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Analysis on the Application of Isomorphic Graphics in Packaging Creative Design

LI Yu-tian
(Guangxi Arts University, Nanning 530022, China)

ABSTRACT: The work aims to consider the corresponding methods and countermeasures in view of the serious situation
of homogenization of domestic commodity packaging design, to enhance the characteristics and creativity of packaging
design and induce consumer behavior. Through the questionnaire survey, the consumption tendency of modern consumers
was understood, the role of isomorphic graphics in packaging creative design was expounded, the specific application of
isomorphic graphics in packaging creative design was deeply and systematically researched, and relevant theoretical de-
sign experience and methods were discovered and extracted to reveal the important position of isomorphic graphic design
in the creative design of commodity packaging. In the context of the increasingly homogenized commodity, it is crucial to
highlight individuality and innovation in the current packaging design. As the most vivid and interesting creative expres-
sion in packaging creative design, isomorphic graphics is the most effective and direct means to attract consumers’ atten-
tion. The unique communication form with the most visual impact makes the packaging design reach the best visual ap-
peal force, which has high artistic and commercial value as well as a positive effect on improving consumers’ purchasing
power.
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Fig.1 Questionnaire survey

AR AR, BB 1) T % T A B R
P H 25O AR o 1R o A ) B SR R B
T DA, AT i A 2 PO G o ) M D B I
SRR R SR 05 2

2 [EHEREERSIERITPIER

WA 2 A R i, R BT E AR IR TR
At A PR3P RLZ B D RE , S R B R SORAE TR T P
A DU ARR 2017 4, P FRTEH LR
e IR 4R B e L 37 5 N R0 R i a2 S o T
N BEVESEAR o SERRIE VRO A TXE B B AR i AR 00 6 1
A EAE bR, SEARRE 2O R R TR Y A ek
i, FEBA P R LB AL

WFFER T, SO AN B AR O 15 5 AL 6 ) 25 22 ol
B, FIERIE B AR SCFE B 900 1. HWT A
HEMR WA SE, SCPTERIAMBG B2 R 22 5%,
AIEE W, I EBAUR T o ANTHE B 35— ]
SR, ECEERIRE A R, PRI M
FUOHEH RS, WN—IFH IR E A 4R
ity A% B (19 15 5 5% 728 Jhg M) P ) X Bt A 40
W sl i, EEREREWMSIH 2 HOGR,
Ticte AR AT EE TR 5 B e oA
B2 RUEASCHY , AR Tt B B R
F R R T 2 B ™ A B T A |
Ji, RERSIEEASW AT, NIy, BB S MLl
AR BB A2 R E RN, 75—
PRI FIRIE T A B BT A U

TR m A L AR | RIS AR R
ARRAY, EARTHBG X Gz (6) B R R st
M fkeiscit o, BB U B aioRs 4 Bl PR B sl P 5
e N — 5 HEAT 7 CHEI e 3 b BEAT A M , B A RICR
EIEAZ R PR, AR EECR , IRk
A LB IE RN AR S BRI S R A S A
REMEAM) 45 e AL, KRR B 1 B3 4 e v f
FITH B 04 B ) A B A, 7 TG RE B BRI P
FHEE W EIH A, A —E R G . fEf
it BIIESTR AR A LR ENE, BB
HAEMUR—A BB MCR M o A SsEAch 1
LA 2, B FURTR O R AL (5 S TE S AR
HEATREM , SEVRACRY B T LR AR BT, BBl
R, ESWER H B9 RIS R BT AR ok LLR IO

AR I AR 56 d A 14 5 SRR A TR, 4 K
Z RO AR 22 il 2 A T Bt e il id Bl ng b A2 —
ENGORM S 1 2 L ARG BB A B il
KERITE . HAER . A i —FpR BB, B2 T
AV KA RS 20T MR
P AR ), TR R A2 DR XA R 58 o ] A [T 2
TR P A B A DL B O i R AR s L
AR L, MG BRI E e —E, 1



a1k KW

ZERAR [ R A LR B R e o 1 B AT 277

a0 SIARE R ISE R . XA DRI
ARG P I B AR, J—Bh a5 w52
27 L EMIEALE T2 AR A, 7 A5
i ) R PR i A — R R B 2, LE A [ 4G PR
AR LRI 2, [RRERGEAKY, it i ry b i s
KHIMEM AR i, AMEME T 5 FAEAE, miH
IHGUR T A AR RYE , S NENGIRA], SR T
ATE TS 2, 9 57 bl Z ) A RS
LG TER BN WL TT

AT L, R PR A e B R BT AR AR 42 5k
it IR R B, HRETH B -5 T i 22 8] P15 SR AL
Rk, Wik, R RO B AR &
SEMAFIRAY , EAE R AL T A MR 1 Rk A (L
X R T 2 W 3K A R B HE AR T

K2 Rt e
Fig.2 Traditional washing powder packaging
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Fig.3 Washing powder packaging in isomorphic graphs
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Fig.6 Tableware packaging
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Fig.7 Knitting wool packaging
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