview	method	has	a	setup	of	two	parts	“Open	General”	and	“Then	Go	Deep”.	The	first	
part	is	designed	to	warm	up	people	and	the	second	is	for	getting	more	depth	in	the	user’s	thoughts	on	the	
specific	subject	that	the	interviewer	is	interested	in.	
	
One	method	for	collecting	data	is	to	interview	the	people	that	are	in	touch	with	the	subject,	in	this	project	the	
users	are	fishermen	and	a	sub	user	is	the	retail	salesmen.	These	two	are	the	main	people	within	the	subject	
of	the	packaging	design	and	therefor	interviews	with	them	where	conducted.	
	
3.3.2 Expert Interview 
The	 IDEO	Toolkit	 describes	Expert	 Interviews	 as	 a	 specific	method	 for	 gathering	 information	 around	 the	
subject.	The	basic	for	this	method	is	the	same	as	for	the	interviews	described	above,	but	has	the	intention	of	
gathering	information	around	the	area	of	design	(IDEO,	2015).	
	
I	made	contact	with	two	different	designers	in	the	USA	that	where	up	for	a	phone	interview,	the	intention	
with	the	questions	where	directed	towards	the	approach	of	the	design	process	when	developing	a	package.	
First	 interview	was	conducted	more	 like	a	pilot	version	which	 then	gave	an	 insight	of	how	 the	questions	
should	be	designed	like.	
	
3.3.3 Build a Team 
Human-centered	design	is	best	conducted	with	a	team	with	a	variety	of	thinking	approaches,	this	will	give	a	
different	result	compared	to	only	work	with	designers.	(IDEO,	2015)	
	
During	the	interviews	with	experts	and	users	I	asked	if	they	would	be	interested	in	hearing	back	from	me	and	
maybe	guide	me	 through	my	design	process.	The	ones	 that	accepted	my	 idea	of	 co-operation	where	 then	
scribbled	down	on	a	“List	of	Experts”	that	then	could	be	used	when,	for	example,	judgment	of	prototypes.	
	
3.3.4 Observation 
“Fly	on	the	Wall”	(van	Boeijen,	et	al.,	2014,	p.	45)	is	an	observation	method	when	watching	the	user’s	interact	
in	their	environment.	Another	method	is	to	observe	and	ask	questions	at	the	same	time.	Videotaping	can	come	
to	use	when	gathering	information	but	photos	and	notes	are	also	an	approach	of	gathering	information	when	
observing.	Observation	as	a	method	does	not	only	need	to	have	the	aspect	of	“real	life”	situations	but	also	see	
how	people	interact	with	prototypes.	(van	Boeijen,	et	al.,	2014)	
	
Based	on	the	theory	from	the	Delft	Design	Guide	(van	Boeijen,	et	al.,	2014)	I	used	the	observation	technique	
in	two	different	areas	of	the	package	habitat.	Field	and	store	environment.	
	
3.3.4.1 Field Observation 
Two	fishermen	signed	up	for	a	quick	trip	out	to	a	fishing	spot	that	still	has	open	water	during	winter	time,	the	
fish	that	is	caught	here	is	Pike	which	is	the	fish	that	the	Headbanger	Tail	is	made	primarily	designed	for.	The	
objective	to	do	this	was	to	merge	into	the	life	of	a	fisherman	and	try	to	understand	them	even	better	than	just	
interviews	but	also	to	search	for	problems	that	they	don’t	mention	themselves	while	thinking	back	on	the	
different	scenarios	they	encounter	during	their	fishing	trips.	This	was	then	to	be	analyzed	if	it	could	bring	out	
some	new	ideas	for	an	extra	function.	Gear	that	came	to	use	in	this	observation	was:	
	
• Phone	Camera	
• GoPro	with	a	head	strap	
• Notepad	
	
3.3.4.2 Store Observation 
Another	kind	of	habitat	that	the	package	life	contains	of	is	the	shelf	in	the	fishing	stores,	through	interviewing	
the	retail	salesmen	and	taking	photos	a	good	idea	of	what	problems	and	requirements	there	is	from	this	kind	
of	environment.	
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3.4 LITERATURE REVIEW 
To	understand	what	package	design	really	 is,	a	 focused	study	was	produced	with	the	help	of	the	different	
studies	that	has	been	done	of	experts	in	this	area.	With	the	help	of	databases	as	Google	Scholar	and	EBSCO	
Discovery	Service	a	very	broad	research	came	through.	An	important	note	is	that	I	used	books	as	“Package	
Design”	(Groth,	2006)	that	was	very	helpful	to	get	an	insight	of	what	package	design	really	is.	There	are	helpful	
books	out	there	on	the	market,	some	have	detailed	information	about	the	theory	and	some	are	just	a	thick	
book	of	package	templates	(die	cuts)	which	gave	this	literature	review	a	helpful	push	in	the	right	direction.	
The	 language	 that	were	 used	 in	 this	method	was	 English	 and	 Swedish,	 keywords	 that	were	 used	 in	 this	
method	of	search	were:	package	design,	brand	image,	branding,	silent	salesman,	package	prototyping,	graphic	
design.	Almost	all	of	the	articles	that	were	gather	was	scientific	reports,	but	some	are	based	on	the	experts	
own	experiences	and	cannot	be	defined	as	“scientific”	which	is	common	ground	for	design	theory.		
	
3.5 ANALYSIS 
With	the	help	of	the	work	that	were	put	in	earlier	into	the	theory	gathering	and	data	collection,	guidelines	
were	created	to	be	used	for	further	work	and	make	sure	the	design	process	stayed	on	its	course.	This	chapter	
will	describe	how	it	were	done.	
	
3.5.1 List of Requirements 
Requirements	that	has	been	listed	up	on	a	piece	of	paper	can	work	as	a	contract	between	the	designer	and	
company,	this	will	make	it	clear	 if	 the	process	 is	moving	in	the	way	as	the	client	wants	 it.	This	 list	will	be	
remade	during	the	very	process	of	the	design	because	of	different	kinds	of	enlightenment.	This	is	a	way	of	
gathering	 the	 information	 that	 has	 been	 gathered	 during	 the	 beginning	 of	 the	 process	 (van	 Boeijen,	
Daalhuizen,	Zijlstra	&	van	der	Schoor,	2014).	
	
By	 analyzing	 the	 literature	 review	 and	 context	 immersion	 data	 collection	 an	 idea	 of	 what	 kinds	 of	
requirements	where	needed	and	based	on	how	desirable	the	requirements	were	they	then	ended	up	in	either	
a	demand	or	a	wish	list.	With	the	help	of	three	main	parts	a	list	of	requirements	was	created:	Twedi’s	(1968)	
criteria,	the	list	of	needs	a	package	has	to	fulfill	written	by	Agariya	(et	al.,	2012)	and	the	different	needs	from	
the	data	collection.	
	
3.5.2 Problem Definition 
Problems	are	based	on	the	problem	carrier	and	comes	from	a	dislike	of	a	specific	situation,	but	this	is	a	relative	
concept.	Because	it	has	not	been	the	very	thing	the	problem	carrier	points	out,	it	can	be	a	different	kind	of	a	
problem	that	is	grounded	in	something	else	(van	Boeijen,	Daalhuizen,	Zijlstra	&	van	der	Schoor,	2014).	
	
By	downloading	all	the	information	gathered	during	the	context	immersion	a	problem	list	were	written	down	
based	on	the	users	and	retail	salesmen.	
	
3.5.3 Function Analysis 
The	basic	idea	behind	this	method	is	to	make	an	abstract	description	of	the	products	functions	that	are	in	
need	 to	be	performed.	By	 imagining	 it	 is	a	black	box	with	different	 functions	 the	designer	can	use	 it	 as	a	
creative	design	tool	to	find	different	ways	of	fulfilling	the	functions	in	ways	that	might	not	have	been	thought	
of	before	(van	Boeijen,	Daalhuizen,	Zijlstra	&	van	der	Schoor,	2014).	
	
The	function	came	from	the	theory	study	and	all	data	that	were	collected.	This	function	analysis	was	then	
merged	into	the	List	of	Requirements	because	they	are	a	part	of	what	is	needed	to	create	a	functional	package.	
	
With	 the	 help	 of	 Underwood’s	 (2003)	 package	 elements	 the	 functions	 were	 sorted	 into	 two	 categories,	
structural	and	graphical.	See	chapter	2.2.1.	
	
3.5.4 Collage 
The	method	collage	is	described	as	a	tool	implemented	in	the	early	stages	of	a	design	project,	a	suitable	use	is	
to	express	an	analysis	that	has	been	conducted.	The	user	(observer)	of	 the	collage	will	be	put	 in	the	right	
mood	and	thus	creating	a	feeling	design	will	convey	(van	Boeijen,	Daalhuizen,	Zijlstra	and	van	der	Schoor,	
2014).	
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With	the	help	of	doing	an	observation	at	an	Apple	Store	in	Luleå	City	I	were	able	to	gather	information	and	
pictures	of	packages	that	I	not	only	could	use	to	inspire	myself	but	that	I	could	use	in	my	report	to	create	a	
better	perspective	of	what	I	actually	have	been	inspired	by.	A	retail	salesman	did	a	walkthrough	with	me	and	
I	 was	 able	 to	 take	 photos	 while	 the	 person	 did	 the	 opening.	 Through	 this	 I	 could	 gather	 information	
surrounding	the	very	opening	functions.	This	data	was	then	gathered	on	a	collage	for	inspiration.	
	
I	also	used	the	collage	setup	through	Pinterest	(pinterest.com).	The	pictures	from	this	webpage	are	not	for	
commercial	use,	but	I	was	able	to	distinguish	different	patterns	that	could	be	seen	from	the	different	package	
design.	I	then	downloaded	this	information	by	categorizing	these	designs	to	have	an	overall	view	of	what	a	
innovative	package	design	would	look	like	by	using	different	elements.	The	collages	were	also	used	in	the	
same	way	as	the	store	observations	result	described	above.	
	
3.5.5 Brand Identity 
A	company	is	supposed	to	create	their	own	view	of	what	they	stand	for,	by	having	their	very	own	vision.	The	
company	 should	 base	 its	 identity	 on	 the	 core	 competence,	 thus	 the	 very	 identity	 will	 channel	 from	 the	
strengths	as	in:	skills	and	resources	(Alsem	and	Kostelijk	2008).	
	
Identity	Tool	Kit	-	The	purpose	of	the	ITK	is	to	create	an	idea	of	what	the	company	stands	for	how	their	relation	
is	towards	their	own	products,	it	is	functional	for	a	broad	range	of	design	processes	(Koblanck,	2009).	
	
“A	method	aimed	at	assisting	designers	and	clients	in	the	creation	of	visual	platforms	and	identities	in	relation	
to	product	and	service	development.”	(Koblanck,	2009,	p.	1)	
	
The	methods	itself	consists	of	six	specific	steps	that	will	create	an	overall	view	of	a	company’s	values.	They	
are	then	presented	with	the	help	of	“affect	boards”,	a	collage	that	stands	for	the	pursued	feeling,	image,	see	
also	chapter	3.5.4	(Koblack,	2009).	
	
With	the	help	of	the	ITK	(Koblack,	2009)	and	the	method	Collage	(van	Boeijen,	et	al.,	2014)	I	was	able	to	create	
a	 style	 and	 image	 board.	 Also	walking	 through	 all	 the	 aspects	 of	 the	 company	 that	 needs	 to	 be	 taken	 in	
consideration.	The	image	board	developed	through	making	describing	quotes	from	the	interview	with	the	
company.	 After	 realizing	 how	 some	 of	 them	 covered	 each	 other	 more	 and	 more	 fell	 off,	 and	 when	
understanding	the	fundamental	difference	between	describing	the	company	as	“qualitative”	and	“different”	
the	 thought	 process	 turned	 towards	 the	 very	 question	 “What	makes	 this	 company	 different/special	 and	
having	high	quality?”.	This	question	paved	the	way	to	an	end	result	that	can	be	seen	in	chapter	4.1.7.2.	The	
style	board	was	based	on	a	photo	shoot	of	the	lure	and	its	box	and	then	moving	on	to	drawing	on	the	pictures	
of	the	lure	to	see	what	kind	of	shapes	that	is	used	to	create	the	product.	
	
3.6 IDEATION METHODS 
Before	diving	into	these	creative	phases	I	as	writer	want	to	make	it	clear	that	these	stages	are	so	big	and	have	
so	many	methods	that	it	had	to	be	divided	into	two	parts;	“Method”	and	“Procedure”.	I	hope	this	will	make	it	
more	understandable	and	clear	of	what	theory	the	different	steps	where	based	on	and	then	how	I	as	designer	
proceeded	 with	 the	 work.	 This	 is	 a	 red	 thread	 that	 runs	 through	 both	 phases;	 “Ideation”	 and	
“Implementation”.		
	
3.1.1 Workshop 
A	brainstorm	 is	 usually	 carried	 out	with	 the	 help	 of	 a	 group	 of	 people	 that	 creates	 an	 open	 and	 friendly	
environment	that	everyone	feels	safe	to	express	any	kinds	of	ideas,	impulsive	or	well	thought	out.	With	the	
help	of	each	other	ideas	get	built	on	one	another.	Criticism	is	not	wanted	at	a	brainstorm	session,	nothing	is	
“wrong”	or	“bad”	and	a	large	quantity	is	what	is	searched	for.	(Delft	Design	Guide,	2014)	
	
A	creative	process	is	based	on	four	different	ground	pillars	that	will	create	a	positive	stream	throughout	the	
session.	These	four	are:	Method,	Knowledge,	Mental	Environment	and	Physical	Environment.	(Michanek,	J.	&	
Breiler,	A.,	2007,	p.	40)	
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3.1.2 Random Word Association 
The	ability	to	associate	is	very	important	when	it	comes	down	to	the	ideation,	just	one	word	and	generate	so	
man	thoughts	because	people	can	relate	to	it	in	different	ways	and	think	of	different	things.	This	method	fits	
well	to	be	applied	on	the	occasion	of	sessions	with	small	amount	of	time	(Michanek,	J.	&	Breiler,	A.,	2007,	p.	
111).	
	
3.1.3 What If? 
This	 is	 a	method	 that	 is	 based	 on	 putting	 yourself	 as	 designer	 into	 the	world	 of	 the	 user/brand	 or	 just	
indulging	a	situation.	The	authors	of	Idéagenten	2.0	Michanek,	J.	and	Breiler,	A.	(2007,	p.	120)	writes	that	the	
method	is	based	on	creating	scenarios	that	will	generate	ideas	for	the	creative	session.	This	method	where	
mainly	used	for	the	benefit	of	using	scenarios	to	direct	people	participating	in	tests	or	workshops.	
	
3.1.4 6-3-5 
This	is	a	branch	of	brainstorm	but	the	big	difference	is	that	it	is	an	individual	moment,	it	is	usually	used	on	a	
group	that	has	had	time	to	dig	into	what	problems	there	is	to	create	solutions	for.	The	name	comes	from	the	
different	numbers	which	 is	 essential	 for	 the	 storm.	6	persons,	 3	minutes,	 5	 ideas.	This	 is	 a	 very	 effective	
method	because	of	the	theoretical	fact	that	108	ideas	can	be	created	on	30	minutes	(Michanek	&	Breiler,	2007,	
p.	130).	
	
3.1.5 Cluster 
This	is	a	method	to	start	narrowing	down	the	wide	range	of	ideas,	by	placing	them	into	different	groups	that	
are	based	on	a	thoroughgoing	theme	that	can	be	found	within	the	ideas.	It	is	important	to	be	picky	with	each	
idea	and	make	sure	understanding	it	right	and	not	moving	too	fast.	A	common	mistake	is	to	place	some	ideas	
into	“Extra”	group	for	some	random	ideas,	if	possible	this	should	be	avoided.	An	important	question	to	ask	
yourself	when	the	ideas	has	been	spread	out	is	“Is	there	enough	ideas?”	and	if	the	answer	is	“No!”	then	more	
time	should	be	spent	on	generating	more	ideas	(Michanek	&	Breiler,	2007,	p.	73).	IDEO	(2015)	describes	the	
cluster	method	as	a	combination	of	ideas	to	put	them	together	and	create	them	into	more	complex	solutions.	
Thus	there	will	be	more	tangible	ideas	that	can	actually	be	worked	towards	the	reality	(IDEO,	2015).	
	
