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Interactive Experience Packaging Design Practice with the Internet Thinking

XIANG Xue
(Sichuan Fine Arts Institute, Chongqing 400000, China)

ABSTRACT: It aims to study how the packaging design can lead the innovation expression of the audiences' interactivity and
participation sense. On the one hand, the new media "interactive" technology is integrated into the packaging, such as
two-dimensional code, video, 3D printing, the packaging's information, technology and aesthetics are creatively blended, so the
consumers could have the interaction with manufacturer, users and products, and this method can intuitively and powerfully ac-
tuate the consumers' emotional resonance. On the other hand, we could through innovative and creative, packaging theme, let
consumers design the subject, image and words of packaging by themselves, then complete personalized custom packaging. The
Internet thinking is based on users, the new packaging design must use the methods of new media technology and create design
to reinforce the customers' interactivity and participation sense. This is the future trend of mainstream business.
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Fig.1 Two-dimensional Code on Coca-Cola packaging
LER R LA REE Sy B a8, AT RAE
JU S AT RIS S RER TR, B, 7 5 AR A
BB AT LAET XS 420 HLP AR L B i A
PR DX RS HEms 2 SR PR LA O A

‘SEARMRRNSL
'RARNNNNARA
A TCUSERNAY

(( ( g)\\ %
&2 ATl AR R AR, S 20k N E R AR

Fig.2 Sweep the Two-dimensional code on Coca-Cola packaging,
immediately issue a musical sound

WO e S A s A DU P oL,
KU PSSR, SRR i AR
TR, ARAREA P Z S L s
e, IFEHSEERIH . AV IR THUZ LU AR5
AR DRSS, RO IS5, S B
TR, (P SEEER, S — AR heE v
AT LR SR B /KA 3 AMEAREIFS 51
A A, YRR, i sk
BREN 22, T ST AT BIEH 2 S
SEk, MH e e B R L | B AIN,
IRIFARIETH B R R A Ko il r=in Adode, 1M
BH VAR A B i LB PSS 4R
BT HRA KL 3, Hodid R4 H s
TR EZERE, WETE T AR, SO T AL
il B —PE S,

22 HIEHRMEREITEIUHESERERE

Wit BRI & AN AR 724k, 85 511 90 J 2
12 TSR AIEER, EEIRIH . BT
FHRPBEIR,  anfal R AR GBR S R 3
SRR N B A, SEE AT
DHEE RIS A S S — MRS
FHP ST S E%Z, USRI E N D RESZ,
TR A A U e B A = ) A
H A AR T P SO R e it
(IR Z 6, VA EAR SR AT 1 AT SRk B sk B
BTIARERTT, DIORIER 25 - O FUAR R
WS 5 AR S S T SO B il RN
AR SR B R R Z RS R, AT O3
R B A AR RAERR ARG, LT
AR —AE AR %E . B R2s AR A AR,
MEGICHN, FERT Oel iR T BB A A B Ak,
TR T — MRS, N M A —i R m)
BEFE P ARG, FTARABEFTHF. Wl Al SR B3l
BSR4, KPR A 2 T EIH P
BRI BASE TR SRS Rl B € B BRI, 1R TRE



148 % T2

2016 -8 H

K3 abiPzSemst K4 ATOARE Sk

Az sk B/ N K FHIL
Fig.3 Millet phone is to allow
users to participate in the de-

sign and production of the
entire product
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Fig.4 Coca-Cola interactive
packaging bottle design
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Fig.5 jiangxiaobai customized liquor packaging bottle
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