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Positioning Design in Commodity Packaging

ZHOU Bo
(Luoyang Normal University ,Luoyang 471022, China)

ABSTRACT: Through the correct positioning of commodity packaging design, it improves the competitiveness of
products in the market. In the location design it should focus on the design of the core, to improve the design quality by
adopting different forms of design method. The commodity packaging not only reflects the personality characteristics in the
arts, not only to meet the individual requirements of consumers, which has strong appeal. At the same time, the commodity
packaging design should as much as possible reflect the essence of goods and reflect the function of goods. Through the

research on the positioning design of the commodity packaging, can improve the recognition extent of consumer for the

commodity packaging,to enhance the competitiveness of products in the market.
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Fig.1 Agricultural packaging
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Fig.2 PEPSI delicious brand positioning and development
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Fig.3 "Flawless White" series of white paint brand packaging
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Fig.4 Tea packaging design
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Fig.5 Walnut oil packaging
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