3.1.6 Sketch 
“In	a	sense,	any	identifiable	way	of	working,	within	the	context	of	designing,	can	be	considered	to	be	a	design	
method.	The	most	common	design	method	can	be	called	the	method	of	design-by-drawing.	That	 is	 to	say,	
most	designers	rely	extensively	on	drawing	as	their	main	aid	to	designing.”	(Cross,	2000,	p.	46)	
	
In	the	article	“Sketching	and	the	Psychology	of	Design”	(Arnheim,	1993)	the	art	of	sketching	is	well	described	
on	another	level	then	just	paper	and	ink.	Arnheim	writes	an	ongoing	discussion	about	sketching	being	the	
tool	between	mental	and	optical	image.	A	sketch	is	an	optical	reflection	of	the	mental	picture	but	cannot	be	
the	exact	same	as	the	very	thought	of	the	design.	Later	on	in	the	text	Arnheim	describes	the	sketching	of	an	
idea	will	make	the	design	process	come	to	a	halt	and	the	designer	has	to	stop	and	think,	this	will	reveal	what	
has	been	done	and	where	to	go	from	here.	A	very	good	description	of	sketching	as	the	tool	of	visualization	is	
when	a	creative	process	is	buzzing	in	the	designer’s	mind	cannot	be	observed	but	with	help	of	sketching	the	
designs	can	be	made	visible.	Not	only	does	this	benefit	the	designer	but	also	the	observer	that	will	understand	
better	what	is	going	on	within	the	mind	of	a	designer.		
	
This	is	a	method	that	fitted	well	into	the	design	of	a	package,	by	quick	drawings	you	as	designer	can	put	down	
on	paper	how	you	think	it	should	work	out.	This	method	was	implemented	into	different	stages	of	the	Ideation	
phase.	
	
3.1.7 Expert Review 
By	staying	connected	with	the	most	important	partners	in	the	design	process	knowledge	can	be	gained	to	
form	design	that	is	direct	and	on	point	of	what	the	people	you	are	designing	for	really	wants	and	needs	(IDEO,	
2015).	
	
This	 method	 came	 to	 use	 many	 times	 in	 the	 way	 of	 meetings	 with	 the	 company	 that	 can	 be	 seen	 as	 a	
reoccurring	theme	in	the	design	process’	result	section.	
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3.7 IDEATION PROCEDURE 
Now	 to	 understand	 how	 the	 basic	 theory	 based	 methods	 were	 implemented	 into	 the	 design	 methods	
procedure	you	will	need	to	read	this.	
	
There	were	three	workshops	that	was	conducted	for	the	projects	ideation	phase,	to	bring	in	new	ideas	from	
persons	with	different	perspectives	the	workshops	took	place	with	both	design	students	at	the	university	and	
a	school	class	of	8th	graders.	
	
All	three	workshops	had	different	schedules,	the	first	can	be	seen	as	a	pilot	test	when	the	person	who	is	in	
charge	for	this	project	understood	that	much	could	be	learned	from	the	first	workshop.	See	Figure	3.	
	
3.2.1 Session #1, Students 
First	workshop	was	 based	 on	 the	 “6-3-5”	 brainstorm	and	 “what	 if?”	methods,	 the	 “what	 if?”	 came	 to	 use	
because	of	the	idea	of	using	scenarios	as	a	creative	push.	The	session	began	with	an	introduction	of	who	I	am	
and	what	I	am	looking	for	with	this	session	and	told	them	about	the	company	what	they	are	and	what	they	
stand	for	with	the	help	of	the	“Style	Board”	and	“Image	Board”.	By	moving	on,	the	warm	up	a	scenario	was	
presented	to	them:	“What	would	you	do	with	a	milk	carton	after	its	primer	use	has	been	completed?”	and	a	
brainstorm	 as	 following	 to	 this.	 When	 the	 warm	 up	 had	 been	 used	 to	 loosen	 up	 the	 creative	 mind	 the	
workshop	really	began	by	having	sessions	of	“What	is	a	luxury	packaging	to	you?”,	with	the	help	of	iteration	
the	participants	were	able	to	share	ideas	and	inspire	each	other.	Last	scenario	was	focused	towards	one	of	
the	project’s	problems	“How	would	you	design	a	package	for	this	fishing	lure?”.		
	
3.2.2 Session #2, Students 
After	refining	the	workshop	schedule	by	learning	from	the	mistakes	made	in	the	pilot,	the	method	for	this	
session	was	based	on	the	same	warm	up	but	with	a	design	towards	lottery	tickets.	There	were	two	stacks	of	
random	words	written	down	on	post-its,	one	stack	was	for	the	different	functions	that	had	been	considered	
as	important	for	the	package	and	the	second	stack	was	a	mix	of	verbs	and	adjectives.	The	group	of	people	
were	divided	into	duos	that	then	pulled	out	two	pieces	of	paper	of	each	stack	and	then	a	6-3-5	brainstorm	
where	conducted.	
	

Figure	3	Workshops	
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3.2.3 Session #3, School Class 
Last	workshop	session	took	place	with	a	8th	grade	school	class	in	Sävast,	Sweden.	The	deal	was:	They	helped	
out	the	project	by	conducting	the	workshop	and	I	were	to	tell	them	about	my	education	and	show	them	my	
portfolio.	By	inspiring	them	about	being	creative	and	to	create	thoughts	into	things,	the	workshop	started	
with	the	same	set	up	as	the	previous	session.	
	
3.2.4 Convergence #1 
Clustering	of	the	ideas	from	the	workshop	into	categories	that	had	their	own	similarities	and	adding	my	own	
ideas	depending	on	the	gaps	towards	the	list	of	requirements	and	the	problem	definition.	See	Figure	4.	
	

	
Figure	4	Convergence	#1	
	
3.2.5 Convergence #2  
In	this	converging	method	the	ideas	were	divided	into	two	main	categories	were	created	to	make	sense	of	all	
the	ideas	that	had	been	placed	out	in	different	groups	in	previous	method.	By	doing	this,	idea	that	were	half	
an	idea	or	just	a	small	part	of	the	grand	scheme	got	placed	in	its	own	group	within	the	“Sub	Ideas”	category	
and	then	paused	in	its	development.	While	the	ideas	that	were	more	of	a	specific	concept	for	a	package	was	
placed	in	a	group	within	the	category	of	“Main	Ideas”.	Then	the	“Main	Ideas”	groups	were	analyzed	by	writing	
down	their	specific	attributes,	these	attributes	then	were	used	to	create	the	concepts	that	can	be	seen	in	the	
next	convergence	chapter.	See	Figure	5.	

	
3.2.6 Convergence #3 
Further	on	the	Main	Concept	category	where	then	clustered	into	different	groups,	each	group	where	then	
designed	into	an	end	concept	that	stood	for	the	best	parts	of	the	groups	attributes.	These	then	got	drawn	into	
9	 different	 concepts	 as	 explanatory	 sketches	 that	 had	 illustrations	 following	 with	 them	 to	 show	 their	
attributes	and	functions.	This	method	is	quite	similar	to	the	“Bundle	Ideas”	that	is	explained	in	chapter	3.1.5	
Cluster.	

Figure	5	Attributes	
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3.2.5 Expert Review #1 
To	choose	what	 concept	 to	keep	working	on	 the	 sketched	 ideas	where	printed	out	on	A3	paper	with	 the	
Headbanger	Lures’	boarder.	At	the	meeting	the	company’s	board	had	access	to	pens	and	by	showing	that	it	
was	free	to	draw	on	the	posters.	Each	concept	where	thoroughly	discussed,	notes	and	sketches	was	added	to	
the	posters.	To	choose	how	to	move	on	with	the	project	where	no	problem	at	all,	it	felt	clear	to	the	participants	
from	the	company	what	concept	should	be	chose	on	with.	The	presentation	where	also	assembled	into	a	PDF-
file	and	sent	to	the	expert	group	that	had	been	built	in	the	beginning	of	the	project.	
	
3.8 IMPLEMENTATION METHODS 
The	second	phase	in	the	process	of	actually	doing	and	creating	something	is	the	implementation	phase	that	is	
based	on	the	goal	of	building	the	details	and	making	the	concept	adaptable	to	the	real	world,	the	methods	that	
came	to	use	where.	
	
3.3.1 New Framework 
To	be	clear	about	how	to	design	your	product	is	important	to	start	off	from	the	right	spot	and	be	organized	
with	the	solution	thinking.	By	putting	the	design	challenge	into	a	frame	it	will	help	the	start	of	the	process.	
Proper	design	frameworks	help	to	increase	the	very	impact	the	solution	will	have	in	the	end	(IDEO,	2015).	
	
3.3.2 Rapid prototyping 
Build	quick	prototypes	to	understand	quickly	and	move	on	with	the	project,	this	makes	the	ideas	easier	to	
develop	without	a	big	effort	needed	(IDEO,	2015).	By	creating	quick	and	cheap	prototypes	the	designers	can	
quickly	move	on	to	the	next	step	of	designing	the	product.	Because	it	saves	time	and	many	models	can	be	
created	(Thomke	1998).	
	
3.3.3 Prototyping 
	“Prototyping	is	a	dance.	Sometimes,	the	music	doesn’t	move	you	or	your	steps	fail.	But	that’s	no	reason	to	
stop.”	(Kelley,	2001,	p.	40).	When	the	building	of	prototypes	comes	to	a	halt	the	innovation	takes	a	break	too	
along	with	it.	It	is	important	to	keep	on	going	even	when	the	ideas	seem	bad.	In	the	end	of	the	day	
prototypes	and	their	construction	is	a	secure	source	of	creation	(Kelley,	2001).		Compared	to	Kelley’s	overall	
description	of	the	usage	of	prototyping	in	a	design	project	Groth	(2006,	p.	65)	gives	an	insight	of	how	it	is	
applied	to	package	design.	A	3D-Prototype	is	a	secure	way	of	showing	the	package’s	functions	and	eccentric	
looks	to	a	client	because	it	easily	describes	it	to	the	fullest	way	possible	compared	to	a	verbal	presentation	
with	a	2D	picture.	“Leaving	out	product	graphics”	states	Rooden	(1999,	p.	146).	In	the	test	that	is	described	
in	the	article,	the	author	writes	how	the	decision	was	made	to	leave	out	the	graphics	of	the	product	when	
testing	out	simple	prototypes.	That	decision	was	made	because	it	created	a	confusion	for	the	users	when	the	
design	was	not	finished	and	the	quality	of	prototype	and	graphic	was	low.	
	
3.3.4 Usability Testing 
Bohgard	(2008,	p.525)	claims	that	with	the	help	of	users	testing	a	product,	system	or	a	technical	equipment	
it	can	be	decided	how	user	friendly	it	is.	A	common	way	is	to	do	this	in	a	laboratory	environment	but	it	can	be	
performed	in	the	products	or	user’s	real	habitat.	The	interesting	part	of	the	test	is	to	see	how	easy	the	product	
is	to	interact	with	the	very	first	time,	the	analysis	of	this	contains	the	time	it	takes	to	perform	different	tasks.	
The	quantitative	data	collected	from	users	performing	tasks	that	tests	the	product	is	through	observing	the	
interaction	and	then	to	be	stacked	in	a	large	pile	of	data.	The	Qualitative	data	collection	here	is	more	based	
on	the	interviews	conducted	after	the	test	has	been	accomplished.	
	
3.3.5 Product Concept Evaluation 
A	method	for	generating	test	data	of	concepts	is	to	use	experts	to	performe	the	testing	of	different	parts	of	the	
design	 so	 it	 gets	 a	 throughout	 evaluation.	 The	 concepts	 can	 be	 built/explained	 in	 different	ways:	 texted	
scenarios,	2D	sketches/pictures,	animations	or	3D	Mock-ups	(Delft	Design	Guide,	2014,	p.).	
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3.3.6 Interaction Prototyping and Evaluation 
As	a	designer	it	is	easy	to	think	that	the	user	will	interact	with	the	product	just	as	expected	and	take	it	for	
granted.	By	testing	prototypes	on	people	in	an	early	stage	valuable	information	can	be	collected	on	how	it	is	
interacted	with	in	real	life.	This	is	then	used	as	an	iteration	process	where	the	prototype	is	built,	tested	and	
then	built	again.	And	around	and	around	it	goes…	(Delft	Design	Guide,	2014,	p.)	
	
Only	because	the	theory	has	been	laid	out	clearly	it	does	not	mean	that	it	is	easy	to	create	and	design	a	product	
that	is	pleasurable.	Conducting	this	mission	there	is	three	challenges	to	face	before	entering	the	promised	
land	of	pleasure.	To	tap	into	the	issues	of	human	emotions	it	 is	 important	to	understand	how	humans	are	
using	the	product	and	the	very	role	it	plays	in	their	lives.	Thus	a	clearer	view	of	what	the	products	pleasure	
requirements	is,	which	equals	the	user’s	requirements	(Jordan,	1999).	
	
3.9 STRUCTURAL IMPLEMENTATION PROCEDURE 
The	procedure	 for	 the	 implementation	phase	has	been	divided	 into	 two	different	groups,	 “Graphical”	and	
“Structural”	so	it	will	be	easier	to	follow.	The	window	and	the	package’s	print	is	put	in	a	graphic	section	and	
the	design	of	the	physical	box	has	been	written	down	in	this	section	of	structural	design.	
	
3.4.1 Prototyping #1 
During	the	first	prototype	iteration	simple	materials	came	to	use,	cardboard	and	corrugated	fiberboard	was	
used	to	make	both	2D	and	3D	prototypes.	This	method	gave	an	insight	into	how	the	mechanics	in	the	chosen	
concept	worked.	The	folding	plan	was	drawn	onto	the	fiberboard	and	then	cut	halfway	through	to	create	a	
hinge	or	90	degrees’	fold.	See	Fig	6.	
	

	
Figure	6	Prototyping	Iteration	Process	#1	
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3.4.2 Expert Review #2 
When	the	prototypes	had	been	developed	and	a	great	variety	of	solutions	had	been	created	a	meeting	with	
the	corporation	took	place.	By	performing	a	walk-through	of	what	had	taken	place	in	the	lab	the	board	could	
understand	how	it	had	been	done	and	could	then	easily	pick	a	concept	that	appealed	to	them.	The	meeting	
took	a	turn	into	brainstorm	session	were	the	concept	got	developed	in	an	abstract	manner	with	sketches	and	
text.	
	
3.4.1 Prototyping #2 
By	drawing	and	measuring	the	unfolded	package	in	Adobe	Illustrator	a	fold-map	could	be	created,	this	then	
got	printed	out	on	A3	paper	which	were	just	the	right	size.	Moving	on	to	the	corrugated	fiberboard	the	paper	
got	glued	on	to	the	surface	of	it	and	then	got	and	folded	into	a	package.	This	time	a	thinner	material	was	used,	
0,5	mm	was	enough	to	just	fold	instead	for	cutting	halfway	through	and	then	folded.	See	Figure	7.	
	
	

	
3.4.3 Usability Testing 
A	test	was	conducted	to	identify	how	user	interact	with	the	package	based	on	no	semantic	clues	of	how	to	
open	it	except	the	split	line	that	runs	through	the	middle	of	the	product.	The	test	persons	consisted	of	random	
people	at	the	university	that	had	no	attachments	to	my	project.	34	persons	took	part	of	the	test	and	this	also	
means	that	it	is	one	of	the	larger	testings’	that	has	been	operated	in	this	project.	Scenario	sentence:	“See	what	
is	inside	of	the	package”.	Through	the	usage	of	this	sentence	the	test	subjects	did	not	understand	why	I	asked	
them	to	interact	with	the	prototype	and	opened	up	the	package	without	thinking	of	how	they	conducted	that	
interaction.	With	the	help	of	initials	for	the	different	opening	actions	quick	notes	were	easily	done	without	
slowing	down	the	test	process.	See	Figure	8.	

