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manuel 7R
Ungaro is “r i
an haute
couturier
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who combines col- |
ors, patterns, and [« A
materials for stun- Fi.B
ning results. The
bottle for Appari-
tion, Ungaro’s first new fragrance in
five years, is no different. Curved
glass walls adorned with tinted
metallic squares form a fragrance
bottle as unique and detailed as any
haute couture dress.

“Since it had been more than five
years since Emanuel Ungaro came
out with a new fragrance, we want-
ed the packaging’s technical ele-
ments to be something that hadn’t
been done before,” says Sandra
Khatcheriguian, marketing director
for Ferragamo Parfums (Florence,
Italy), which licenses the Emanuel
Ungaro brand. The fragrance’s U.S.
distributor is Gary Farn Ltd.

Apparition’s ornate look suits the
style of its designer. “Emanuel
Ungaro’s line is completely full of
colors,” says Khatcheriguian.
“That’s what we tried to express with
the bottle.” She adds that the color-
ful, mirrored squares symbolize a
woman’s multifaceted persona. Pan-
elist Wende Zomnir, executive cre-
ative director of Hard Candy LLC
and Urban Decay Cosmetics, says,
“It’s not minimalist, but that doesn’t
mean it’s not still modern.”

Designed by Sylvie de France, the
glass bottle was molded by Bormioli

Luigi (Hor-
sham, PA) in
sizes of 30, 50,
Y and 90 ml. The
| biggest chal-

lenge was to
| precisely mold

the recessed

squares on the
curved walls so that decorator Cerve
S.p.A. (Parma, Italy) could fill in the
squares with color. “The squares had
to be as deep as possible so that you
could see and touch the depressions
in the glass,” adds Patrick
Etchaubard, formerly president of
Bormioli Luigi USA's fragrance bot-
tle division.

To create the decoration, Cerve
first printed a thin layer of a mix-
ture consisting of 24-karat gold and
palladium, which is a precious metal
that is much more expensive than
gold. “The main problem we faced
was that these precious metals
become brown-colored when they
come into contact with glass,” says
Francesco Allegri, commercial direc-
tor for Cerve. To solve this problem,
Cerve created a special material that
had a base of 24-karat gold and pal-
ladium that looked brilliantly gold
on the glass. The mixture was
applied using several passes of pad
printing. To perform the decorating,
Cerve had to build a new computer-
controlled pad-printing machine.

Using the same pad-printing
machine on another pass, Cerve
applied tinted epoxy-based resins to
create the violet and green squares.

by Gary Farn Ltd.

Other squares were left gold. “The
difficulty was to register the color
decoration perfectly with the gold
passes that we had done before,”
says Allegri.

The bottle’s Surlyn cap, which
also features gold accents, was sup-
plied by G. Candiani S.r.l. (Abbiate
Guazzone, ltaly). The pump was
provided by Valois (Marly-Le-Roi,
France).

The carton for Apparition both
complements and contrasts with the
bottle. It’s white and features square-
shaped depressions that mirror the
pattern on the bottle. “In the begin-
ning, we were tempted to use col-
ored squares on the carton to match
the bottle,” says Khatcheriguian.
“But then we found out that looked
too gimmicky. Instead, we decided
to interpret the bottle’s message in a
simpler way.” The carton was pro-
duced by La Poligrafica S.A.S.
(Varese, Italy). Panelist George
Kress, vice president of corporate
packaging innovation for Estée
Lauder, comments, “The carton
provides the customer with a hint of
what they will see on the primary
package.”

All the elements of Apparition’s
packaging components are excep-
tionally designed and well crafted.
“From a technical standpoint, this
is an incredible execution,” says pan-
elist Gary Korba, COO of supply
firm MG New York. Panelist Chad
Lavigne, president of Chad Lavigne
LLC, adds, “They definitely pushed
design to the limit.”
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he fragrance Curi-
ous Britney Spears,
launched by
Elizabeth
Arden last Septem-
ber, has been a great
success. Every packag-

ing element was custom 1"'“

created and completed with-
in just five months.

The packaging was designed by
Jean Antretter, design director for
Elizabeth Arden. “We were extreme-
ly lucky because every time we
showed Britney something, she loved
it,” says Antretter. According to the
bottle supplier, Heinz Glass USA
(Linden, NJ), the bottle shape was
initially based on a mold from the
1930s. Some of the design direction
came from Spears herself, who gave
Antretter a photo of some of the
vintage-looking bottles she keeps on
her dresser to provide a clearer sense
of her taste.

Panelist Deborah Fine, CEO of
Victoria’s Secret’s Pink brand, says,
“This packaging is a very accurate
representation of Britney’s persona.
The combination of the pink
charms with the blue-faceted bottle
is sweet and very spirited. Thereisa
femininity about her, which she
shows to her audience, and that is
reflected in the fragrance.”

When designing the bottle’s
shape, Antretter was inspired by the
fact that Spears is a dancer. “l want-
ed to be able to look at the bottle
and envision it spinning,” Antretter
says. Light sparkles off the bottle’s
delicate facets and the curves of the
glass. The heaviness of the thick

Curious Britney Spears
by Elizabeth Arden

base adds a modern element.
Panelist Linda Treska,
: product develop-
ment manager
for Vincent
Longo Cos-
metics,
says, “It
does remind me of an old
fragrance, but at the same time, it
looks modern and young.” The
bottle’s custom-colored glass is a
unique shade of azure. The bulb-
shaped atomizer was specifically
requested by Spears. “Britney was
definite about the atomizer’s shape
and length,” says Antretter. Since
the bulb is small, more fragrance is
released through the tube. Correct-
ly matching the color of the bulb
and stem on time was a challenge.
Rexam Dispensing Systems (Pur-
chase, NY) supplies its crimp pump.
Small, pink heart- .
shaped charms
hang around the
bottle’s neck.
Panelist Essie
Weingarten, presi-
dent of Essie Cos-
metics, says, “I
think this packaging
is adorable. I love
the little hearts
around the bottle’s neck—it is so
Britney. The turquoise color is
extremely new for a fragrance. Also,
the carton is fantastic.” The carton,
produced by Arkay Packaging (New
York City), looks like a square gift
box, with a top and bottom part.
The entire bottom is foil laminated
in pink and turquoise. The top part

can be described as an oversized lid
that fits snugly over, almost entirely
covering the box. It is matte black
and foil stamped with a pink and
turquoise pattern of wavy lines. It is
also die-cut with a pattern of circles,
which exposes the shiny pink and
turquoise underneath.

When you lift the top of the box
off, all four sides of the bottom part
of the box fall away and open as
if it were a flower blooming,
revealing the fragrance in the center.
It makes a memorable first
impression. “It’s a very beautiful and
clever design, unlike anything we've
ever worked on,” says Mitchell
Kaneff, chairman and CEO of
Arkay Packaging.

“Partnering with Arden, we devel-
oped a custom 18-point vat-dyed
board in a deep, rich black, capable
of retaining its color and sheen, even

: with repeated han-
dling,” according to
Pam Hutchinson,
vice  president,
packaging, at Fiber-
Mark (Brattleboro,
VT), which sup-
plied the paper-
board. This solved
the problems some-
times encountered
when black shows signs of
wear and tear quickly in some retail
environments.

Antretter is extremely happy
with the results of everyone’s
efforts. “We worked night and day,
even on weekends—but it was very
exciting to work on this project,”
she says.
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