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Packaging Design Based on Brand Culture

FENG An-ran
(Hunan University, Changsha 300222, China )

ABSTRACT: It aims to provide the design methods and case support for packaging design based on brand culture, to
provide new thoughts for current packaging design. Methods are based on the connotation of brand culture. Brand loyalty
extended by brand culture is discussed based on human psychology. Case analysis is made for existing brand packaging

design, and applied to the actual design. Packaging design methods based on brand culture are summarized, and through

case study to prove the validity and effectiveness of the methods.
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