Figure	7	Prototyping	Iteration	#2	
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3.4.1 Prototyping #3 
To	 speed	 the	 process	 up	 the	 usage	 of	 a	 laser	 cutter	 came	well	 to	 use	 for	making	 the	 charts	 of	 unfolded	
packages.	By	making	the	outlines	in	Adobe	Illustrator	an	exact	cut	could	be	made	with	the	help	of	the	machine.	
The	usage	of	a	marker	pen	came	to	good	use	when	taking	notes	about	the	different	things	that	had	be	changed	
of	the	prototype,	by	writing	straight	on	to	the	package	it	was	easy	to	remember	what	each	prototype	needed	
to	be	changed	and	which	one	it	was	by	keeping	them	numbered.	See	Figure	9.	
	

	
Figure	9	Prototyping	Iteration	#3	

Figure	8	Usability	Testing	
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3.10 GRAPHICAL IMPLEMENTATION PROCEDURE 
The	graphic	part	is	touching	the	two	subjects;	window	and	printed	graphics.	
	
3.5.1 Brainstorm 
By	using	both	printed	miniature	pictures	of	the	lure	lying	in	its	bed	and	drawn	sketches	of	the	packages	front	
a	 brainstorm	 took	 place	 to	 create	 different	 shapes	 of	 the	 see-through	 area.	Moving	 on	 from	 this	 a	 quick	
mapping	of	the	most	important	parts	of	the	lure	was	created	as	a	poster,	which	was	used	to	keep	in	mind	what	
is	important	to	show	for	the	customer	in	the	store.	See	Figure	10.	
	

3.5.2 Cluster 
With	the	help	of	a	printer	the	different	solutions	on	the	window	where	made	into	small	pieces	of	paper	that	
then	got	posted	on	a	wall,	to	make	sense	out	of	the	broad	mass	of	ideas	a	cluster	followed.	
	
3.5.2 Survey 
The	different	groups	got	represented	by	one	main	concept	each	in	a	survey	to	see	what	the	fishermen	I	had	
interviewed	in	the	beginning	of	the	project	thought	of	the	window	design.	The	survey	consisted	of	a	rating	
from	1-5	of	“How	interested	are	you	in	opening	up	the	package?”	and	also	a	comment	section	for	them	who	
felt	like	sharing	their	thoughts.	
	
3.5.3 Open Thought Review 
When	the	final	three	concepts	for	the	window	had	been	decided	an	open	thought	interview	took	place	with	
7	random	people	to	be	able	to	spare	some	time.	Through	a	briefing	as	introduction	the	test	persons	
understood	what	was	asked	of	them,	the	scenario	line	was	“What	are	your	thoughts	when	you	try	to	see	the	
lure	and	how	do	you	feel	when	opening	the	package?”	
	

Figure	10	Window	Brainstorm	
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3.5.4 Detailed Design 
The	decision	was	made	to	choose	the	concept	that	had	the	most	positive	reactions	from	the	test	subjects	in	
the	latest	test	of	the	graphic	(See	above,	“Open	Though	Interview”).	“Rock”	got	chosen	and	then	moved	into	
a	more	detailed	design	to	make	sure	it	co-operated	with	the	lures	different	important	features	(See	
Appendix	17).	I	got	inspired	by	the	picture	that	were	taken	by	Headbanger	Lure’s	that	shows	the	lures	on	a	
row	lying	in	their	closed	packages.	This	truly	showed	the	power	of	the	aesthetic	design	features	the	lure	
carries	on	its	surface.	(See	Appendix	6).	This	then	shaped	the	end	result	of	this	method	that	then	were	the	
concept	that	got	merged	with	the	structural	design.	See	Figure	11.	
	

	
	

Figure	11	Detailed	Lightning	Design	
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3.10 Reliability and Validity 
The	data	that	has	been	collected	from	users	are	based	on	both	quantitative	and	qualitative	measures,	but	
they	have	been	focused	on	different	areas.	The	usability	tests	are	based	on	large	amounts	of	test	subjects	
while	the	data	that	were	gathered	in	the	beginning	of	the	project	were	more	of	a	qualitative	nature.	It	has	to	
be	kept	in	mind	that	the	amount	of	users	surrounding	the	analysis	result	are	from	a	smaller	group	of	people.	
But	they	are	spread	out	and	not	from	the	same	place	or	age:	I	interviewed	fishermen	from	different	
countries	and	ages.	The	field	observation	was	conducted	during	off	season	which	means	that	some	
problems	might	have	been	left	out.	Workshops	was	the	foundation	of	the	ideation	phase	and	maybe	it	could	
have	been	better	to	keep	it	to	my	own	design	ideas	at	first	and	then	use	the	workshops	for	more	detailed	
design	problems.	On	the	other	side	the	workshops	were	directed	towards	different	age	groups	which	gave	
an	interesting	result.	The	information	that	were	given	to	the	participants	at	the	sessions	were	well	designed	
and	when	seeing	the	result,	I	think	it	gave	a	positive	input	to	the	creative	minds.	The	prototype	methods	
were	very	useful	and	gave	more	insight	of	how	the	concept	actually	worked,	the	use	of	rapid	prototyping	
and	creating	quick	insights	of	the	very	opening	process	was	very	useful.	Take	note	that	the	first	stage	of	the	
prototyping	turned	out	be	used	in	an	unnecessary	way	when	the	solving	of	the	one	hinged	opening	was	
useless	when	reconnecting	with	the	company	after	clocking	many	hours	in	model	lab.		
	
The	result	of	the	iterative	work	in	the	lab	on	the	other	hand,	when	seeing	the	full	process	gave	a	good	result	
that	pushed	it	further	than	any	other	method	could	have.	For	example,	if	computer	aided	design	would	have	
been	used	instead	for	the	hands	on	work	it	would	maybe	have	gone	quicker	to	understand	the	very	
beginning	of	the	opening	mechanism	but	the	actually	build	and	then	test	the	prototype	in	your	own	hands	
physically	and	be	able	to	quickly	show	it	and	let	people	try	it	without	wasting	much	time	was	priceless.	
Returning	the	beginning	of	this	text,	the	usability	tests	gave	a	very	good	result	and	definitely	helped	the	
process	in	the	right	direction.	The	validity	of	the	survey	conducted	towards	the	graphic	design	of	the	
package	was	not	as	successful	for	the	project,	but	I	as	designer	took	the	decision	to	remove	the	concepts	
that	were	given	smart	and	negative	commented	feedback.	The	points	that	was	given	to	the	different	
concepts	was	so	spread	out	and	gave	no	try	insight	of	what	was	liked	and	not.	
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4 Results  
An	ongoing	theme	in	this	chapter	as	the	previous	method	chapter	but	with	raw	and	unfiltered	results	that	the	
different	methods	generated.	
	
4.1 RESULTS OF DATA COLLECTION AND ANALYSIS 
The	data	collection	phase	turned	into	lists	and	posters	that	were	then	used	almost	every	day	through	the	rest	
of	the	design	process.	
	
4.1.1 Store Observation 
All	stores	that	were	observed	had	spotlights,	this	has	its	positive	and	negative	side	effects.	First	all	lures	are	
easy	to	see	and	the	colors	are	very	bright	because	of	the	good	exposure	to	light.	Many	packages	have	vacuum	
shaped	plastic	on	top	of	the	lure	which	makes	it	reflect	this	bright	light	and	it	is	hard	to	see	the	full	shape	
when	 there	 is	 highlights	 that	 blocks	 the	 view	 of	 the	 product	 within.	Wildmarkshoppen	 had	 for	 example	
windows	on	the	opposite	side	of	the	wall	with	lures	which	made	a	very	strong	reflection	in	the	packages.	
	
The	wall	is	an	insane	mix	of	different	colors,	shapes	and	sizes.	But	there	is	some	sort	of	order	when	the	types	
of	lures	and	brand	are	sorted	together.	And	most	of	the	brands	have	the	type	of	lure	made	in	packages	of	the	
same	color.	These	creates	areas	of	orange,	yellow	and	so	on.	To	go	through	all	the	lures	takes	time	and	every	
time	you	as	customer	walks	past	the	wall	you	find	new	lures	you	did	not	see	the	first	time.	The	most	common	
colors	that	where	encountered	were:	black,	white,	yellow,	red,	green,	blue	and	purple.	Many	packages	where	
just	a	complete	mix	of	all	colors	you	can	think	of.	See	Figure	12.	
	
	

	
	
4.1.2 Field Observation 
I	 observed	 two	 fishermen	 on	 a	 quick	 winter	 fish	 session	 conducted	 in	 a	 narrow	 coastal	 inlet	 called	
Hertsöfjärden,	the	water	is	open	there	all	year	around	no	matter	how	cold	the	air	is.	Two	participants	took	
part	of	the	observation	as	study	objects,	User	1	and	User	2.	User	1	is	a	fisherman	that	uses	the	packages	from	
stores	out	in	the	field,	while	User	2	uses	a	fishing	bag	and	box.	See	Figure	13	and	14.

Figure	12	Store	Observation	
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- The	leader	takes	a	lot	of	work	to	open	up	occasionally	and	sometimes	a	tool	is	required	to	release	the	
lure.*1	

- The	lure	is	transported	to	the	fishing	spot	attached	to	the	rod,	which	usually	results	in	hooks	getting	
caught	in	the	cars	fabric	and	so	on.	

- The	hand	which	is	used	to	reel	in	the	lure	with	gets	wet	from	the	water	that	sprays	off	the	fishing	line	
that	is	spinning	in	to	the	reel.	

- Long-winded	process	to	change	lure,	it	takes	time.	
- User	1	had	the	fishing	bag	hanging	from	his	shoulders	through	the	whole	session	and	switched	gear	

by	opening	and	closing	two	different	packages.	
- User	2	kept	the	bag	on	the	ground	and	had	one	lure	outside	the	lure	box	on	the	bags	cover	ready	to	be	

changed.	
	

	

																																																																												
1A	leader	is	the	metal	wire	which	is	attached	to	the	fishing	line	with	a	knot,	in	the	other	end	there	is	
an	opening	and	closing	lock	that	makes	it	possible	to	switch	lures	without	needing	to	tie	a	knot.	It	
also	protects	the	line	to	not	be	bitten	off	by	the	sharp	teethe	that	the	fishes	have.			

	

Figure	13	Change	of	Lure	Sequence	
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4.1.3 Analysis of Expert Designer Interviews 
This	is	a	compilation	of	what	information	the	experts	gave	over	phone	interviews.	
	
4.1.3.1 Goals 

• Create	a	feeling	when	opening	the	package,	pursue	for	the	“AHA!”	feeling	when	interacting	with	it.	
• Clean	understanding	of	the	company’s	vein,	so	it	resembles	to	the	rest	of	its	design.	
• Sell	the	product	with	puns	and	quick	texts.	

	
4.1.3.2 Roll of Consultant 

• Gather	information	about	the	production	and	see	what	kinds	of	solutions	there	is	with	material	
and	folding	at	the	factories.	

• Setup	the	constraints	so	there	is	a	clear	view	of	what	is	needed	for	the	design	of	the	package.	How	
much	can	it	cost?	What	does	the	materials	cost?	(This	is	done	when	the	prototypes	have	been	
created).	

• You	are	the	vessel	of	information.	
	
4.1.3.3 Prototyping 

• Basic	shape,	a	box,	that	are	made	out	of	corrugated	paper	(similar	to	cardboard)	that	is	then	cut	
and	reworked	in	different	ways	to	see	what	kinds	of	different	options	there	is.	

• Different	openings	(“snipes”)	that	reveals	the	product	within,	working	with	different	solutions	on	
how	it	is	displayed.	

• Create	the	graphics	on	the	computer,	print	it,	and	glue	it	to	the	unfolded	box.	
• Selecting	prototype	through	judging	on	physical	prototypes	or	surveys	with	a	digital	picture	of	the	

box.		
• Use	the	structure	of	the	material	to	create	something	that	might	give	a	feeling	or	information.	UV-	

coting	can	be	used	to	create	patterns	from	glossy	to	matt.	

Figure	14	Field	Observation	
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• Another	way	is	to	order	cardboard	with	the	print	already	on	it	so	all	you	need	to	do	is	to	cut	it	out	
and	fold.	

• 			The	world	of	package	design	is	based	on	two	parts,	structural	designer	and	graphic	designers	that	
work	together	to	create	a	package	that	sells	the	product	and	brand	image.	

	
4.1.3.4 Company Image 

• Categorize	the	brand.	
• Try	to	understand	the	company’s	beliefs	and	then	manage	to	get	behind	their	thinking.	
• Ongoing	conversation	with	the	company.	
• Read	their	webpage,	have	a	clear	link	between	these	two.	

	
4.1.3.5 Graphic Design 
The	box/package	is	used	to	the	max,	so	the	different	sides	have	their	own	purpose	
	

• Bottom:	Company	info,	Story	of	Origin,	Briefing.	
• Front:	Selling	area,	push	the	brand	image	and	product	within.	
• Side	#1:	Features.	
• 			Side	#2:	Benefits.	

	
4.1.4 Analysis of the Fishermen’s Behavior 
This	result	is	based	on	the	interviews	that	has	been	conducted,	there	is	scenarios	in	the	sub	categories	that	
gives	an	insight	of	how	the	fishing	trip	is	executed	and	how	a	life	of	a	lure’s	package	can	be	like.	Following	
categories	are	the	most	common	quotes	that	came	through	the	result	from	the	interviews.	
	
My	own	impression	of	a	fisherman:	

• Many	compete	with	their	friends	and	feel	stressed	if	they	are	swapping	lure,	but	this	is	only	when	
it	is	a	lot	of	fish	that	is	taking	the	bait.	

• Hard	to	get	around,	sometimes	there	is	a	spot	at	the	lake	or	stream	that	is	hard	to	get	too.	And	to	
make	it	over	there	the	fishermen	leave	their	gear	behind	and	pick	up	on	a	light	supply	of	lures.	

• As	an	experienced	fisherman	you	have	different	spots	that	you	keep	secret	with	your	friends	or	by	
yourself.	You	can	document	these	on	your	phone	or	just	keep	them	in	your	head.	

• Professionals	sometimes	take	notes	on	the	different	weather	aspects	for	the	day,	but	it	does	not	
seem	as	a	common	thing.	

• A	lot	of	littering	at	the	fishing	waters	that	seems	annoying	for	all	dedicated	fishermen.	There	is	a	
quote	that	goes:	“Keep	on	walking	until	the	Coca	Cola	papers	ends,	that’s	when	you	fish	waters	
where	no	one	has	been	at”.	

• Few	care	about	the	packages,	many	just	want	a	good	functional	lure.	
• Never	thinks	of	the	environment	when	purchasing	a	lure,	but	is	still	claiming	to	be	conscious	about	

the	nature.	
• 			They	are	smart	and	figure	out	their	own	solutions	for	different	problems.	
• Very	functional.	

	
4.1.4.1 Fishing Scenarios 
From	the	interviews	there	is	maybe	three	kinds	of	fishing	trips	that	can	be	extracted	from	the	gathered	data.	
	
1:	Quick	and	impulsive	session	which	can	result	in	Jerk	Baits	or	bigger	lures	are	stuffed	in	the	fisherman’s	
jacket	pockets	in	their	packages.	Grabbing	the	fishing	rod	on	the	way	out	and	rushing	of	to	catch	a	few	fishes	
before	dark.	
	
2:	Planned	fishing	trips	where	a	quick	stop	at	the	fishing	store	is	done	to	replenish	the	storage	of	lures.	
	
