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ABSTRACT: Improving brand recognition and brand value with container form. Proposing the idea of guiding container
shape with audience perception and brand characteristic. Firstly, on the basis of analyzing the situation of container design
and brand sensing relationship, thus proposing the idea to guide container design, element extraction and morphology;
then connecting brand gene, and conducting concept elabration with brainstorming, thus alternatives are generated. Last
but not least, verifying the availability of the method with design case. It is thought in the research that: the packaging
container isthe carrier of connotation of the externalized brands, and it should become the beneficial part to strengthen the
brand identity and promote the brand value; the starting points of the conceptual phase are the prototype of perception of
audiences and the brand feature, which can promote the coordination between the designing code and the decoding of au-
diences. When refining the schemes, the form, tinge and texture of the container should be adaptive to the external pack-

ing, and the target to intensify the brand identity with container.
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Fig.1 Frame diagram of container shape prototype
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Fig.2 Flow chart of derivative shape on the base of brand
gene
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Tab.1 Test table of brand recognition on the base
of outline
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Tab.2 Summary sheet of the brand elements Xifeng liquor
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Fig.3 Application of Xifeng liquor container
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Fig.4 Design drawing of derivative symbol on the base of
brand gene
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Fig.5 Design case of Xifeng liquor container stressing recog-
nition
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