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The Enlightenment of Imagery Expression in Chinese Painting to
the Packaging Design of Liquor

JING Rong
(Tianjin University of Commerce Boustead College, Tianjin 300384, China)

ABSTRACT: The work aims to explore the contemporary transformation of Chinese traditional painting's imagery ex-
pression theory in packaging design. According to the important value of Chinese traditional painting theory, innovative
graphic design was realized by imagery modeling, leading to a breakthrough and development for the modeling design of
liquor packaging based on image reproduction. The pursuit of artistic conception in the imagery expression of Chinese
painting was implanted into the expression of packaging design to the brand culture. The time element in the scatter per-
spective and the imagery expression of ink lines were introduced into the liquor packaging design, which enriched its ex-
pression form. In the color expression of liquor packaging, the use of ink in Chinese paintings was introduced into the
packaging color design, achieving the desired effect of using the least color to express the beauty of nature. The traditional
painting imagery expression theory is introduced into liquor packaging design by means of cross-border thought, leading
to a breakthrough innovation in both shape and color matching for the liquor packaging design. As aresult, designers' at-
tention and inheritance to the cultural connotation of Chinese liquor brands will be raised to a significantly high level.
KEY WORDS: imagery expression; packaging design; tradition; innovation
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Fig.1 Chinese painting "Fish"
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Fig.2 "Dream Blue" liquor packaging design
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Fig.3 Packaging design of "Swellfun"
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Fig.4 Packaging design of "Nishikigoi Koi"
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Fig.5 "Lotus Wine" packaging design
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Fig.6 Design drawings for wine flags
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Fig.7 "Moutai Wine" packaging design
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Fig.8 Packaging design of "Blue and White Porcelain Fenjiu"
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