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Interesting Beverage Packaging Design
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(Hunan International Economics University, Changsha 410205, China)

ABSTRACT: To study how to design a beverage packaging. It introduced the definition of interesting design and the
history of beverage packaging design, determined the value of interesting beverage packaging design, and made a detailed
description of how to design a beverage packaging and attention in design. Interesting beverage packaging design can bring
positive effects for social, economic and personal feelings, its design should be in four aspects such as color design, logo

design, character design and form design, in order to create a sense of humor and kindness, but must be noticed when
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design accord with environmental protection and convenient concept.
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Fig.1 Interesting beverage packaging design for different

consumer groups
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Fig.3 Interesting beverage

packaging packaging
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Fig.4 Knife see sword beverage
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Fig.5 Interesting beverage

packaging packaging for children

XEH = A IR IR AR EA LA

4 BIRIRFEEIRRTTT RN

4.1 IRREREN

B2 IMRE AR T MU 8 Y2 A
IRGEUR AR A AR 2 BT [ 8T R 8 K e A s
MEEARNE . FRTT AN S A SRR AL , BE
TETH B3 X877 it ™ A SR, AR B — A A A JEL A
WMo PORMELZE BT 4 23 2 50 2l 14 20 LT 43—
TEZOE MRS R R IIE R . I, PORME R BT ER
PRSI A 2 e e 1) J2 T LR B SR VR

UrBemk ], A2 T NS BRI EE K
JE ARG BT F T i A 75 e i 4
VORI B BT 20, 40 R S PR AR B
T T A R E s R . i, A AT
WA (9 SRR TS e " MK o SRR 0
HAT R Ok 2 B EAL, AT LR B R B R R T
AT A T AL A PR PR AL BT Y
OB, X AHBRIR B BEARASTH S A TE AR

4.2 wEMERERN

BRI RRE Z R, KA1 2 AEA
Ty IBE b e TN [E S TN S b | NN E B R iR: bl
A BRA TR BRSO TR . X T aakidit
it , TR 7 B PR A B A SN sz T A, 9 L
WA ZRL LN Z

fi
AT R A QeI A R g B T {H R
ML i ) i 2 AU AT BAE , 38 AR B
BHL BT R SE 7 VERT T SR A A D BE
1] B M AR AL 2 7 AR g B 7 (B ek T4
RUOHEANE

RARRLIZAEAN R LR EROR 04 [ I, J B3R A 16
R BRI B o TR R 2O OB BT Y
] (A B U O A% 0 o AN REATAE AT 8 2 7 i 3 |
MIGER , 1M FB SR BT (8 By | o 1 A el 2 1 B AR
HHLETH PSS U

YORM BB R TR A 2 OB R B 1 R
7, i B I7 REARGE I OB 2 ELE R MR B 5 1A K Ak
9 NIMTEZIRE B KA T

5 &45iE

IR PCRM BB TE R TR AR 20 B, 51k 1
T RIENG RS A BT, RO AR 2, Bt —
M LB BT R i 1 T 2 i i 77 2 BRRUORHEL
FUOTHREAE O R SO JEERX 4T En e
Rt BT AT A 0 O S A A B LS, A fiE
(R IR PO e B A2 TARA UG

Sk

(1] ZEE, RS RIS .R%BAE, 2009(19) - 58.
LI Xia, WU Meng.Introduction to Emotional Advertising[J].
Market Modernization,2009(19) :58.

[2] REZHRHHER KNG —" B AT BB/
JAN[I PR, 2014(8) 1 18.
ZHANG Han-dong.Analysis of the Taoist Idea of "Nature and
Humanity" Enlightenment to Modern Tea Packaging Design[J].
Modern Decoration,2014(8) : 18.

(3] FE2%A0 P O HN YA R T
AERHER:,2010.
JI Xing.Impact of Consumer Psychology on Modern Packaging

GEEMR[D] AT S

Design[D].Shijiazhuang: Hebei University of Science and Tec—
hnology,2010.

[4] TRMERLISAEGE A7 SR A S AR BOTBH 5 xAE
[J] A%t 5L, 2014(4) : 89—90.
ZHANG Sheng-li.The Value and Way of Traditional "Harmo—
ny" Culture Integrated into Contemporary Packaging Design[J].
World Packaging,2014(4) : 89—90.

(5] Jalk AT AR —— B R i SO U
BRI A SRS B, 2001
ZHOU Jin.Design New Perspective: Look at Modern Packag—

ing Design through the Commodity Culture Viewpoint[D].Nan—
jing: Nanging University of the Art,2001.

