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Non-material Design of Additional Value of Online Shopping Packaging

SUN Guang—chen, KE Sheng—hai, WANG Song
(Hunan University of Technology , Zhuzhou 412008, China)

ABSTRACT: Starting from the perspective of additional value of goods packaging, discuss the non—materials design
strategy of online shopping packaging to acquire added value. It analyzed the impact of online shopping on packaging
design, studied the design point of added value of general merchandise packaging compared with online shopping, in order
to draw the design strategy in line with online shopping packaging special value attributes. Combined with the reality
environment of online shopping and application base of Internet of things, look for realistic and feasible design methods of
added value for online shopping packaging. Low—carbon environmental dematerialized functional design strategies provide
the most valuable ideas for the online shopping packaging.

KEY WORDS: packaging design; online shopping packaging; added value; non—materials; intelligent
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