


BACKGROUND  The new packaging for the hair
therapy range - Dove Damage Solutions Hair Fall
Rescue - had to portray its advanced properties and 
benefits whilst still keeping within Dove’s aesthetics.

www.casarex.com

To highlight its advanced care 
properties and professional expertise, 
Hair Fall Rescue takes on new 
technology cues.
The lively green colour and the new functional
icon signify technology and depict the product’s
advanced benefits, which are all highlighted by 
Dove’s iconic colour – white. Straight lines and 
silver finishes reinforce the product’s premium
positioning, maximising range standout,
yet remaining true to the Dove brand identity.

packaging

DOVE
GLOBAL  unilever 



BACKGROUND  Zhong Hua is a traditional Unilever 
brand, established in the Oral Care market in 
China for more than 50 years. However, with 
the country opening its doors to more imports, 
the brand began to lose advantage, facing new 
competitors and different consumer demands. 
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In order to appeal to today’s consumers, 
Zhong Hua takes on new modern cues, 
using 3D (highly regarded locally) and 
vibrant light effects, giving it a more 
cosmetic appeal and aligning it with the 
current Oral Care category. 
The smile-shaped icon enhances the category’s 
cleanness benefit and contributes towards making 
the brand appear friendlier and more appealing. 
Vibrant colours and dynamic fluid elements make 
the packs fresher and more contemporary. 

brand and packaging

ZHONG HUA
CHINA  unilever 

PREVIOUS BRAND:



BACKGROUND  A new series of commemorative 
Easter packaging for Brigaderia — a Brazilian 
confectionery store that sells “brigadeiro” sweets. 
The collection is composed of presentation boxes 
that hold 12 brigadeiros or 6 mini chocolate eggs, 
trays for big eggs; and gift tags for individual packs.  
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The new special edition packaging moves 
away from traditional Easter clichés by 
recreating advertising prints from the 
50’s and 60’s, using brigadeiro sweets as 
the focal point.  
By including the brigadeiro into the vibrant 
new ads, the identity becomes a picturesque 
representation of old advertising, set within a new 
playful —and certainly unique — context. Discreet 
branding, varied patterns and commemorative tags 
make this packaging ideal for gifting purposes. 

packaging

SPECIAL EASTER 
EDITION 2012
BRAZIL  brigaderia



BACKGROUND  The “Fine Fragrances Body Lotion” 
range consists of five different Hand & Body Lotion 
variants, launched in the South African market. 

www.casarex.com

packaging

LUX BODY LOTION
SOUTH AFRICA  unilever 

Retaining key visual elements from 
the Lux universe, the lotion range is 
fully aligned and recognizable. The 
introduction of fluid sinuous forms/shapes 
adds a new aspirational dimension to 
the brand, successfully testifying to the 
product line’s innovative proposal – the 
union of deep moisture combined with 
long lasting fragrance. 



brand and packaging

BABA
HUNGARY  unilever 

BACKGROUND  Baba, a personal care brand from 
eastern Europe, felt it needed to improve its appeal 
to consumers and also required a more unified 
product portfolio. The redesign consisted of shower 
gel, hair care, handwash, lotions and soap bar ranges. 
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Baba’s previous key elements were 
assessed, and new modern cues were 
introduced; revitalizing the brand, while 
still retaining brand recognition.
The iconic Baba dots are more lively and 
harmonious, creating a strong and innovative 
identity that is memorable on shelf and in line 
with the rest of the personal care category. 

The new identity is easily adapted across Baba’s 
wide product portfolio, and replaces its previous 
old-fashioned look with one that has a stronger 
contemporary appeal. 

PREVIOUS IDENTITY:



packaging

65th ANNIVERSARY 
GIFT PACKAGING
BRAZIL  livraria cultura 

BACKGROUND  Livraria Cultura is the largest 
bookstore in Brazil, and in celebration of its 65th 
anniversary a range of gift packaging was developed 
for CD’s, DVD’s and books.

The gift packaging revives vintage medias 
based on the products bookstores have 
sold commercially over the past 65 years, 
but with a contemporary twist that leaves 
consumers playfully wondering, “Is it 
packaging, or is it an object?”  
The packaging draws parallels not just between itself 
and the product, but also between the store and its 
history, creating an innovative concept that breaks 
away from traditional commemorative editions.
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BACKGROUND  Principally known for its iconic hand 
cream ‘red jar’, Glysolid is the leader in the Italian 
hand care market, having built a strong place in the 
lives of local women. However, it was considered old-
fashioned by consumers, so an update was needed.

www.casarex.com

brand and packaging

GLYSOLID
ITALY  unilever 

PREVIOUS 
PACKAGING:

Glysolid’s main icon, the red jar, has been 
translated into a strong visual identity, 
building on the brand’s consolidated 
status and updating an ‘old’ classic with  
a new modern perspective.

A new typeface has also been introduced, with rounded 
corners and a unique “y” termination, creating an 
appeal that is more modern and feminine; whilst the 
variants feature new aspirational visuals to highlight 
the unique functional benefits of each product. 

