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From Designing Packaging to Redesigning the Green Brand Positioning

YANG Min
(Guangdong University of Technology, Guangzhou 510090, China)

ABSTRACT: In the era of intensified competition for homogeneous products, packaging design has already risen from
aesthetic performance to the stage of marketing design. The work aims to focus on the brand development concept of
"Green Pastures" to discuss the brand core value of dairy brand's green development, from packaging design to the up-
grade of redesigning the brand's green positioning. Taking the packaging redesign of Guangdong Yantang pure fresh milk
as an example, the strategy of the brand and packaging design positioning of "returning to pastures, developing green in-
dustries" through the reflection of Yantang packaging positioning, the in-depth analysis and comparison of packaging po-
sitioning of Mengniu, Yili and regional brand industries' pure milk, as well as the analysis and demonstration of the social
consumption demand, industry trends, Yantang pasture and its development. Under the guidance of positioning, the inte-
grated image communication of green pastures is accurately implemented from the experience of pastures, strengthening
the added value of design, and integrating communication design to realize Yantang's brand proposition of returning to
nature, pursuing healthy and green development through packaging, from packaging design to redesigning the brand image.

KEY WORDS: packaging redesign; green brand positioning; Yantang pure fresh milk
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Fig.1 Packaging of Yantang pure raw milk and fresh milk
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Fig.2 Regional brand pure milk packaging
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Tab.1 Visual elements analysis of domestic regional
brand pure milk packaging
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Fig.3 Yantang pure fresh milk series packaging
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Fig.4 Poster of new packaging of pure
fresh milk on the market
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