3:	A	2-3	day	trip	out	into	the	wild	that	has	been	planned	for	a	while	and	everything	is	in	order	before	leaving	
for	the	hunt	for	fishes.	
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4.1.4.2 Package Life Scenarios 
These	two	scenarios	are	based	on	the	interviews	and	gives	an	insight	into	how	fishermen	most	commonly	
handle	the	packages.	
	
First	Scenario	is	for	the	packages	that	is	not	worth	keeping.	

1. Buys	the	lure	(Moment	of	Truth	#1)	
2. Removes	the	lure	from	its	container	at	home	or	at	the	fishing	trip.	
3. Recycles	or	tosses	the	package	in	the	bin	(Moment	of	Truth	#2)	

	
Second	Scenario	is	the	life	of	a	package	that	for	different	reasons	are	worth	keeping.	

1. Buys	the	Lure	(Moment	of	Truth	#1)	
2. Takes	out	the	lure	from	the	package.	

At	this	moment	there	is	different	things	that	makes	the	user	keep	it.	
• The	user	realizes	it	can	be	used	over	and	over	again,	because	there	is	an	on	and	off	

function.	
• Admires	the	package	and	wants	to	keep	it	just	because	it	appeals	to	the	user’s	eyes.	
• The	lure	does	not	fit	in	the	current	tackle	box	that	the	user	inherits	and	needs	something	

to	keep	it	in.	
3. Replaces	the	lure	in	the	package	after	use	and	saves	it	as	a	container	for	the	product.	
4. When	it	gets	worn	out	or	loses	the	lure	the	user	tosses	the	package.	

	
4.1.7 Brand Identity 
Lure	and	art	quotes	from	the	interview	with	the	founder,	Dan	Lestander,	of	the	lure	generated	a	few	special	
important	quotes:	
	
“Water	never	lies”	
“The	water	controls	the	shapes	in	the	movements	that	are	created”	
“The	head	came	to	life	from	just	being	materials”	
“Rules	of	Art	are	something	that	always	follows	without	even	need	to	think	of	it”	
“There	is	some	lines	that	are	just	aesthetic	and	does	not	have	a	functional	purpose”	
“Do	not	like	to	smoothen	out	edges	fully”	
“Form	Forces	are	used	in	the	lure,	something	that	you	can’t	see	but	feel”	
	
The	lure	has	been	developed	from	years	of	working	with	water	art,	that	has	been	based	in	using	material	to	
give	the	water	a	direction	and	movement.	The	lure’s	head	was	born	from	doing	this	in	the	opposite	direction,	
letting	 the	 water	 give	 the	movement	 to	material.	 The	 product	 is	 based	 on	 the	 need	 for	 something	 new,	
something	that	did	not	exist.	At	the	moment	the	Headbanger	Tail	is	the	lure	that	is	representing	the	brands	
shape	language	and	is	the	face	towards	the	customers.	That’s	why	the	style	board	is	interesting	feature	that	
should	be	counted	for	based	on	the	lure.	
	
4.1.7.1 Style Analysis 
There	are	some	quite	interesting	shapes	that	can	be	found	in	just	one	lure,	the	head	has	such	a	special	feature.	
There	is	a	flowing	shape	for	the	whole	lure	that	follows	through	all	three	pieces.	The	line	that	goes	on	the	side,	
in	the	middle,	gives	more	life	to	the	lure	and	is	placed	there	for	a	more	aesthetic	reason	that	functional.	The	
surfaces	 between	 the	 half-smoothen	 edges	 feels	 strained.	 And	 the	 back	 piece	 (of	 the	middle	 body)	 has	 a	
slightly	rounded	shape,	this	is	a	feature	that	is	hard	to	see	but	creates	a	shape	forces	that	pulls	backwards.	
	
The	tail	is	quite	a	standard	that	can’t	be	said	much	about	but	then	there	is	the	movement	the	lure	creates.	By	
using	a	YouTube	video	an	illustration	of	the	movement	was	extracted	and	is	an	interesting	feature	that	should	
be	counted	for.	See	Figure	15.	
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Figure	15	Style	Board	
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4.1.7.2 Core Values 
Three	main	characteristics	 that	 sums	up	 the	main	 things	 for	 the	company	based	on	 the	ground	of:	 “What	
makes	Headbanger	Lures	different	as	a	company?”.	See	Figure	16.	
	

• Origin	
The	water	brought	out	the	shape	and	function,	sculptured	by	water	movement.	
	
See	picture	in	the	Image	Board:	Pixabay	(2016)	“Statue”	
https://pixabay.com/static/uploads/photo/2013/11/21/12/20/statue-214762_960_720.jpg	
(Retrieved	10-03-2016)	

	
• Care	
Paying	homage	and	respect	to	the	trio	of	fishermen,	nature	and	fish.	
	
See	picture	in	the	Image	Board:	Pexels		(2016)	“landscape	mountains	nature	clouds”	
https://static.pexels.com/photos/1029/landscape-mountains-nature-clouds.jpg	(Retrieved	10-03-
2016)	

	
• Aesthetic	
Every	shape	is	of	great	importance,	both	out	of	a	functional	as	an	aesthetic	perspective.	Less	is	more.	
	
See	picture	in	the	Image	Board:	“Focus	Numerique”	(2016)	“photographie	noir	blanc	architecture	ville	
paysage	urbain	illustration”	
http://img1.focus-numerique.com/focus/articles/1611/photographie-noir-blanc-architecture-ville-
paysage-urbain-illustration-8.jpg	(Retrieved	10-03-2016)	
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Figure	16	Image	Board	
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4.1.7.3 Position on the market 
"Headbanger	Lures	is	a	fishing	lure	manufacturer	offering	effective	lures	for	a	variety	of	species	to	passionate	
fishermen	 that	 want	 to	 have	 something	 unique	 in	 their	 tackle	 box.	 Unlike	 competing	 alternatives,	 all	
Headbanger	 Lures’	 feature	 true	 non-repetitive	 movement	 that	 creates	 unpredictability	 and	 excellent	
imitation	of	 injured	and	stressed	 fish.	To	describe	 the	company	with	a	 few	values	 is:	 ”New	Thinking”	and	
”Unique”2.	When	comparing	the	different	companies	on	the	market	today,	there	is	a	distinct	difference	to	be	
noted:	Headbanger	Lures	sells	straight	to	customers	or	with	only	one	middleman,	in	a	market	that	uses	often	
two	middlemen.	An	unwanted	connection	for	the	company	is	to	be	linked	with	low-price	alternatives,	 low	
quality	and	the	image	of:	“That’s	just	another	lure	in	the	masses	of	options”.	
	
4.1.7.5 Logo 
Picked	from	the	Facebook	page	of	Headbanger	Lures.	
(https://www.facebook.com/headbangerlures/?fref=ts	).	There	is	a	written	agreement	of	the	usage	of	the	
companies	Facebook	pictures	for	this	project.	
	

	
	
The	logo	is	based	in	the	irregular	movement	and	here	the	company’s	two	main	colors	are	used,	black	and	
white	and	using	the	font	family:	Founders	Grotesk.	Colors	used	are	black	and	white	and	this	is	a	vein	that	runs	
through	 the	 company’s	 design,	 the	 point	 is	 to	 let	 the	 lure	 be	 the	 colorful	 piece	 of	 art	while	 the	 rest	 just	
enhances	it	as	a	good	background.	There	is	an	orange	accent	used	for	different	buttons	or	important	pieces	
that	needs	to	be	highlighted,	the	color	is:	F28E18.	See	Figure	18.	
	

	
	

																																																																												
2	Email	interview	with	Martin	Engelmark,	2016	

Figure	17	Headbanger	Lures	Logo	

Figure	18	Brand	Color	Theme	
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4.1.7.6 Todays Packaging 
The	 package	 on	 the	 pictures	 (Figure	 19)	 is	 one	 of	 the	 last	 prototypes	 that	 have	 been	 developed	 by	 the	
company	 for	 their	 first	 launch	of	 the	 lure.	This	 is	 important	 to	keep	 in	mind	 that	 it	will	 not	 look	 like	 the	
pictures	when	in	stores.	It	has	an	opening	that	has	not	been	seen	before	on	the	market	and	is	in	general	quite	
different	to	the	other	lure	packages	that	hangs	on	the	shelves	of	fishermen	stores.	
	
Changes	that	will	be	made:	

• Black	coloring	on	the	inner	walls	of	the	box,	this	will	push	the	lure	forward	and	make	it	not	look	so	
hollow.	

• Thicker	corrugated	fiberboard	and	plastic,	this	will	give	a	more	positive	quality	user	experience.	
	
Problems	that	withstands	even	after	modifications:	

• Corrugated	fiberboard	gets	worn	down	which	creates	problems,	the	edges	gets	worn	down	and	
color	is	lost.	Makes	it	look	cheap	quite	quickly	and	the	opening	and	closing	function	are	lost	after	a	
while.	It	is	hard	to	keep	it	closed.	

	
The	materials	used	is	corrugated	fiberboard	and	a	see-through	plastic	for	the	window	in	to	the	package.	Main	
idea	is	to	keep	the	package	quite	neutral	by	using	the	standard	black	and	white	colors	that	represents	the	
company.	Simple	setup	with	the	lures	type	written	on	both	sides	and	information	on	the	back	that	contains	
the	story	of	the	company	and	the	lures	attributes.	On	the	top	of	the	package	there	is	a	word	that	describes	
what	kind	of	lure	it	is	and	the	bottom	is	empty	on	text.	There	are	no	illustrations	of	how	to	use	it	or	where,	it	
is	just	plain	and	simple	information.	It	feels	like	it	is	designed	towards	users	that	have	previous	experience.	
	

	
	
	

Figure	19	Present	Packaging	
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4.1.8 Benchmark 
The	end	result	of	the	fishing	lure	market	was	three	main	ways	of	packing	the	lures	and	a	gathered	breakdown	
of	how	to	display	the	information.	Also	a	sneak	peek	into	the	markets	of	other	products	was	done,	electronic	
packages	and	a	broad	view	of	innovative	and	inspiring	ideas	from	the	internet.	
	
4.1.8.1 Cardboard and Plastic 
The	basic	for	this	setup	is	a	cardboard	wall	that	the	lure	rests	upon,	usually	without	being	attached.	The	see-
through	plastic	on	top	of	this	shows	of	being	vacuum	shaped	with	space	for	the	lure,	it	is	then	attached	to	the	
cardboard	by	either	staples	(and	a	folding	around	the	long	edges)	or	through	the	use	of	glue	that	makes	it	
stick	to	the	cardboard.	The	package	has	all	the	graphics	and	often	the	extra	information	is	placed	on	the	back.	
See	Figure	20.	
	

- The	folded	plastic	creates	the	ability	of	an	on	and	off	function.	
- By	having	graphics	on	the	cardboard	and	see-through	plastic	creates	the	easy	possibility	of	seeing	

the	information	on	the	front	while	observing	the	lure.	
- Seems	to	be	taking	a	lot	of	excess	space	without	really	using	it.	
- Does	not	give	a	quality	feeling,	more	like	the	packaging	of	cheap	toys	from	china	at	the	outdoor	

summer	market.	
- Without	sides	the	opportunity	of	giving	information	from	four	extra	sides	disappears.	
- There	is	only	graphics	on	the	front,	while	on	the	back	you	have	a	disappointing	white	background	

and	black	text	experience.	
	

Figure	20	Cardboard	and	Plastic	
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4.1.8.2 Different Shapes 
Westin	packaging	is	a	tube/pipe	solution	where	the	lure	is	placed	and	the	opening	is	the	lid	on	the	top	of	it.	
See	Figure	21.	

	
- Catches	the	eye	in	the	store	because	of	how	different	it	is	compared	the	masses	hanging	around	on	

the	hooks.	
- Displays	the	lure	well	by	having	a	good	contrast	color	to	work	with	that	pushes	the	lure	forward	

and	with	a	background	that	is	concave	creates	a	feeling	that	it	is	coming	closer.	
- The	background	paper	does	not	follow	the	tubes	wall	all	the	way	around	which	makes	it	look	quite	

lose	and	not	that	perfect	as	you	might	want	it	to	be.	(Because	it’s	not	sticking	to	the	wall	with	glue	
or	similar	adhesives	it	is	folded	and	dented.	

	
Rapala’s	box	is	a	50/50	setup,	half	cardboard	half	plastic	box.	The	cardboard	of	the	fishing	packaging	is	using	
many	different	sides	to	make	the	potential	customer	see	it	and	understand	what	it	is	about.	See	Figure	20.	
	

- Classic	box	shape	but	few	have	the	same	design	with	a	plastic	lid	on	top	of	it	which	makes	it	
different	from	the	others.	

- Just	by	observing	it	you	can	understand	that	this	is	something	I	can	use	again	after	removing	the	
lure	the	first	time.	

- The	cardboard	sides	make	it	harder	to	get	a	clear	view	of	the	lure	from	all	kinds	of	angles.	
	

	
Figure	21	Various	Packages	
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4.1.8.3	Plastic 
This	category	is	based	two	different	kinds	of	packaging,	there	is	one	that	needs	a	tool	to	be	opened	and	one	
that	is	re-usable.	See	Figure	22.	
	

- All	packages	that	has	an	opening	and	closing	function	serves	well	to	be	re-used	after	purchase.	
- You	can	for	the	most	of	the	time	see	the	lure	from	almost	all	angles.	
- Problem	with	the	packages	in	full	plastic	is	that	the	reflections	can	make	it	hard	to	actually	see	the	

lure	or	see	all	the	information	on	the	front	while	hanging	on	the	hook.	When	you	pick	it	off	from	
the	hook	you	can	easily	shadow	it	so	you	can	read	it	without	distractions.	

- Flexible	plastic	does	not	give	a	feeling	of	quality,	texture	gets	easily	covered	in	fingerprints	and	
does	not	feel	good.	The	surface	gathers	easily	dents	and	marks	that	you	can	see	clearly	in	daylight.	

- The	ones	you	need	a	knife	or	scissors	to	open	only	makes	you	angry	and	is	just	unnecessary	
obstacle	to	reach	the	product	within.			

- During	the	observation	you	could	see	that	the	vacuum	formed	plastic	packages	that	has	punched	
edges	had	given	up	and	where	cracked.	Some	of	the	lures	where	just	about	to	fall	out.		

	

	
Figure	22	Plastic	
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4.1.8.4 Information 
Few	companies	had	actually	worked	on	giving	the	right	information	about	the	lure.	There	were	just	a	few	
brands	that	had	description	about	how	to	use	the	lure	or	fishing	tips.	Simple	instructions	of	tying	knots	and	
the	lures	features	could	be	found	on	the	back	of	wobblers	and	lures	that	has	a	higher	price.	Information	was	
displayed	in	a	range	of	language	on	some	of	the	packages:	English,	German	and	French.	See	Figure	23.	Few	
packages	had	space	for	a	price	tag	which	resulted	in	graphics	or	information	text	was	covered	from	reading.	
	
If	a	certain	professional	had	designed	the	lure	this	was	proudly	displayed	or	if	it	is	made	in	the	country	where	
the	company	has	its	origins	the	also	was	a	material	of	boasting.	Facebook	and	Instagram	links	could	be	found	
on	 some	 of	 the	 packages.	 Through	 gathering	 information	 of	 packages	 from	 other	 sources	 collages	 of	
inspiration	where	then	able	to	be	created.	
	

	
4.1.9.1 Electronic Product’s Packages 
The	observation	done	at	this	store	had	quite	some	interesting	inputs	that	can	be	seen	on	the	pictures,	this	
kind	of	electronics	that	are	sold	at	this	store	has	more	of	an	innovative	approach	of	showing	off	the	product.	
My	own	thought	of	this	is	that	the	marginal	for	production	price	per	package	is	higher	compared	to	lures	that	
are	made	in	big	batches.	Different	ways	of	opening	the	package	to	see	what	is	within	had	a	few	nice	ideas	of	
how	to	do	it.	Also,	slim	variations	of	plastic	tightly	formed	after	the	product	gave	a	clear	view	of	what	is	within	
and	still	give	a	feeling	of	quality.	A	lot	of	less	is	more	seemed	to	be	preached	within	the	walls	of	Grafit.	Floating	
displays	of	the	product	could	be	an	interesting	input	for	a	lure	that	is	made	to	swim	in	a	medium	that	is	of	a	
see-through	kind.	Many	of	the	semi-opening	boxes	had	a	good	input	of	how	to	open	it	with	the	help	of	colors	
and	features.	Usage	of	thick	plastic	that	almost	reminds	of	glass	gives	a	more	authentic	feeling	of	the	package.	
See	Figure	24	on	the	next	page.	

