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In this article, Claessens Cartils, an international brand-
ing and packaging agency, provides some insight into the 
background of branding and introduces a frame of reference 
to reinforce brand presentations. Claessens Cartils also evalu-
ates some of the tools available to create a brand presentation 
that underscores a brand’s personality while complying with 
regulations. 

Building brands 
When we build and evaluate a brand, we should take into 
consideration two dimensions—identity and image. A brand 
identity consists of the brand values, the brand name and its 
presentation: the packaging. Brand identity is more stable 
than brand image. A brand’s image is based on the percep-
tion of consumers and is therefore in a continuous state of 
flux due to shifting societal values and trends. In an ideal 
world, a brand’s image—how the brand is perceived—match-
es its identity: what the brand essentially is. 

Strong brands surprise and inspire consumers, and adver-
tising has traditionally been a tool to surprise and inspire. 

Advertising has been the bridge builder between brand val-
ues and shifting societal values and trends. Due to advertis-
ing restrictions and marketing bans, brand presentations and 
packaging have become important to experience a brand. In 
some regions it is the only tool. Packaging is the new bridge 
builder. 

This is especially true for the tobacco category because 
there are no significant product-intrinsic changes to surprise 
a consumer with. Of course, different flavors could be an 
opportunity, but in some markets the launch of new flavor 
propositions is being restricted. Innovative packaging pro-
vides opportunities for renewing contact with the consumer 
and underscoring the brand’s relevance and vitality. As the 
role of packaging is becoming more important, how can we 
define the tools to build a strong brand presentation? 

Essence of branding
In our observation analysis of brand packaging, a strong 
design combines two important aspects: being seen (“signal 
value”) and being understood (“hand value,” see Figure 3). 
In our world there is an enormous amount of brands avail-
able. For a brand, it is essential to be noticed. Visibility is an 
essential prerequisite for a brand presentation to generate 
meaning in the consumer’s mind. If it is not noticed, it has 
no chance to prove its relevance.

To discuss the visibility of brands, we will observe a 

BALANCING ACT
Sustaining tobacco brand identities in an increasingly restricted environment

How can tobacco companies maintain their brand iden-
tities in an increasingly restricted environment? What 
kind of conditions should be specified for the design? 

And how can designers convert the values deemed impor-
tant for a product category into design language? 




