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Context of Product Image and Packaging Graphic Symbol Design

ZHOU Jia-le
(Panzhihua University, Panzhihua 617000, China)

ABSTRACT: It aims to grasp the context of product image and packaging graphic symbol design. It expounds the rele-
vant concept and basic types of product image and packaging graphic symbol context. It points out the importance of
context to grasp. On this basis, according to the contextual factors and the product business characteristics, one by one, it
expounds and illustrates the contextual factors, such as products, places, business opportunities, consumption object and
brand heritage. Understanding and grasping the product context can make the product image and packaging graphic sym-

bol expression more accurate, make consumers more smoothly flowing read and accept the design intent and product in-

formation, so as to realize the designers, design content and consumers barrier-free communication.
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