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The Potential Significance of Brand Role in Product Packaging Marketing

YANG Min

(Guangdong University of Technology, Guangzhou 510075, China)

Abstract: From the perspective of brand role image, through analysis of brand role image specificity, role affinity,
consumer role experience, it described the role of image in brand marketing communication effectiveness and advantages
of the dual. Meanwhile, it in—depth analyzed the relationship between the brand role image and brand marketing strategy,

explored the role image in product packaging marketing’s strategy effect and potential significance from the role of brand

marketing, the level of packing media and affinitive strategy.
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"Fresh step" fruit milk cartoon image packaging
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Fig.2 "Doraemon" image authorized packaging
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Fig.3 Seven—-Up "FIDO" canned drinks
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Fig.4 Japanese children brand "no second home" packaging
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Fig.5 "Wangzai" packaging image
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Fig.6 "Qoo" role packaging
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