Figure	23	Fishing	Package's	Information	
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Figure	24	Grafit	-	Apple	Store's	Products	
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4.1.9.2 Pinterest Observation 
One	research	approach	was	to	use	the	internet	to	find	package	solutions	from	all	kinds	of	market	areas.	A	
great	search	tool	for	this	was	Pinterest,	a	picture	database	that	also	can	create	posters	of	the	pictures	that	
showed	different	innovative	packaging	examples.	After	studying	the	result	there	is	a	few	categorize	that	can	
be	made	to	create	a	simplified	version	of	all	the	pictures	that	has	been	gathered.	These	categories	can	be	seen	
as	sub	functions	that	has	been	given	the	packages	for	creating	an	interest	from	the	user’s	perspective.	
	

• Resemblance		
An	approach	to	create	an	interesting	package	the	graphics	on	the	package	and	its	shape	is	used	to	create	a	
resemblance	of	something	totally	different	or	that	originates	to	the	companies	roots.	Something	that	look	way	
off	the	charts	but	that	is	designed	to	catch	the	eye	in	the	store.	Examples	of	this	is:	Painting	brushes	that	are	
placed	into	a	package	that	has	illustration	of	faces.	By	using	an	opening	cut	a	part	of	the	brush	sticks	out	and	
creates	a	mustache	on	the	drawn	face	that	is	printed	on	the	package.	
	

• Sneak	Peak	
By	using	opening	holes	(snipes)	the	potential	customer	can	see	a	part	of	the	product.	This	inquires	the	ability	
of	being	able	to	actually	touch	the	product	and	the	need	of	wanting	to	see	more	of	it.	
	

• Opening	
The	possibilities	in	this	area	are	limitless	and	as	detected	from	this	research	there	is	so	many	approaches	to	
make	the	opening	a	special	function	for	the	package.	You	can	divide	the	package	and	use	it	in	different	ways	
or	just	open	it	in	a	very	special	way	that	does	not	create	a	new	function	but	is	just	a	delight	to	perform.	
	

• Material	
When	doing	the	research	of	wooded	packages,	a	great	span	of	more	expensive	products	showed	up:	honey,	
whiskey	and	so	on.	Resulting	in	an	understanding	that	wood	could	possibly	be	connected	towards	the	feeling	
of	quality.	
	

• Collection	
There	is	a	clear	red	thread	when	it	comes	down	to	the	usage	of	making	package	to	a	collection	of	different	
products	with	the	same	design	language.	The	reason	behind	this	is	hard	to	tell	from	just	observing	packages	
on	the	Internet.	But	the	need	of	collecting	has	probably	a	roll	here.	
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4.1.5 Problem Definition  
The	problems	have	been	compiled	into	a	poster.	See	Figure	25.	
	

	
Figure	25	Problem	Definition	
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4.1.6	List	of	Requirements	
The	final	result	was	quite	hard	to	create	and	took	a	few	iterations	before	reaching	there.	I	decided	to	present	
this	as	two	posters	when	it	gets	too	tacky	as	a	long	list	with	different	sub	titles.	See	Figure	26	and	27.	
	

	
Figure	26	List	of	Requirements	#1	
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Figure	27	List	of	Requirements	#2	
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4.2 RESULTS OF IDEATION 
To	create	as	many	ideas	as	possible	within	the	frames	of	the	project	workshops	came	well	to	use	and	detailed	
clustering,	this	chapter	will	show	you	what	it	resulted	in.	
4.2.1 Workshops 
The	ideas	that	were	generated	from	the	workshops	came	in	many	different	shapes	and	it	was	hard	to	tell	the	
difference	 between	 the	 university	 students	 ideas	 compared	 to	 the	 youngsters	 from	 the	 8th	 grade	 school.	
Meaning,	the	young	people	ideas	were	just	as	awesome	and	came	to	use.	This	creative	method	gave	around	
60	concepts	that	then	moved	on	to	a	cluster.	
	

	
Figure	28	Workshop	Concepts	
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4.2.2 Convergence #1 
The	cluster	phase	was	quite	a	difficult	task	and	took	some	time	to	make	it	to	the	finish	line,	the	end	result	
where.	See	Figure	29.	This	did	not	really	give	a	good	direction	and	thus	the	project	proceeded	to	another	
convergence,	see	chapter	4.2.3.	

	
4.2.3 Convergence #2 
The	important	step	to	understand	from	“Convergence	#1”	and	“#2”	is	that	there	were	many	concepts	that	
was	not	a	fully	developed	package	design	but	had	more	of	the	shape	of	a	extra	solution	that	could	be	added	to	
pretty	much	any	of	the	designs.	So	I	created	two	different	categories;	Main	and	Sub	Ideas	and	within	them	
there	 is	different	groups	that	are	built	on	 ideas	that	have	similarities	with	each	other.	The	Main	Ideas	are	
presented	first	down	below,	see	also	Figure	30.	
	

• The	Tube	
A	see-through	plastic	tube	that	protects	the	lure	and	the	fisherman	from	its	sharp	hooks.	
	

- Attributes:	360	degree	view,	in	field	interaction,	hook	protection,	simple	design,	easy	to	
use.	

	
• Illuminati	

Triangular	shaped	package	that	can	use	the	lids	from	top	and	bottom	as	hook-protection.	
	

- Attributes:	Hook	protection,	360	degree	view,	in	field	interaction,	hook	protection,	special	
design.	
	
	

Figure	29	Clustered	Ideas	
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• Unfolding	Opening	

Opening	up	the	package	as	a	lily	flower.	Blooming	experience.	
	

- Attributes:	“AHA!”	experience	when	opening,	cheap.	
	

• One	Piece		
Concepts	that	based	on	the	idea	that	the	lure’s	bed	and	the	packages	box	was	made	out	of	one	part.	
For	example,	a	wooden	log	shaped	to	contain	a	lure	or	stacked	cardboard.	
	

- Attributes:	Special	design.	
	

• Silicone	Rubber	
A	package	that	can	be	folded	into	a	small	piece	that	will	not	be	taking	excess	space	in	the	
fisherman’s	bag	while	using	the	lure.	
	

- Attributes:	In	field	interaction,	saves	space,	long	life,	withstands	water,	multi	usage.	
	

• Collector’s	Edition	
A	 separate	 box	 that	 has	 slots	 for	 all	 the	 Headbanger	 Lures’	 tackles	 that	 is	 sold,	 so	 they	 can	 be	
gathered	into	one	nice	place	for	display	at	home.	
	

- Attributes:	Buying	motivation.	
• Special	Edition	

Point	here	is	to	create	an	exclusive	product	that	puts	pressure	on	the	quality	through	nice	case	that	
contains	the	lure,	a	brochure	that	gives	insight	into	the	making	of	the	lure,	and	so	on.	Point	is,	by	
going	 through	 the	 full	 opening	 of	 the	 product	will	 be	 an	 experience	 but	 in	 a	 different	way	 than	
compared	to	something	of	action	or	event.	
	

- Attributes:	Luxury,	can	combine	different	concepts	in	one.	
	

• Plastic	Bag	
Keep	the	lure	in	a	plastic	bag	with	a	zip-lock	function	that	keeps	it	closed	easily.	
	

- Attributes:	Saves	space,	water	proof,	see	through,	cheap.	

Figure	30	Main	Ideas	
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• Sunglass	Container	
A	quality	solution	that	still	is	easy	to	use	in	the	field.	
	

- Attributes:	Luxury	
	

• The	Puppet	
By	having	strings	attached	to	the	lure	and	the	walls	of	the	see-through	package	the	lure	will	give	an	
impression	of	floating	in	the	air,	just	like	it	will	be	acting	in	water.	And	but	connecting	the	strings	at	
the	right	places,	plus	the	help	of	elastic	materials,	the	lure	could	create	the	movement	when	moving	
the	package	in	the	hand	of	the	customer.	
	

- Attributes:	360	degree	view,	shows	the	movement.	
	

• Water	Simulation	
By	pouring	water	 through	the	package	the	 lure	will	demonstrate	 the	special	movement,	 in	other	
words:	creating	a	small	stream	in	the	package	with	the	help	of	moving	water.	
	

- Attributes:	Displays	the	irregular	movement	well,	very	different.	
	
The	ideas	that	where	more	of	loose	solutions	that	could	be	added	to	the	main	ideas	had	some	similarities	with	
each	other	and	created	a	cluster	named:	Sub	Functions.	
	

• Graphics	
Ideas	of	how	to	use	the	graphics	to	create	an	association	to	fishing.	
	

• Opening/Closing	
Various	functions	on	how	to	open	or	close	to	the	packages.		
	

• Extras	
As	warned	in	the	chapter	3.1.5	that	there	should	be	avoided	to	use	an	“Extra”	cluster	group	it	still	
came	to	that.	The	different	solutions	were	so	different	that	this	group	had	to	be	used.		

	
	

Figure	31	Sub	Ideas	
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4.2.4 Convergence #3 
The	ideas	that	got	discarded	immediately	were	solutions	that	are	too	expensive	or	just	off	the	grid	from	the	
company’s	values.	The	 following	were:	Water	Simulation,	Plastic	Bag	and	Collector’s	Edition.	The	rest	got	
worked	on	into	more	real	solutions	with	either	mash	ups	or	developed	and	sprung	from	the	same	cluster.	
Goal	at	this	stage	in	the	project	was	to	have	3x3	ideas,	based	on	the	price	levels	of:	5,	10	and	15	crowns.	A	
quick	estimation	of	 the	packages	where	done	with	 the	 idea	of	how	much	and	what	kind	of	material	were	
needed	to	create	the	concept.	You	can	find	the	full	sized	presentation	of	the	concepts	in	the	appendix,	from	7-
15.	
	
4.2.4.1 5 Crowns 
Following	three	ideas	can	be	made	out	of	the	basic	materials	which	are	used	in	the	present	packaging	design,	
see	chapter	4.1.7.6.	
	

• Double	Trouble	
A	package	that	has	two	parts,	first	the	inner	box	fits	on	the	outer	shell	so	it	is	perceived	as	one	but	
when	opening	there	will	be	two	packages	that	then	can	be	connected	together	creating	a	packages	
that	fits	two	lures	and	can	be	used	to	be	brought	with	out	in	the	field.	Alternative	solution	is	to	have	
it	as	an	extra	sized	package	with	extras	coming	with	when	purchasing	the	lure,	for	example:	extra	
tails,	hooks,	tail	repair	kit.	

	
• Underwater	

This	concept	is	based	on	the	idea	of	an	event/experience	when	opening,	but	also	having	a	similarity	
with	the	two	in	one	idea	that	were	used	in	the	“Double	Trouble”.	So	there	is	an	outer	shell	that	works	
as	the	front	seen	in	the	store	but	also	as	an	unfolding	mechanism	that	is	similar	to	the	blooming	of	a	
flower.	 When	 opening	 the	 package,	 the	 lure	 would	 be	 standing	 in	 a	 see-through	 box	 that	 is	
positioned	in	the	bloomed	package	that	has	an	underwater	environment,	which	shows	where,	and	
what	the	lure	will	be	used.	
	

• Tilt	
This	concept	creates	an	event	when	opening	the	package,	by	using	the	opening	movement	the	lure’s	
bed	would	be	tilted	with	the	help	of	a	strap	connected	in	the	lid	and	bed.	

	

	
Figure	32	5	Swedish	Crowns	
	
4.2.4.2 10 Crowns 
Solutions	for	bringing	the	package	out	in	the	field.	
	

• The	Tube	
An	idea	that	connects	the	package	to	the	outdoors,	this	will	be	used	first	as	a	container	that	helps	
transporting	the	lure	to	the	fishing	waters	while	attached	to	the	rod.	Further	on	it	can	also	help	the	
fisherman	while	attaching	the	lure	trace	to	the	lure	so	the	hooks	will	not	be	a	problem.	See	Figure	
33	on	the	next	page.	
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• Safe	Keeper	
An	idea	that	sprung	out	of	the	basics	to	use	the	lids	as	hook	protection,	the	triangular	shape	was	
developed	with	the	mind	on	the	hooks	form	but	is	not	bound	to	be	designed	as	described.	Instead	
the	inner	piece	of	the	lid	can	have	the	shape	of	hooks	while	the	package	and	lids	can	be	of	another	
shape.	A	sub-idea	were	to	use	the	lids	as	a	smaller	container	for	small	baits/lures	by	having	them	
come	together	with	the	help	of	a	locking	mechanism.	

	
• Packed	

With	the	help	of	a	locking	function	out	of	plastic	and	a	silicone	rubber	folding	piece	the	package	will	
be	easy	to	use	out	in	the	field.	The	idea	is	to	be	able	to	fold	the	package	in	the	small	piece	that	reminds	
of	the	hockey	pucks	shape,	and	further	on	be	easy	tucked	away	while	using	the	lure	for	fishing.	An	
idea	that	has	a	link	with	the	outdoor	equipment.	
	

	
Figure	33	10	Swedish	Crowns	
	
4.2.4.3 15 Crowns 
Ideas	based	on	more	expensive	material	and	luxurious	openings.	See	Figure	34	on	the	next	page.	
	

• Rupture	
With	the	help	of	an	opening	that	resembles	to	the	irregular	movement	that	the	lure	creates	it	will	
have	straight	from	the	start	a	touch	of	the	companies	branding	image.	With	a	nice	case	for	the	lure,	
extra	materials	and	a	brochure	about	the	lures	upcoming	and	origin,	the	customer	will	be	given	a	
quality	experience	while	going	through	the	full	opening.	

	
• Split	

This	idea	is	to	not	only	create	an	experience	of	the	opening	but	also	put	the	lure	on	display	with	the	
help	of	the	outer	packages	edges	that	touches	the	ground	while	staying	in	an	open	position.	
	

• Hard	Case	
This	case	is	a	simple	idea	that	had	to	be	brought	with	when	it	would	open	up	the	possibility	of	usage	
after	 first	 opening	 and	 also	 give	 a	 premium	 feeling.	 The	 opening	 and	 closing	 could	be	 solved	 in	
different	ways	to	create	a	nice	user	experience.	
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Figure	34	15	Swedish	Crowns	
	
3.2.3 Expert Review #1 
The	 review	 went	 well	 in	 consideration	 of	 understanding	 the	 sketches	 and	 what	 they	 represented.	 This	
meeting	with	the	corporation	did	have	a	turning	point	in	the	projects	goals	and	aims,	when	presenting	the	
ideas	based	on	an	extra	function	and	long	life	solutions.	The	decision	was	taken	to	pick	a	solution	that	creates	
more	of	an	“AHA!”	experience,	but	also	the	luxury	of	a	special	and	expensive	product.	
	
The	outcome	of	the	meeting	was	a	concept	that	was	a	mix	of	the	special	edition	and	split	concepts.	The	concept	
that	where	 to	be	worked	 further	on	was	based	on	 the	Split	 concept	but	with	 the	opening	of	 the	Rupture	
concept.	A	goal	was	set	on	creating	a	concept	that	had	the	focus	on	the	structural	design	and	the	graphical	
design	was	not	necessary	to	be	designed.	See	Figure	34.	
	
