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Principle of Font Design in Packaging Design

DU Qiu—lei', ZHU Zhi—wei’

(l.Changchun University, Changchun 130022, China; 2. Hangzhou Normal University, Hangzhou 310012, China)
Abstract: It discussed that font was very important in packaging design and analyzed font design must be following
merchandise content, marketing groups, the shape or structure of containers and design principle in packaging design. On
this basis, through figuring and organizing font, it could not only reflect distinctly packaging content and express exactly
merchandise information, but also could beautify merchandise packaging and give enjoyment of beauty to people in the
sight in order to interest consumer, have purchase appetency and achieve sales promotion.
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Fig.2 Font design of SHISEIDO makeup packaging
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Fig.3 Font design of East Dumpling shop title
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