
As 2018 draws to a close, observers of packaging 
design can look back on a year when some of 
the traditional certainties have been called into 
question; a year when the things brands have done 
in the past to stand out from the crowd will no 
longer work going forward.

For decades, established brands relied on 
familiarity to catch the eye. In design, this strategy 
expressed itself in using a few approved colours 
across all branding, in accordance with strict 
guidelines. Customers scanning the supermarket 
shelves would home in on the packaging they had 
become used to, to the exclusion of competitors.

In 2018 this safe, arguably complacent approach 
has been turned on its head, replaced by a 
willingness to take risks — on colour schemes, 
graphics, even combinations of materials. 
“Younger” companies, particularly those 
competing in the high-tech and social media 
markets, were the first to adopt this strategy, but 
it has since been taken up by a number of well-
established consumer goods brands.

We see this in action when companies undertake 
a rebranding exercise. In the past, rebranding 
primarily impacted the fonts used and the logo 
graphics. Now the game has changed completely. 
Instead of changing the logo, which everyone 
recognises, out goes the limited palette of 
approved colours and in comes a plethora of new 
colours and colour schemes to use with the logo. 
The guidelines are still there, but they now feature 
added flexibility.
The same flexibility applies to fonts. Bold, 
handwritten typefaces are used to catch the eyes 
of consumers, standing out against the simple 
and often overused fonts typical of many package 
designs. They help content jump off the package, 
appealing to younger customers who are familiar 
with social media.

Take all these things together, and we can see that 
design is playing a key role in packaging innovation, 
something which Kodak recognises by making 
“Design Innovation” one of the four essential 
criteria for judging entries to the inaugural Global 
Flexo Innovation Awards. The deadline for entries 
is 31st December 2018, and for the independent 
judging panel that I chair, this promises to be one 
of the most intriguing aspects of each submission, 
because we will be evaluating how design 
contributes to the comprehensive innovation 
strategy of the businesses entering the Awards.

What does this mean? Well, it means we define 
design innovation as more than simply coming 
up with new ideas. For each entry, we want to 
understand the insights — the real drivers — that 
guided the innovation. Was the aim to emphasise 
or elevate the unique attributes of the product or 
brand? Was it to increase customer engagement?

In short, we do not regard design innovation as 
mystical or erratic, a random event. We believe 
it must be a predictable and scalable discipline, 
where the new ideas fully satisfy the genuine 
needs of consumer and brand. Only that way will 
good designs not only really stand out, but also 
stand the test.
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Pier Luigi Sassanelli (Sass) joins the 10th Anniversary Kodak Flexo 
Innovation Awards as Lead Judge, bringing thirty years’ worth 
of experience in the Graphic Arts and Flexo Industry in both 
consolidated and emerging economies.
 
Throughout his career, Sass’ strong technical background has 
allowed him to move from technical to commercial senior 
management positions. He started with one of the leading Global 
Graphic Arts Systems Manufacturers and grew in one of the 
largest multinational companies. His passion for working with 
other cultures brought him first to the UK, and later to Germany, 
the USA, and Switzerland, where he lives today.
 
Sass was presented with the DuPont Marketing Excellence Award 
for leading the successful development and commercialization of 
the first Thermal Developer (Cyrel FAST 1000TD) in the USA and 
Europe and was honoured by Marmara University in Istanbul as 
one of the most innovative and creative people in the business. 
He is the proud founder of Flexo4All and a co-founder of the 
Global DuPont Corporate Marketing Academy, which he led in 
Europe for over 6 years before returning to one of DuPont’s major 
strategic business units.
 
Lauded for his Marketing and Leadership skills, Sass was invited 
to co-develop a Marketing Excellence Program with renowned 
Professors of the Penn State Smeal College of Business and 
the Institute for the Study of Business Markets (ISBM). As one of 
the major experts in the industry on Marketing Strategies, MBA 
coaching, and young talent development, Sass is a dedicated 
advocate for helping others across every stage of their career.
 
He has appeared several times in top international trade 
magazines in the UK, USA, Germany, Spain, Italy, Poland, Turkey 
and Russia. He also wrote two books for the Marmara University 
of Istanbul Printing Faculty, which are still in use for the lectures.
 
Currently, in addition to being a freelance consultant, he serves 
as Non-Executive Director on the board of Vianord Engineering 
in France, one of the leading Flexo Platemaking Equipment 
Manufacturers in the world.
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