So	through	this	a	decision	was	made	to	skip	the	idea	of	three	different	ideas	based	on	the	price	range,	instead	
the	main	goal	was	to	make	the	one	idea	a	reality.	Further	results	from	this	meeting	with	the	company	also	
resulted	in	important	criteria	that	had	to	be	published	on	a	poster	to	keep	the	design	work	that	lay	head	on	
the	right	track.	A	side	track	was	also	laid	out	in	the	form	of	taking	a	look	into	different	shapes	on	the	window,	
then	just	the	irregular	split	idea.	

	
	 	 Figure	35	Irregular	Split
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3.2.3.1 The Expert Team 
I	reconnected	with	the	experts	I	had	gathered	in	the	beginning	of	the	project:	
	
“the	chosen	one	is	a	simple	design	with	a	good	balance	of	upscale/high	end	yet	not	to	over	the	top	or	to	fancy.	
The	opening	is	unique	and	the	packaging	container	could	even	allow	you	to	bring	branding	into	the	design	
with	the	irregular	closing	lids.”	
	
“Not	 a	 bad	 start.	 I	would	 recommend	 photographing	 the	 actual	 lure.	 Then	 Photoshopping	 some	 concept	
packages	around	it.”	
	
4.3 STRUCTURAL IMPLEMENTATION RESULT 
The	 different	mechanical	 solutions	 that	 was	 brought	 up	will	 be	 explained	 here,	 but	 also	 what	 the	 users	
thought	of	the	opening	experience.	
	
4.3.2 Prototyping #1 
When	going	through	the	rapid	prototyping	phase	the	concept	got	divided	into	two	main	groups,	one	hinge	
and	two	hinges.	The	two	hinges	where	able	to	be	placed	on	different	parts	of	the	bottom	of	the	box	which	gave	
different	results.	See	Figure	36	on	the	next	page.	
	

• One	Hinge	
In	an	attempt	of	using	the	single	hinge	as	solution	there	was	many	different	solutions	created	to	try	to	
convey	the	opening	into	being	useful.	The	solutions	are	built	on	the	idea	to	solve	the	balance	of	the	bed	on	
a	sharp	edge	that	is	created	when	opening	up	the	package.	

	
- Spring	
Through	the	connection	towards	the	idea	of	using	the	mechanics	that	is	used	in	outdoor	chairs	that	can	
be	folded	together	into	flat	pieces	this	concept	came	to	life.	

	
- Circular	Slider	
By	studying	the	movement,	the	opening	creates	an	idea	of	using	that	movement	into	keeping	the	bed	in	
place.	

	
- Bed	Prods	
The	idea	was	to	keep	the	bed	in	place	with	some	sort	of	prods	underneath	the	bed	(where	it	is	unused	
space),	so	by	opening	the	box	the	prods	would	press	towards	the	inside	walls	of	the	bed	and	through	that	
keep	it	in	place	while	open.	

	
- Bed	Mold	
The	very	intent	of	this	solution	was	to	create	a	bed	that	had	a	triangular	extruded	shape	on	the	bottom	
that	would	fit	the	shape	of	the	package	in	the	open	position.	
	

	
	



 62 

	
Figure	36	One	Hinge	Solutions	
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• Two	Hinges		
	 This	concept	had	only	one	solution,	the	only	difference	was	that	the	hinges	could	be	placed	either	closer	
or	further	away	from	the	center	of	the	package’s	bottom.	

	
Figure	37	Two	Hinge	Solutions	
	
4.3.3 Expert Review #2 
When	meeting	the	company	for	the	second	time	the	outcome	was	quite	different	than	what	was	expected	
because	it	was	first	decided	to	be	a	quick	meeting	where	the	further	work	on	the	concept	were	to	be	chosen.		
The	result	was	a	meeting	that	turned	into	a	creative	session	where	the	person	who	was	responsible	for	the	
project	brainstormed	with	the	company’s	board	about	how	to	move	on	with	the	concept.	With	the	help	of	
sketching	and	the	company’s	experience	of	production	the	ideas	were	either	scraped	or	worked	further	on	if	
they	were	possible	in	economic	funds	or	for	the	factory	to	produce.	See	Figure	38	for	the	basic	sketch	of	the	
design	solution.	
	
New	criteria	 for	 the	package	was	discussed	during	 the	meeting	and	 these	where	 then	written	down	on	a	
poster	to	be	used	for	evaluation.	See	Appendix	16.	
	

• Display	
Changes	that	were	made:	The	splitting	of	the	package	is	now	a	straight	line	and	the	windows	boarder	
is	of	an	irregular	movement.	The	plastic	is	double	folded	to	hinder	the	possibility	of	hurting	fingers	
on	a	sharp	edge.	The	window	does	not	continue	down	on	the	short	sides	and	stays	on	the	front.	
	

• Magnets	
With	the	help	of	magnets	that	is	placed	on	the	inner	walls	of	the	opening	part	of	the	package	and	
magnets	on	the	inner	box	will	create	a	smooth	opening	that	will	not	out	too	much	strain	on	the	gluing	
of	the	plastic	window.	This	closing	mechanism	was	chosen	after	a	long	discussion	of	what	is	and	is	
not	possible	for	the	company	and	production.	

	
	

Figure	38	Redefined	Irregulare	Split	
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4.3.4 Prototyping #2 
Further	work	on	the	concept	was	done	after	the	reassessment	that	occurred	at	the	meeting	with	the	company,	
see	 chapter	 4.3.3.	With	 the	help	 of	 the	new	prototype	method	 a	more	 exact	 and	durable	 prototype	were	
created.	 This	 prototype	 method	 iteration	 phase	 created	 two	 main	 concepts	 out	 of	 the	 “Split”	 concept.	
	

• Magnet	
The	concept	is	based	on	the	one	the	company	chose,	which	is	based	on	a	closing	function	of	magnets	and	
opening	is	relied	on	the	durability	of	cardboard’s	hinges.	Magnets	applied	into	the	concept	worked	well	
but	they	take	a	lot	of	space	and	are	almost	too	strong	for	the	cardboard.	See	Figure	39.	
	
	

	
• Slider	
A	new	concept	got	developed	after	research	done	on	sliding	mechanism	done	with	corrugated	fiberboard.	
This	concept	works	well	with	a	stopping	function	for	the	opening	motion.	See	Figure	40.	

	

	
4.3.5 Usability Test 
To	 understand	 how	 the	 first	 interaction	 with	 the	 concept	 worked	 with	 the	 users	 a	 test	 took	 place	 that	
observed	the	hand	placement	that	occurred	when	opening	the	package	by	the	34	test	subjects.	The	result	is	
in	a	matrix	that	shows	both	hand	and	position	combinations	and	the	amount	that	were	used.	
	
Majority	of	users	placed	their	thumbs	below	middle	and	then	opened	it	up,	but	there	were	a	few	combinations	
that	had	not	been	seen	before.	Placing	 the	 thumbs	 in	different	positions,	on	at	 the	middle	and	one	below	
middle	for	example.	
	

Figure	39	Magnet	#1	

Figure	40	Slider	#1	
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4.3.6 Prototyping #3 
Trying	to	figure	out	how	to	keep	the	“Slider”	package	closed	took	many	tries	with	both	locking	mechanisms	
but	also	usage	of	the	materials	friction.	Resulting	in	the	choosing	of	the	concept	that	used	the	friction	created	
on	packages	short	sides	by	the	pressure	that	the	plastic	bed	creates	 from	being	squeezed	in	between.	See	
Figure	41.	
	

	
The	magnet	version	went	through	the	process	of	 testing	different	magnet	combinations,	 the	two	different	
versions	that	was	developed	in	this	build	session	was	magnets	on	the	short	sides	while	the	other	concept	had	
magnets	on	the	long	sides.	Final	result	was	the	magnets	placed	on	the	short	side	of	the	package,	due	to	the	
better	closing	function.	See	Figure	42.	

	

Figure	41	Slider	#2	

Figure	42	Magnet	#2	
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4.4 GRAPHICAL IMPLEMENTATION RESULT 
These	results	are	evolving	around	the	design	of	the	package’s	window	and	the	graphical	print	on	the	package.	
	
4.4.1 Graphic Brainstorm 
The	sketching	was	based	on	the	direction	that	had	been	given	from	the	expert	reviews	and	the	work	then	
evolved	around	different	solutions	on	the	basic	forms	that	had	been	decided	before	the	second	expert	review	
(chapter	3.2.3).	See	Figure	43.	
	

	
4.4.2 Cluster 
In	short	the	cluster	gave	an	insight	that	there	was	a	distinct	grouping	of	the	concepts	and	that	the	different	
solutions	 in	 the	 groups	 could	 be	 used	 later	 on	 for	 semantic	 or	 aesthetic	 reasons.	 So	 there	 were	 5	
representatives	picked	out	for	the	survey.	See	Figure	44.	

Figure	43	Window	Sketches	

Figure	44	Window	Idea's	Cluster	



 67 

4.4.3 Survey 
This	 survey	was	 a	 failure	 because	 of	 two	main	 reasons,	 very	 spread	 out	 answers	 that	 did	 not	 give	 a	 distinct	
direction	of	what	was	“the	best”	alternative,	secondly	the	influx	was	very	bad.	But	with	the	help	of	the	comments	
for	 the	concepts:	 “Bubbles”	and	“Squared”	a	removal	of	a	 few	concepts	where	done	and	the	ones	 that	made	 it	
further	to	be	built	in	the	prototype	where:	“Irregular	Movement”,	“Circles”	and	“Rock”.	See	Figure	45.	

	
 
4.4.4 Open Thought Interview 
This	 test	 gave	an	 insight	 connected	 towards	 the	opening	 function,	 the	7	 test	persons	where	 impressed	of	 the	
function,	but	quite	a	few	test	persons	had	not	heard	of	this	master	thesis	project	and	did	not	know	how	to	open	
the	package.	They	had	no	clue	at	all,	which	was	an	important	side	result	from	this	method	and	has	to	be	considered	
further.		
	

• Rock	
This	concept	revealed	a	lot	of	the	product	within	but	still	managed	to	make	the	AHA!	feeling	to	kick	in,	
but	 not	 as	 strong	 as	 the	 other	 two	 concepts.	 The	 pattern	 itself	 did	 not	 interfere	 too	 much	 with	
understanding	the	lures	shape.	It	felt	like	a	motion	but	had	different	direction	for	different	people.	It	
also	had	the	impression	of	being	quite	characteristic	for	the	company,	that	the	form	itself	could	spark	
the	idea	of	what	brand	it	is.	
	

• Irregular	Movement	
The	window	had	more	of	an	irritating	effect	on	people	trying	to	see	the	product	through	the	thinner	
line	that	had	been	designed.	The	AHA!	feeling	was	stronger	for	this	opening	when	it	was	hard	to	know	
how	the	product	actually	was	shaped.	“Can’t	see	enough”	was	a	very	commonly	used	sentence	for	the	
test	persons.	This	shape	covered	the	lures	eye,	and	this	was	commented	by	the	test	persons,	how	it	
felt	awkward	not	having	“eye-contact”	with	the	lure.	
	

• Circles	
The	forms	that	were	used	had	a	mellow	vibe	that	was	interpreted	by	many	of	the	test	persons,	it	felt	
like	it	was	easier	to	focus	on	the	lure	but	at	the	same	time	the	circles	were	a	bit	too	abstract	to	be	
connected	to	the	area	of	fishing.	Many	tried	to	give	design	tips	of	creating	a	mix	of	bubbles	and	the	big	
circles	so	they	had	more	of	a	logic	meaning,	with	the	connection	to	air	bubbles.	A	negative	side	effect	
of	these	three	circle	windows	were	that	they	cut	the	product	into	three	sections.	The	pattern	was	that	
the	test	persons	felt	a	relief	when	being	able	to	see	the	full	 length	of	the	product	and	not	having	it	
chopped	into	pieces.	
	

Figure	45	Final	Three	Window	Concepts	
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4.4.5 Detailed Design 
The	result	is	based	on	many	iterations	of	trying	to	match	the	important	features	with	the	shape	of	the	window.	

	
4.4.5 Print Graphic 

With	the	help	of	theory	and	interview	data	collection	a	simplistic	design	of	the	package’s	print	was	created.	
	

	

Figure	46	Final	Lightning	Design	

Figure	47	Printed	Graphic	Design	
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4.4 FINAL RESULT 
This	chapter	will	present	the	final	result	first	in	an	overall	view	of	the	split	concept	and	then	the	two	different	
opening	solutions	that	is	a	part	of	it.	
	

	
	

Figure	48	Final	Result	Presentation	
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Symbols	came	to	use	to	bring	the	information	in	two	steps,	first	the	important	features	that	gives	the	potential	
buyer	 an	 idea	of	what	 it	 basically	 stands	 for	 as	product.	 The	 the	 second	 level	 of	 information	 is	 the	more	
detailed	text	that	explains	the	lure	more	specifically.	
	
4.4.1 Magnet 
The	end	result	has	a	magnet	placing	that	can	be	seen	more	in	detail	in	Appendix	23	and	24,	the	placing	is	on	
the	short	side	due	to	the	higher	strengthen	closing	that	occurs	compared	to	magnets	on	the	long	sides.	There	
is	a	bigger	magnet	area	used	in	the	bottom	due	to	the	fact	that	the	test	subjects	in	the	first	usability	test	ended	
up	placing	the	hands	for	the	most	of	the	time	lower	down	on	the	package.	

	

Figure	49	Final	Graphic	Layout	

Figure	50	Final	Magnet	Concept	
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4.4.2 Slider 
The	final	slider	concept	did	use	the	reinforced	inner	corners	and	is	kept	close	with	the	help	of	the	inner	beds	
flexibility	and	the	fact	that	the	short	sides	inner	wall	makes	contact	with	the	roof	when	being	closed.	

	
	

	
Figure	51	Final	Slider	Concept	
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5 Discussion  
	
The	chapter	of	discussion	is	to	be	able	to	make	sense	to	you	as	reader	why	the	process	took	some	specific	twists	
and	turns.	This	will	pull	all	threads	into	one	place	and	understand	when	the	data	collection	came	to	use	and	
when	the	theory	chapter	helped	out	to	make	design	decisions.	
	
5.1 POSITIONING THE RESULTS 
By	analyzing	the	package	as	a	product	and	dividing	it	to	its	different	parts	more	specifically	an	understanding	
for	how	the	theory	played	its	part	in	this	design	project.	
	
5.1.1 Moments of Truth 
The	moments	of	truth	(Löfgren	et	al.,	2008)	 is	based	on	the	two	touch	points	 for	a	package’s	 life,	 first	the	
moment	when	the	user	sees	the	package	in	the	store	and	connects	with	it.	Secondly	when	the	user	opens	it	at	
home	and	uses	it	for	what	it	has	been	designed	for.	The	result	today	has	the	sneak	peek	window	as	the	first	
moment	of	truth,	and	also	the	printed	graphic.	Second	moment	of	truth	is	when	the	package	is	opened	and	
reveals	the	full	form	of	the	lure.	
	
5.1.2 Identification of the package in the store environment 
The	package	is	designed	to	be	used	on	all	the	different	lures	that	will	be	developed	in	the	future	and	this	will	
be	of	a	positive	impact	on	the	identifying	of	the	brand’s	package	by	the	user	in	the	store	(see	chapter	2.1.5).	
The	package	uses	the	same	colors	as	for	the	first	package	and	not	to	mention	the	logo	is	still	the	same,	which	
will	help	in	the	connection	between	package	and	brand	image.	The	affiliation	(to	connect	the	product	to	a	
certain	product	family)	that	Monö	(1997)	describes	and	the	Origin	(consistent	design	strategy)	is	something	
that	will	come	to	use	after	time	for	the	package.	There	are	a	few	clues	on	it	already	that	can	be	linked	to	the	
old	package	design	but	the	rest	will	be	connections	that	will	be	created	during	the	longer	the	Headbanger	
Lures	have	been	on	the	market.	
	
