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Looking good: Product Ventures President Peter Clarke, left, shows a prototype for one of the firm's packages.

PACKAGING IS PART OF THE PRODUCT

Fairfield company
designs innovative,
recognizable looks

By DAVE GOLDBERG
dgoldberg@ctpost.com

FAIRFIELD —  There’s
something exciting happening
on the shelves of America’s
stores and homes, and Product
Ventures Ltd. is one of the
reasons why

The design and
engineering  firm
has worked with
some of the most
recognizable retail
brands, creating
products and pack-
ages that meei the
needs of consumers
while satisfving the
manufacturers' bot-
tom lines.

“There’s a renaissance go-
ing on in the design of packag-
ing,” said Peter Clarke,
president and founder of the
Fairfield company, during a
recent tour of his office at 55
Walls Drive. “We try to design
these things to be overtly icon-
ic and memorable and provide
value where value didn't exist
before.”

To illustrate, Clarke held
up a bottle of Mr. Bubble, a
bubble bath product. He said
that when Playtex Products
Inc. acquired the brand, it
came to Product Ventures to
give the packaging a more ex-
citing look to compete with
newer products on the market.

“The old bottle had been

around for about 25 years,”
Clarke said. “It had a generic
bottle structure. ... The idea is
to use the package as well as
labels to communicate the
essence of the product.”

The result was a container
whose bubbly shape echoed
that of its contents. Clarke
said the result not only pro-
vided Playtex with a more
evocative package, but it was
distinctive enough that it be-
came an “ownable design” for
Playtex, protecting
it from generic look-
alikes.

Arriving at that
solution required a
multi-disciplinary
appeoach, one that
Clarke said makes
his COmpany
unigue in the indus-
try. Described by
Clarke as a “cross-
functional team of product
professionals,” Product Ven-
tures' staff of nearly 30 people
includes mechanical engi-
neers, multi-media designers,
strategic marketers and con-
sumer insight professionals,

To complement the talent,
the company has onsite all the
facilities it needs to not only
render a prototype of a prod-
uet, but to also make it avail-
able to consumer test groups
and respond to their feedback.
Clarke said prototypes are ad-
justed and fine-tuned to meet a
test group's suggestions while
the group’s members wait,

“We move quick. We're all
about prototyping fast,” Clarke
sald. “Henry Ford brought the
work to the worker We've

workshop.
The ability to
deliver quick
results has
ledtoa
number of
long-term
relationships
with some
high-profile
brands.

brought the consumer and
business decision-makers to
the creative agency”

That ability to deliver quick
results has led to a number of
long-term relationships with
some high-profile brands, ac-
cording to Clarke. Product Ven-
tures’ list of clients includes
Kraft Foods, Procter & Gamble
Co. and the H.J. Heinz Co.

Carrie Russell, a mechani-
cal engineer for Procter &
Gamble, said she immediately
comes to Product Ventures
when presented with a new
project.

“They are very innovative,

and working with them is
very much a partnership,”
said Russell, who was working
at the Fairfield office Friday
“Peter Clarke is very passion-
ate about what he does and the
peaple there seem to have car-
ried that on. They're very
challenging and edgy and they
really roll up their sleeves and
deliver excellent results.”

The company's Web site is
wiwi.productventures.com.

Dave Goldberg, who covers
business, can be reached at
330-6324.




