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Research on the Font Design in Product Packaging Design

LI Ji—xia

(Zhengzhou Institute of Technology, Zhengzhou 450064, China)

Abstract: It analyzed the font design in the connotation of brand culture, brand name and brand logo, pointed out that
the relationship between the font design and product branding is interacting. It elaborated the classification of font design
in product packaging, then analyzed the brand font design, publicity font design, illustrative font design in product
packaging. On this foundation, it put forward the design style in product packaging: font forming composition, font

graphical representation, font artistic performance method. Through the font design in packaging method, the culture
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connotation of product brand will be upgraded.
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Fig.1 " Big" brand name
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Fig.2 Brand character
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Fig.3 Publicity font
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Fig.4 Descriptive font
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Fig.5 "Good mood" gift packaging
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Fig.6 "Coconut green” packaging
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Fig.5 Apple products in USA
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Fig.6 The apple experience store in USA
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