”The	ability	of	brands	to	gain	attention	and	consideration	on	the	basis	of	their	point-of-purchase	appearance	
forms	the	basis	for	design	strategy,	which	is	particularly	important	in	the	case	of	new	brand	introductions,	
brand	repositioning,	brand	extensions	and	the	signaling	of	product	changes”	Underwood	and	Ozanne	(1998,	
p.	208)	citing	Garber	(1995).	(see	chapter	2.2.2)	
	
The	combination	of	a	black	package	that	does	not	gain	highlights	that	distracts	the	view	of	it	and	a	window	
into	the	lure	that	does	not	reveal	all	forms	is	something	that	is	different	and	will	stand	out	compared	to	the	
rest	of	the	packages.	The	window’s	size	is	a	dangerous	game,	because	if	it	covers	too	much	it	might	not	attract	
the	potential	buyer.	On	the	other	hand,	Headbanger	Lures	is	a	newcomer	on	the	market	and	it	is	important	as	
Garber	(1995)	states,	that	the	package	pushes	the	limits	to	get	recognition.	
	
Today’s	package	is	the	very	first	that	has	been	sold	by	the	company	with	the	first	 launch	of	their	product,	
Headbanger	Tail.	The	first	package	had	a	window	that	revealed	the	whole	lure	(except	a	very	small	piece	of	
the	tail).	The	whole	package	was	designed	so	all	the	communication	between	package	and	potential	buyers	
was	done	by	the	lure	with	the	help	of	its	colors	and	form,	while	the	package	worked	as	a	painter’s	canvas	that	
just	enhanced	the	lures	aesthetics.	
	
Now	when	this	second	launch	of	the	lure	will	be	done	more	people	will	have	a	“Brand	Awareness”	(Keller,	
1993)	of	the	lure	as	in	real	life	experience,	compared	to	the	first	launch	when	it	was	all	about	the	commercials	
that	had	been	done	for	the	lure.	So	when	potential	buyers	see	the	lure	in	the	store	there	will	not	only	be	new	
potential	users	but	also	users	that	carry	experience	of	the	lure	in	their	brain.	That	is	why	it	is	important	to	let	
the	lure	still	do	the	talking,	therefor	a	window	that	shows	the	product	within.	The	delicate	balance	between	
showing	enough	of	the	product	has	come	to	the	result	of	almost	showing	all	of	it	when	the	potential	buyers	
with	experience	and	no	experience	still	has	not	encountered	this	new	type	of	window.	Therefor	the	window	
could	be	narrowed	down	a	little	bit	after	the	first	launch	of	the	package,	which	would	enhance	the	“AHA!”	
feeling.	
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The	extrinsic	element	(Zeithaml,	1988)	is	therefore	the	main	input	for	the	new	package	design	when	there	is	
still	a	broad	mass	of	people	with	no	experience	of	the	package.	This	makes	the	information	very	important	
that	the	package	sends,	both	in	text	and	the	products	window.	
	
5.1.3 Usability of the package 
It	is	very	true	as	Jordan	(1999)	explains	it	with	the	three	step	rule	to	create	a	usability	experience	that	ends	
up	in	a	pleasure	experience.	This	was	discovered	when	doing	usability	tests	of	the	package’s	window,	the	test	
persons	was	supposed	to	integrate	with	the	packages	window	at	first	and	then	to	compare	the	experience	of	
opening	the	package.	When	the	package	was	hard	to	open	the	“AHA”	feeling	did	disappear	a	little	bit	because	
the	focus	was	placed	on	the	packages	opening	function	(the	Slider	concept	is	hard	to	open	sometimes,	due	to	
the	closing	function	using	friction).	When	the	opening	did	work	well	the	users	could	enjoy	the	usability	of	the	
package	and	also	feel	pleasure	with	how	it	was	designed.	
	
5.1.4 Package 
The	 form	 of	 the	 two	 separate	 pieces	 that	 comes	 apart	 from	 each	 other	 is	 connected	 to	 the	 theory	 that	
Krippendorff	(1998)	states,	how	the	form	gives	a	meaning	to	the	user	of	how	it	is	supposed	to	interact	with.	
The	 straight	 crack	 that	 leads	 from	 the	 short	 side	 the	 other	 gives	 an	 indication	 that	 is	 something	 that	 is	
supposed	to	come	apart	from	each	other.	The	rest	of	the	package	is	based	on	the	basic	statement	that	form	
follows	function	as	Groth	(2006)	writes	about,	the	connection	here	is	that	the	lures	bed	needs	something	to	
contain	it	during	transport	from	factory	to	user	and	while	doing	that	protecting	and	keeping	the	lure	in	place.	
	
5.1.5 Window 
I	will	begin	this	discussion	with	the	direction	of	the	form,	when	operating	the	open	though	interview	(See	
chapter	4.4.5)	there	occurred	something	unexpected.	A	low	amount	of	users	that	had	not	seen	the	package	
before	or	heard	of	it,	went	looking	up	top	on	the	package	to	see	it	could	be	opened	there.	I	have	broken	this	
down	into	two	steps,	the	first	is	the	fact	that	there	is	a	clear	clue	of	what	is	up	and	what	is	down	when	you	see	
there	is	a	fly	with	a	hook	slot.	Secondly	you	as	user	see	the	middle	line,	so	they	followed	it	and	went	searching	
for	an	opening	up	top	of	the	package.	I	had	to	stop	them	before	the	ripped	it	open	and	ruined	the	opening	
function	of	the	prototype.	So	there	is	an	idea	of	having	a	direction	into	both	ends	of	the	package,	with	the	
bulging	form.	See	the	chapter	2.1.4	for	The	Gestalt	Laws,	there	is	a	few	that	comes	to	use	in	this	scenario	that	
I	just	described.		
	
“The	 Common	 Movement”	 is	 based	 on	 the	 idea	 of	 gestalt	 that	 has	 a	 direction	 melts	 together	 into	 one	
movement.	In	this	case	it	is	the	zig-zag	shapes	that	becomes	smaller	and	smaller,	for	both	up	and	down	along	
the	front	of	the	package.	Now	when	this	text	is	still	on	the	laws	of	gestalt	it	makes	sense	to	walk	through	the	
other	two	that	are	hidden	in	this	choosing	of	shape.	See	appendix	21.	
	
“The	Good	Curve”	states	that	with	lose	traces	of	a	gestalt	we	as	humans	will	build	them	together	into	one	
gestalt.	When	observing	the	lure,	while	covered	by	the	windows	pattern,	you	can	see	how	the	covered	part	
makes	the	lure’s	outer	line	stop	at	the	cardboard	cover	and	then	reoccur	again	on	the	other	side.	This	will	give	
the	observer	 clues	 about	what	 is	 hidden	behind	 the	 cover	 and	might	 remove	 some	of	 the	 “AHA!”	 feeling,	
because	the	observer	might	be	able	to	create	an	imaginary	picture	of	the	full	lure’s	form.	But	if	connecting	
back	to	the	open	thought	interview	there	was	some	test	persons	who	felt	that	the	greatest	“AHA!”	feeling	was	
given	by	the	“Irregular	Movement”	concept,	this	one	had	the	narrowest	window	but	still	gave	the	indication	
of	how	the	lures	outer	lines	continued	behind	cover.	So	with	that	being	said	it	makes	sense	that	even	if	the	
user	can	with	the	help	of	“The	Good	Curve”	law	figure	out	the	rest,	there	is	still	some	“AHA!”	feeling	to	collect	
when	finally	opening	up	the	package.		
	
Proceeding	to	The	Gestalt	Law	“The	Experience	Factor”	which	connects	to	the	idea	of	that	the	potential	buyer	
who	sees	the	package	in	the	store	who	already	have	experience	of	the	lure,	in	other	words:	has	seen	it	before	
either	on	the	internet	or	have	bought	it	before.	He	or	she	will	be	able	to	connect	to	the	memory	of	it	and	with	
the	help	of	that	the	lure’s	full	gestalt	can	be	figured	out.	It	is	as	explained	in	chapter	2.2.8	that	depending	on	
if	the	potential	buyer	has	experience	of	the	brand	before	can	connect	to	memories	that	are	saved	in	the	brain.	
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But	if	not,	then	the	potential	buyer	will	use	the	extrinsic	elements,	in	this	case	the	“AHA!”	feeling	will	probably	
be	higher	too	when	opening	the	package.	This	 is	the	essential	balance	that	has	been	proving	hard	to	keep	
when	designing	the	package’s	window.	How	to	get	the	irregular	movement	described	with	a	form	that	at	the	
same	 time	 is	 in	harmony	with	 the	 lures	 features,	but	also	works	with	 the	user	 that	has	experience	of	 the	
company	and	the	ones	that	does	not.	There	are	many	factors	that	connects	into	one	form	and	therefor	it	is	
indeed	interesting	to	see	that	there	can	be	so	much	contained	in	just	the	front	of	package’s	cover.	
	
The	semantic	functions	are	also	important	to	keep	track	of	while	creating	the	form,	see	chapter	2.1.5.	It	 is	
described	 in	 the	 theory	 that	 a	 package	 has	 to	make	 the	 user	 understand	 how	 to	 use	 it.	 In	 this	 case	 it	 is	
important	 to	make	 the	user	understand	how	to	open	 the	package,	with	 the	help	of	having	space	 for	hand	
placement	on	the	front	piece	can	be	seen	as	a	usage	indicator.	See	appendix	19	for	an	illustration	about	this	
discussion.		This	is	a	very	small	indicator	but	nonetheless	it	is	there	and	the	bulging	shape	of	the	window’s	
form	has	an	energy	towards	the	long	sides	of	the	front	piece,	which	could	help	when	giving	the	feeling	to	the	
user	 that	 it	 is	made	 to	move	 to	 the	 long	 sides.	 See	 appendix	 20	 for	 an	 illustration	 about	 this	 subject.	 As	
explained	in	the	chapter	2.2.10.1	by	Krippendorf	(1998),	that	a	designer	has	to	think	again	considering	the	
form	follows	function	statement.	The	function	should	stand	for	meaning	instead,	so	the	form	gives	a	purpose	
to	 the	 user	 in	 an	 attempt	 to	 do	 so	 there	 is	 a	meaning	 behind	 the	 form	 that	 has	 been	 given	 the	window.	
Krippendorf	says	that	it	is	important	to	create	a	meaning	with	the	help	of	the	form,	because	it	is	easy	to	design	
a	form	for	the	function	that	is	easily	understood	by	the	designer,	but	what	about	the	user?	So	through	using	
gestalt	 laws	 there	 has	 been	 work	 done	 on	 the	 front	 cover	 in	 purpose	 to	 give	 hints	 about	 the	 package’s	
meaning.	The	meaning	could	be	explained	in	a	quote:	“Split	it	open	and	reveal	the	very	special	product	that	
lies	within.”.	Through	the	usage	of	clues	hidden	within	the	form,	it	has	been	laid	out	in	the	design	to	explain	
the	meaning.	
	
On	 the	note	about	meaning	and	purpose,	 the	very	 foundation	of	 the	 form	 is	based	on	an	observation	and	
illustration	of	 the	 lures	movement.	Note	 illustration,	 because	 the	movement	 is	 never	 the	 same.	But	 in	 an	
attempt	to	create	an	iconic	shape	for	the	company	(See	chapter	4.1.7.1)	a	symbol	were	created	and	then	in	
the	first	expert	review	(chapter	3.2.5)	the	irregular	split	was	chosen	as	concept.	By	using	this	story	behind	
the	form	a	brand	image	could	be	created,	based	on	the	open	thought	interview	no	one	understood	where	the	
shape	 was	 from	 originally	 but	 then	 experienced	 an	 “AHA!”	 feeling	 when	 getting	 it	 explained.	 So	 by	
implementing	this	moment	into	the	package	a	stronger	brand	image	can	be	created.		
	
Example	 scenario:	 User	 buys	 the	 lure,	 reads	 the	 story	 and	 saves	 this	 in	 his/hers	memory.	 Next	 time	 the	
Headbanger	user	is	in	the	fishing	store	to	buy	a	new	lure	and	sees	the	lightning	window	for	the	next	year’s	
model	of	the	Headbanger	Tail	the	connection	between	the	form,	story	and	brand	can	possible	occur.	Then	the	
users	know	exactly	what	kind	of	quality	that	lays	within	the	package.	This	is	the	basic	connection	that	Keller	
(1993)	explains,	how	the	connection	between	user	and	brand	the	intrinsic	elements	comes	into	play.		
	
5.1.6 Print 
The	 printed	 graphic	 design	 has	 some	 thinking	 behind	 it	 with	 the	 help	 of	 the	 data	 collection	 that	 were	
conducted	in	the	start	of	design	process.	As	Rettie	and	Brewer	(2000)	states	about	the	placement	of	the	text	
and	 pictures	 the	 logo	 is	 placed	 on	 the	 left	 side	 of	 the	 package.	 The	 logo	 is	 just	 text	 and	 therefor	 the	 left	
placement,	also	it	is	placed	far	down	on	the	package	due	to	the	study	Sundar	and	Noseworthy	(2014)	have	
pulled	through	about	logos	positioning.	They	state	that	powerful	and	strong	brands	shall	place	the	logos	up	
top	while	brands	that	are	not	as	well-known	should	be	placed	further	down	on	the	package.	Headbanger	Lures	
is	not	a	weak	brand,	but	is	not	as	well	known	yet	due	to	its	short	life	time	so	far	and	therefore	not	as	powerful	
as	ABU	or	bigger	brands	that	has	been	on	the	market	for	a	longer	time.	Due	to	the	fact	that	the	package	splits	
into	two	pieces,	the	logo	has	to	be	placed	on	either	side.	Therefor	the	logo	will	be	very	small,	and	a	decision	
was	made	to	also	place	to	logo	up-top	but	on	the	hook	slot’s	fly.		
	
The	interviews	gave	an	interesting	insight	about	the	information,	both	primer	and	secondary	users	put	heavy	
weight	on	the	need	of	quick	information	access.	Therefor	the	use	of	symbols	and	text	about	the	different	lure’s	
features,	they	were	already	there	on	the	first	package	but	molded	into	the	text.	I	extracted	the	information	
from	the	text	and	made	it	into	a	symbol	list	to	ease	the	work	for	the	user	when	trying	the	get	a	first	impression	
of	the	product.	
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The	color	black,	which	is	the	main	color	used	for	the	package	is	a	distinct	contrast	to	the	rest	of	the	packages	
in	the	stores	today.	Kauppinen-Raisanen	(2014)	states	that	there	is	two	ways	the	color	can	attract	the	user	
when	scanning	the	stores	shelves;	Involuntary	and	Voluntary.	In	the	case	of	this	new	designed	package	the	
Involuntary	is	the	basic	theory	behind	the	idea	of	the	color	pick.	Not	only	is	it	a	direct	link	to	the	brands	image	
but	also	is	the	color	a	distinct	difference	from	the	rest	of	the	lure’s	packages	which	could	create	an	attractive	
response.	
	
5.2 RELEVANCE 
Relevance,	the	relation	of	something	to	the	matter	at	hand.	How	is	this	relevant	to	the	real	world	today?	This	
text	can	start	with	the	primer	user,	fishermen.	They	will	experience	a	package	with	an	opening	function	that	
is	like	nothing	of	what	exists	on	the	fishing	lure	market	today.	
	
	A	package	that	speaks	the	same	language	as	the	lure.	The	package	has	a	uniqueness	when	comparing	it	to	the	
benchmarking	 that	was	 conducted,	 the	 same	way	 the	Headbanger	 Tail	 (the	 lure)	 can	 be	 compared	 to	 its	
competitors	and	have	its	own	uniqueness.	The	resemblance	between	the	package	and	lure,	the	package	has	a	
special	opening	mechanism	and	perceptual	design	while	the	lure	has	a	special	movement	and	design.	So	in	
one	kind	of	way	they	work	in	symbiosis	by	both	sharing	the	uniqueness	as	a	prime	feature.		
	