(6] AR, 7 K75 AL % 5 A B0 B AL 5T - BV Tll H R
#t,2005.
LUO Guang-lin, FANG Chang—qing.Packaging and Psycho—



136 BEILE

2015F1 H

logical of Sales|[M].Beijing: Printing Industry Press,2005.

(71 FRME ISR BT P E A2 )] 26 5 AR, 2009(2)
91—92.
SU Tian.Sex Positioning of Beverage Packaging Design|J].
Beauty & Times,2009(2):91—92.

(8] VLI HRAT AL P (R 15 T Y SCAR IS ] 42 26 1 5L, 2003
(2):83—84.
SHEN Min.Application of Culture Principle into Color in
Packaging[J].Packaging World,2003(2) : 83—84.

(9] R, BPE TRy S AL BT P Y e 2 15 B 5 R

FEIALRER FE,2014(4) : 10—12.

WU Wei, ZHAO Dan.Study on the Essential Information and
Elements Based on the Commodity Packaging Design[]].
World Packaging,2014(4) : 10—12.

ZREERE BRI BT TR A SRR (1] 0.2 T AR, 2014, 35
(20):73—76.

LI Yin—xing.The Sustainable Development of Green Packag—
ing Design[J].Packaging Engineering,2014,35(20) : 73—76.

[10

—

(E#EF1097)

3) ik g oT R AR, hE TR R
A7 B AU SUAS BRI 75 e T 2= A% AN B . A ]
R AR GE G BEDE AU S AR A b X BT
5 ZU %) A 2 B A A B AR (A BB
Ao FECF AT X L — e HFr i =
A AR 2 AL A A R i A ) e
L OCHE R BRI BARER, f R AR Bk K
RSN W S WS | e g

AL T, RIAISCT R A A RS A IR
B, 5 BAERS BT R AT MBI Z 5, AT RN
IR IRC, I FP B3t SO B R e . AR 244 S
PP ST A BRI BEH A , BEHS TH
BB I TUE SR 5 ZRTESR RN AL, AT L
ik kb A 15 Sab BER BB BT R

S 3L

(1] ZeBrh i RE R IOWM A TR SEA L, 1998.
ZUO Han-zhong.Auspicious Image Observatory in China[M].
Changsha: Hunan Fine Arts Publishing House, 1998.

2] TARFHEZRBGHM]ILH 107 A Rk, 2005.
YU Zhen—dan.Pattern Design[M].Shenyang: Liaoning Fine
Arts Publishing House ,2005.

B3] RJTFREE SR 38 A BHIFSE ]2 4 , 2002
(6):9—10.
ZHU Guang-yu.Study on Interdiscipline of Folk Art and De—

sign[J].Zhuangshi, 2002(6):9—10.

(4] skAki. L O RN AT FE ] 6% TR, 2005, 26(3) :
156—158.

ZHANG Ji—yu.Contrast Study of Packaging Color[J].Packag—
ing Engineering, 2005,26 (3):156—158.

[5] VFF AR R BRI A A S8 FR 0] AR Tl
2012(9) : 156.

XU Zi-dong.Talk about the Training of Innovative Packaging
Design[J].China’ s Packaging Industry,2012(9) : 156.

[6] 23 WL R AT LR BT b B TR T R (] 56 AR R, 2008
(9):111.

LAN Xin-cheng.Analysis of Graphic Elements in Packaging
Design[J].Art Panorama,2008(9):111.

(7] AR3, 0 R A B P A RRE 0] 2R 2, 2009
(3):30.

LIN Lin, WAN Xuan.Introduction to the Material Language in
the Packaging Design[J].Art Education,2009(3) :30.

[8]  SKELLT. P (RZIADAE f i B BT Hh 19 B HI[C. (2
RN A5 K Je——h FE R 2005 4R R 4F2x, 2005,
ZHANG Hong—yu.Reasonable Application of Color Associa—
tion in the Commodity Packaging Design[C].Color Science Ap—
plication and Development, Proceedings of 2005 Academic
Annual Meeting of China Association for Science and Tech—
nology,2005.

(9] X BB & T 0] 1 25 (145 REER R AN &

JE&——2007 4F-H [ B BM4F 22, 2007.

XIE Qing.Development Direction of Modern Packaging Design
Thinking[C].The Harmonious Development of Energy Conser—
vation and Environmental Protection, Proceedings of 2007 An—
nual Meeting of China Association for Science and Technology,

2007.



