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Design of Brand Packaging of Cultural and Creative Products
Based on Ancient Coins Elements

MA Yu, RUAN Xi-ke
(Xi"an Polytechnic University, Xi’an 710048, China)

ABSTRACT: The work aims to analyze the application of ancient coin elements in packaging of cultural and creative
brand products, and summarize the packaging design of cultural and creative brands through examples. Through literature
review, field investigation and practical research, this paper summarized relevant situations of ancient coin elements in
cultural and creative products, and expounded the importance of packaging design of cultural and creative products. With
cultural and creative brand packaging examples of ancient coin elements of Qin Banliang as the analysis focus, the design
details and brand logo of cultural and creative brand were studied. Ancient coin element is a very classical element in
product design. While the application of ancient coin elements in design of cultural and creative products is comparatively
single. Facing the current situation that cultural and creative products need to be branded, one of the characteristics of
branding is brand packaging design. Based on the ancient coin elements of Qin Banliang, this paper studies the logo and
packaging design of cultural and creative brand clothing. It is concluded that packaging is the key embodiment of cultural
and creative products branding. Meanwhile the logo design principles of cultural and creative brands and their packaging
are also summarized.
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Fig.1 Cultural and creative products of ancient coin elements
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Fig.4 Inspiration for packaging and extraction of color
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Fig.5 Display of finished products of packaging
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Fig.6 Woven label, water washing label and lead label
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