A	package	that	is	different	from	the	competitors	is	quite	similar	how	the	Headbanger	lure	is	competing	with	
the	 rest	on	 the	 fishing	 shop’s	 shelves.	On	 the	other	hand,	 this	package	will	not	help	 the	 fishermen	 in	any	
particular	functional	way,	what	it	creates	on	a	substantially	level	is	to	give	the	user	an	experience	from	just	
collecting	the	lure	from	its	package.	It	will	not	help	the	fishermen	with	the	problems	that	has	been	listed.	On	
the	 other	 hand,	 the	 communication	 that	 occurs	 in	 the	 store	 will	 help	 both	 primer	 and	 secondary	 user.	
Secondary	users,	salesmen	in	the	store,	will	be	helped	by	the	quick	information	that	is	displayed	on	the	back	
of	 the	 package.	 The	 packages	 information	 field	 is	 designed	 to	 lower	 the	 misunderstanding	 and	 give	 the	
potential	customer	a	quick	and	clear	understanding	what	kind	of	lure	it	is.	
	
Moving	the	scope	from	users	and	focus	on	the	company	this	project	has	helped	them	to	broaden	their	vision	
surrounding	packages,	the	concept	itself	is	quite	interesting	for	them.	The	brand	image	that	I	created	might	
come	to	use	for	them	as	start-up	company	with	the	image	and	style	boards.	The	work	that	has	been	put	in	to	
create	this	end	result	is	also	an	asset	for	them	through	the	usage	of	the	different	prototyping	methods.	The	
access	to	a	laser	cutter	is	not	possible	and	might	have	given	insights	that	might	not	have	been	understood	by	
building	the	package	by	hand.		
	
This	thesis	report	 is	designed	for	easy	understanding,	of	course	there	is	some	parts	that	might	be	hard	to	
grasp	for	someone	who	would	just	scroll	through.	But	the	thought	behind	the	method	illustrations	is	to	make	
it	easy	 for	students	 to	 just	 read	 through	quickly	and	gain	quick	knowledge	of	how	you	can	build	package	
prototypes.	Also,	how	to	read	a	company/users/market	is	presented	with	a	design	purpose	to	make	sense	of	
it	all.	
	
How	this	package	might	have	an	impact	on	the	world?	Well	if	it	will	be	produced	it	can	be	an	eye-opener	for	
fishing	lure	companies	that	it	is	possible	to	put	more	effort	into	the	package’s	designs.	If	this	insight	is	good	
for	Headbanger	Lures	can	be	questioned,	but	it	is	a	possibility.	It	might	lower	the	waste	in	the	fishing	waters	
if	the	users	of	Headbanger	Lures	do	indeed	follow	the	plan	and	feel	the	need	have	saving	the	package	either	
at	home	or	keep	it	in	the	fishing	bag.	
	
5.3.1 Sustainable Development 
The	end	result	is	a	package	made	out	of	fiberboard	that	can	be	recycled	but	in	the	end	the	fibers	will	wear	out	
and	has	to	be	destroyed.	So	it	has	a	downside,	but	the	idea	with	the	package	is	that	it	will	be	used	for	a	longer	
time.	Either	to	keep	the	lure	in	it,	or	to	stack	other	items	as	a	container.	So	it	has	much	longer	lifetime	than	
the	rest	of	the	packages	that	can	be	found	on	today’s	market.	In	this	project’s	outcome	it	can	relate	to	the	
insight	Holdway,	Walker	and	Hilton	(2002)	describes	designing	packages	towards	a	sustainable	future.	They	
describe	how	lack	of	sustainable	design	is	based	on	different	factors,	sometimes	it	is	the	company’s	resources,	
the	designers	focus	and	so	on.	This	project	had	the	“Extra	function”	and	“environmental	friendly”	goals	as	side	
goals,	extra	design	features	that	would	have	been	seen	as	a	bonus	by	the	company.	
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So	the	main	goal	was	to	create	something	that	represents	the	company	in	the	best	possible	way	when	being	
placed	in	the	store	at	the	“First	Moment	of	Truth”	(See	chapter	2.2.9).	Which	in	the	end	created	an	overall	
unique	and	positive	experience	with	the	customer	to	build	a	strong	brand	image	today,	which	is	important	
when	the	company	 itself	 is	currently	a	start-up	project.	The	eco-friendly	design	 is	 in	 the	 line-up,	so	when	
Headbanger	 Lures	 has	 created	 that	 strong	 brand	 image	 they	 can	move	 forward	 towards	 the	 sustainable	
development.	Because	right	now	it	is	a	side	project,	for	example	the	lure	contains	stainless	steel	rattle	balls	
and	not	led.	But	this	is	nothing	they	use	as	branding,	when	it	is	not	the	right	time	for	it	yet.	The	company	itself	
are	 interesting	 in	creating	a	package	that	 is	environmental	 friendly,	but	this	project	would	have	needed	2	
persons	instead	for	one	to	make	it	happen	with	both	visual/functional	and	eco-designed	package	that	tells	a	
story	of	a	unique	brand.	
	
5.3.2 The Process and its Methods 
The	process	itself	did	work	well,	what	I	understand	now	is	that	there	is	some	parts	that	got	overworked.	First	
of	on	that	list	is	the	literature	review,	that	contained	so	much	valuable	information	but	it	was	hard	to	get	it	all	
linked	into	this	process.	There	are	very	few	regrets	when	going	through	the	report,	seeing	how	it	all	links	up	
and	creates	a	result	that	is	far	off	from	what	could	have	been	imagined	from	the	beginning.	The	process	of	
having	a	straight	lined	project	with	iterations	within	the	creative	phases	was	perfect	and	the	gates	helped	
keeping	the	schedule	on	track.	All	methods	served	their	purpose,	the	graphical	implementation	did	have	its	
faults	with	bad	result	from	the	survey	and	a	cluster	that	resulted	in	the	realization	of	a	brainstorm	which	had	
just	 created	 too	many	 similar	 concepts.	The	detailed	design	on	 the	other	hand	worked	very	well	with	an	
iterative	process.	
	
I	think	the	work	on	the	brand	image	did	help	out	in	the	long	run,	because	when	showing	ideas	to	the	company	
I	could	sense	before	meeting	them	what	they	would	like	and	what	would	not	be	approved.	This	is	an	important	
asset	as	designer	and	it	is	embedded	into	the	very	process.	
	
Cross	(2000)	shares	a	few	guidelines	that	I	used	for	my	process;	keep	your	goals	clear.	This	was	used	with	the	
help	different	methods,	“New	Framework”	came	in	handy	as	a	reassess	point	where	the	new	guidelines	for	
the	upcoming	design	got	written	down	and	displayed	on	a	poster.	 “Weekly	Planning”	worked	well	during	
some	weeks	when	there	was	many	meetings	and	methods	to	take	care	of.	During	the	planning	of	the	creative	
phases	it	was	hard	to	determine	what	to	really	do	so	by	following	the	“Random	search	strategy”	that	Cross	
(2000)	mentions	a	more	open	minded	attitude	was	used	towards	the	moving	in	to	those	phases.	When	it	was	
clear	what	the	result	was	going	to	present	itself	in	then	the	methods	was	determined	more	in	detail.	
	
IDEO’s	project	process	 (2006)	was	very	helpful,	 it	 is	described	as	a	model	 for	projects	 in	 the	 third-world	
countries	but	it	worked	well	even	for	a	package	design	project.	The	projects	quantity	of	data	can	be	seen	as	
appendix	picture	 (see	appendix	27),	data	 in	 this	 case	 stands	 for	both	 information	about	users	as	well	 for	
numbers	of	concepts.		
	
A	similar	process	curve	is	presented	by	IDEO	(2006)	and	fits	very	well	to	this	projects	development.	This	is	a	
manifestation	of	how	much	of	an	influence	the	IDEO’s	model	actually	had	on	this	design	project.	Now	when	
reflecting	back	there	was	an	issue	in	the	beginning	when	I	first	started	implementing	their	methods	in	my	
plan	and	there	were	so	many	of	them.	I	think	this	might	have	had	quite	big	impact	on	the	projects	amount	of	
methods	used,	that	it	got	a	bit	confusing	from	now	and	then.	
	
5.4 Recommendation 
It	is	important	to	test	the	prototypes	that	the	production	creates	and	see	how	they	stand	against	each	other,	
both	for	the	usability	values	but	also	the	production	costs.		
	
In	general,	the	recommendations	consist	of	the	work	that	will	be	required	in	the	future,	to	design	the	different	
parts	towards	what	the	production’s	demands	are.	
	
5.4.1 Thickness 
The	corrugated	fiberboard	I	had	for	disposal	was	0,3	mm	thick	and	the	thickness	used	in	to	package	were	0,4	
mm.	So	when	putting	this	into	production	it	might	have	an	impact	on	the	opening	and	closing	feeling	on	both	
concepts.	Both	 for	 the	more	material	 that	needs	 to	 fit	but	also	 the	 friction	that	keeps	 the	“Slider”	concept	
closed	might	need	an	adjustment.	
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5.4.2 Glue 
The	glue	I	used	when	building	the	package	kept	the	corrugated	fiberboard	together	very	well	with	minimal	
thickness	that	did	not	need	to	be	accounted	for.	So	the	glue	used	in	the	production	might	act	different.	The	
production	 might	 also	 find	 the	 “Slider”	 concept	 too	 complicated	 to	 build	 quick	 enough	 and	 might	 need	
solutions	 that	 requires	 less	 glue.	 This	 is	 not	 for	 certain	 but	 needs	 to	 be	 kept	 in	 mind	 that	 the	 product	
development	does	that	stop	at	these	to	prototypes.	
	
5.4.3 Magnets 
The	magnets	I	used	where	1,5	mm	thick	and	had	enough	strength	to	keep	the	package	tightly	closed,	to	find	
magnets	that	are	of	low	cost	and	still	fulfill	the	same	functionality	as	the	prototype’s	has	to	be	kept	in	mind	
that	it	could	take	time	or	could	be	more	expensive	than	expected.	
	
5.4.4 The Lightning 
There	is	a	company	called	“Storm”	that	has	a	lightning	in	their	logo	and	the	form	that	is	supposed	to	stand	for	
the	irregular	movement	needs	to	be	thought	through	so	it	does	not	come	to	a	mix	up	between	Headbanger	
Lures	and	Storm.	
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6 Conclusions  
To	wrap	this	report	up	the	research	questions	will	be	answered	to	give	it	the	finishing	touch.		

6.1 RESEARCH QUESTIONS 
The	final	result	is	not	only	the	two	final	concepts	but	also	the	full	research,	the	first	two	questions	will	be	
answered	with	the	help	of	the	final	results	while	the	last	question	touching	the	subject	of	an	extra	functions	
is	answered	with	the	help	of	the	result	from	the	“Ideation”	phase.	
	

• How	can	a	packaging	become	more	unique	without	increasing	the	production	
cost?		

The	end	result	truly	answers	that	questions,	with	just	a	few	more	millimeters	extra	in	width,	depth	and	height	
a	package	made	out	of	the	same	material	an	entirely	different	presentation	of	the	lure	is	created.	This	is	mainly	
because	of	 the	different	 interaction	with	 the	user	 from	the	“First	Moment	of	Truth”	and	then	the	“Second	
Moment	of	Truth”	is	also	a	different	thing.	So	the	experiences	of	the	first	two	crucial	moments	are	the	ones	
that	creates	something	that	is	unique.	And	unique	is	defined	by	comparing	the	rest	of	the	packages	that	can	
be	found	on	the	market.	

Packages	has	an	unlimited	design	potential,	there	is	so	much	you	can	do	with	it.	So	even	within	the	constraints	
of	cost,	which	leads	us	to	the	material	factor.	It	still	does	not	box	you	in	as	designer,	uniqueness	comes	in	
many	different	“forms”	and	can	be	expressed	in	different	ways.	 

• How	can	the	package	be	designed	to	match	the	company’s	image?		

The	lure	today	can	be	at	first	seen	as	quite	a	regular	lure,	it	is	still	different	but	in	the	end	of	the	day	it	is	a	
hard/soft	body	lure	that	attracts	mainly	pike.	This	is	not	an	uncommon	sight	on	the	shelves	today	in	the	sport	
stores.	But	when	you	use	the	lure	you	will	discover	how	special	it	really	is	because	of	its	movements	in	the	
water.	

There	is	a	quite	clear	parallel	here	that	can	be	drawn	between	the	package	and	lure,	at	first	look	it	is	a	normal	
package	but	the	window	has	a	special	shape	compared	to	the	rest	on	the	shelf.	And	then	when	experience	the	
opening	it	is	very	different	from	everything	else	that	has	been	seen	within	the	fishing	worlds	packages.	

It	 is	 important	 to	work	 thoroughly	 through	 the	 company,	but	 them	 in	 a	 category	and	break	down	all	 the	
different	 parts	 of	 them.	When	 I	 did	 this,	 the	 work	 did	 not	 only	 created	 a	mapping	 of	 them	 as	 company	
explained	in	text	and	posters,	I	also	built	a	mental	idea	of	what	the	company	is.	This	mental	picture	of	the	
Headbanger	Lures	helped	me	to	understand	what	would	be	interesting	for	them	to	see	presented	to	them	
	

• How	can	a	package	create	a	need	of	use	after	the	lure	has	been	removed	from	
it?		

	
After	a	detailed	data	collection,	the	result	ended	up	in	a	problem	definition	and	a	list	of	requirements,	and	
when	design	towards	these	a	result	turned	out	to	be	packages	with	different	small	features	that	could	come	
to	use	while	being	out	fishing.	The	result	from	the	ideation	phase	is	my	answer	to	this	question	(see	chapter	
4.2.4),	there	is	also	some	ideas	on	the	extra	function	list	that	would	definitely	create	a	use	after	opening.	Not	
only	as	a	head	on	usage	function	but	also	as	an	indirect	function.	For	example,	see	appendix	10,	The	Tube	
concept	is	a	package	that	is	made	out	of	durable	material	and	can	hold	up	for	tougher	use	out	in	the	field,	
which	would	create	a	package	that	has	a	long	life	and	can	be	used	over	and	over	again	for	good	reasons.	You	
can	read	more	about	the	concept’s	specifics	in	chapter	4.2.4.2.	
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These	concepts	are	to	the	disposal	for	Headbanger	Lures	to	be	used	in	the	future,	with	a	throughout	design	
work	a	package	can	be	designed	that	not	only	is	highly	functional	in	the	field	but	also	a	pleasant	surprise	to	
open.	
 
6.2 PROJECT OBJECTIVES AND AIMS 
“To	conduct	a	project	for	how	a	company	can	distinguish	it	from	its	rivals	by	a	new	design	of	their	packaging.	
Thus	it	can	create	an	enhanced	picture	of	the	company	that	dares	to	think	differently.”		
 
The	result	 is	a	package	that	opens	in	a	very	special	way,	 it	which	is	a	positive	outlook	for	a	company	that	
wants	to	get	separated	from	the	other	companies	on	the	market.	One	important	point	is	that	to	break	away	
from	the	masses	is	to	have	a	sustainable	development	thinking	behind	the	package	and	this	could	easily	be	
implemented	in	the	future.	Same	concept	but	with	a	different	material	or	a	corrugated	fiberboard	with	an	eco-
twist.	
	
The	aim	for	the	beginning	of	the	project	was	to	create	solutions	for	the	different	price	ranges:	5,	10	and	15	
Swedish	Crowns.	But	after	the	first	expert	review	the	decision	was	made	to	create	one	final	concept	that	then	
could	be	done	in	different	price	ranges	with	the	help	of	changing	the	material	into	cheaper	or	more	expensive	
concepts.	
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Appendix	17	–	Important	features	for	the	window	design	
	

	
	

IMPORTANT FEATURES

The heads features are important, 
both the front and top

By projecting the links it will be 
understood that it is a three piece 

lure

The aesthetics of the mid body can be 
interesting to show, both mid and top

How many hooks does the lure have?

What color is the tail?
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TM
14%

TML
47%

FML
6%

TWML
6%

TWM
6%

TPM
3%

TMU
12%

TMLU
6% AMOUNT

TM TML FML TWML TWM TPM TMU TMLU
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