The red jar’s key visual attributes are 
maximized in an iconic and contemporary 
brand structure, extending its iconicity 
across the brand’s entire portfolio.



brand, packaging and pos

ENERCAL PLUS
CHINA  pfizer 

BACKGROUND  Enercal Plus is a customised 40+ 
Total Nutrition drink in the Chinese market. It 
was felt that the packaging was not portraying the 
product’s health and energy giving benefits clearly 
enough, so a new image was required to motivate 
and increase consumption.  
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Lively imagery successfully reinforces the 
product’s healthy and energizing properties, 
while the new cleaner brand and packaging 
structure portrays a more premium look 
with increased consumer appeal.
The modernized brand, with the introduction of the 
Plus Icon and new metallic gold finishes and light 
effects, depicts more energy and movement; while 
showing real people exercising creates a more direct 
connection with consumers. 

Also extended into POS materials, the new design 
reinforces the energetic feeling that the product 
delivers and its desired premium appeal, not only 
on shelf, but also across all brand touch points.  



BACKGROUND  The personal care brand Timotei, 
wanted to reintroduce itself to consumers, 
reinforcing the product’s natural values through  
a more lively appeal. 
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The packaging reintroduces its curved 
structure through vivid and colourful 
water splashes, highlighting the range’s 
natural essence with a new refreshing and 
upbeat mood.
The water splash and ingredients interact in a 
compelling dynamic, creating an iconic wave that 
embraces the packaging in a new spirited format, 
wholly revitalising its image.

brand and packaging

TIMOTEI
rUSSia  unilever 

PREVIOUS BRAND:



BACKGROUND  From San Francisco, USA, SKYY 
Vodka pride themselves on being the world’s purest 
vodka.  The introduction of a new promotion which 
included exclusive branded headphones with each 
purchase of vodka, required the development of 
a secondary pack to support the products and to 
communicate this promotional addition.  
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The primary goal for this special edition 
was to communicate the promotion. 
However, the opportunity to re-evaluate 
the brand and its values as well, enabled 
the creation of a strong visual identity 
that included elements from the 
music+nightlife universe, intrinsic to the 
target audience’s lifestyle, bringing SKYY 
Vodka even closer to its consumers. 

packaging

SKYY VODKA
BRAZIL  gruppo campari



BACKGROUND  New powder laundry detergent, Skip 
Perfect Black/White, developed by Unilever for the 
Argentinean market, offered advanced cleaning 
performance for black and white clothes. In order to 
communicate these benefits, the packaging had to 
transmit a new premium look. 

www.casarex.com

Technology codes from the cosmetic 
universe were employed, separating the 
new detergent from the standard and often 
monotonous imagery, commonly found in 
the laundry category.   
Different substrate finishes and effects were also 
explored, reinforcing the range’s cleaning attributes.

packaging

SKIP
ARGENTINA  unilever 



BACKGROUND  Firmenich is the largest privately 
owned organisation in the fragrance and flavour 
business. The challenge was to align the different 
marketing tools that they offer their clients — major 
consumer brands — and to create an integrated 
identity system that could work across all platforms 
throughout their branches in different countries. 

www.casarex.com

visual identity

MARKETING TOOLS
GLOBAL  firmenich 

The identity that was developed, visually 
translates the sophistication and 
originality of Firmenich by exploring the 
olfactive universe, as a creative process 
that amplifies and values the senses.  
After analyzing the merits of each tool and the key 
elements behind its existing corporate identity, 
a new brand system was created that is easily 
identifiable as being part of a family and instantly 
recognizable as being part of Firmenich. Other 
collateral ranging from templates to animated 
movies were also developed and distributed across 
all 5 continents for global implementation. 



BACKGROUND  Salva Vida, the leading brewery in
Honduras, felt that its current image and packaging 
was dated and in need of a new look. The redesign 
consisted of  bottle labels, cans, 6-packs and other 
secondary packaging.
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The new approach taken towards Salva 
Vida’s key visual elements has resulted 
in a modern identity that highlights the 
brand’s heritage and local values, whilst 
also introducing a fresh new perspective to 
reaffirm its position as the leading national 
beer brand.
The new yellow cues add movement and warmth
to the identity, giving it a more youthful and 
upbeat image; whilst the new icons of the medals 
emphasize the heritage and quality associated with 
the brand in the Honduran beer market.

PREVIOUS 
BRAND:

brand and packaging

SALVA VIDA
HONDURAS  sabmiller



packaging

THE AMAZING  
HOLOGRAPHIC  
COLLECTION OF 
EMPTY PACKS
LATIN AMERICA  dixie toga 

BACKGROUND  Dixie Toga, the leading manufacturer 
of packaging materials in Latin America, was the 
first company to produce Holographic packaging 
locally. In order to communicate this to their clients, 
they required a new promotional concept to use as a 
marketing tool. 

FUNCOSMETICCHILDREN’S CELEBRATORY
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The natural expectation would be to see the actual 
holographic packs. But, what theme could be used if 
there were no specific products inside?  
 
