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Communication Function of Beverage Packaging in the Context of Social Media
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ABSTRACT: It aims to analyze the brand communication value and strategy of beverage packaging. Based on the rele-
vant theory of brand communication, it analyzes the basic characteristics of social media, combined with the typical case
studies. The emergence of social media has greatly changed the environment of brand communication. Packaging plays a
key role in connecting the brand and the consumers. Packaging design should enhance the communication function of
packaging on the basis of in-depth analysis of the brand positioning and the audience crowd. So that packaging has be-

come an important platform for brand communication.
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