This “lack of content”, initially problematic, 
became the core concept behind the 
project, and resulted in the creation of the 
themes and development of the collection, 
which enabled Dixie Toga to fully explore 
the potential for holographic packaging 
within its market sectors. 



packaging

KNORR
LATIN AMERICA  unilever 

BACKGROUND The packaging for Knorr dry soups 
was perceived as “artificial” looking and not a true 
representation of the product’s  natural ingredients. It 
was also not in line with what consumers were looking 
for — healthier foods with homemade qualities. 

www.casarex.com

The new packaging depicts real ingredients 
in a realistic setting to reveal the true 
appetite appeal of Knorr soups, breaking 
away from its previous “unnatural” image, 
which depicted disconnected information 
and unrealistic digital fusions.
If the priority in the past had been the information 
on the pack, now it is the food that is highlighted. 
Real foods with small imperfections have been 
used which previously were considered ‘defects’ 
— but today they represent naturalness and flavour. 

PREVIOUS 
PACKAGING:



brand

VALEUR ABSOLUE 
FINE FRAGRANCES 
AND COSMETICS
GLOBAL  valeur absolue 

BACKGROUND  European fragrances and cosmetics 
company, Valeur Absolue, needed a truly innovative 
corporate identity, which would reflect its goal to 
inspire and invigorate the perfume and cosmetics 
market worldwide. 
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The brand concept is simple, innovative 
and visually inspiring, endorsing Valeur 
Absolue’s prestigious positioning and high 
quality products, as well as being more in 
tune with today’s consumer. Not simply 
bringing beauty back to life, but truly 
redefining value. 



visual identity and packaging

EMPORIUM COLLECTION
BRAZIL  livraria cultura 

Ice-cream, cocktails, cheeses, pastas, fruits, 
vegetables, spices... the collection takes 
inspiration from a variety of elements 
from the world of food and drink, playfully 
stripping them down to primary forms 
and colours. Compared to other pattern-
driven designs, this captivating product line 
identity presents a fresh new perspective. 

www.casarex.com

BACKGROUND  Cuisine-themed goods for the 
Livraria Cultura bookstore. The collection includes 
pencils, notebooks, organizers, coasters, coffee mugs 
and oven mitts, amongst others. 



BACKGROUND  For its new whole-wheat cookie 
range, Bauducco needed the health attributes of 
the products to stand out to consumers.

www.casarex.com

packaging and story telling

WHEAT COOKIES
brazil  bauducco

The product reveals its flavour and 
health attributes through a unique voice 
that consumers can truly relate to.  
 
The packaging takes on a crafted and natural look
and feel, playing with textures and typography which
interact with the product’s natural ingredients, whilst
the use of the back-panel is extended beyond being
merely a ‘space for legal copy’ and conveys a unique
message that speaks out to its consumers.



BACKGROUND  Omo Total Ultra Concentrated, the 
first liquid laundry detergent range launched in 
Turkey, needed to convey the premium positioning 
of its new liquid format, whilst still being recognised 
by current powder detergent users. 
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Retaining Omo’s colours and imagery of 
children ensures clear brand recognition. 
The use of new light effects allude to its 
liquid format, cueing softness and stronger 
differentiation from the powder range, 
whilst the new drop icon and educational 
claim highlight the advanced care and yield 
benefits, resulting in a simplified and easily 
understood product proposal. 

POWDER DETERGENT 
REFERENCE:

packaging

OMO
TURKEY  unilever 



BACKGROUND  The new packaging for 2-Step 
Premium Hair Treatment, Dove Dual Reconstructor,  
needed to reinforce Dove’s brand credentials in the 
hair care segment, since it was originally best known 
for its reputation in the soap bar category. 
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The scope of the project also included the 
creative concepts for the format of the 
packaging. This resulted in the creation of 
something totally different from anything 
that Dove has ever launched: transparent 
packaging with a professional look that 
still remains true to the brand identity.
The central block on the packaging becomes the 
focal point for the Dove brand. Transparent and 
tinted areas on the pack make it possible to see both 
steps of the hair care treatment at a glance, while 
sleek lines and silver finishes cue premiumness.

packaging

DOVE
GLOBAL  unilever 



BACKGROUND  Signal Expert Protection needed
a new identity which clearly communicated
its expert care proposition to consumers, as well 
as the development of a new specialised sub-range 
with advanced functional benefits.

www.casarex.com

visual identity

SIGNAL EXPERT 
PROTECTION
GlObal unilever

New 3D metallic frames structure each 
variant’s functional message and colour 
coding, ensuring stronger differentiation; 
whilst a new system of dental mirror icons 
depict the new advanced benefits of the 
specialised variants.
The result is an identity which now truly
communicates the range’s specialised proposition and
brings each product’s unique benefits to life on-shelf.



We hope that you 
have enjoyed our 
presentation. 

WWW  |  TWITTER  |  FACEBOOK

Thank you for your interest in Casa Rex 
and for giving us the opportunity to send 
you our credentials. We look forward to 
hearing from you.

http://www.casarex.com
http://www.twitter.com/casarex
http://www.facebook.com/casarex



