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Packaging Design of Time-honored Products Based on “Craftsman Spirit”

WEI Li-min
(Jiangxi College of Foreign Studies, Nanchang 330099, China)

ABSTRACT: To study the packaging design of time-honored brand products from the perspective of “craftsman spirit”
around the establishment of the image of time-honored brands with “Chinese characteristics’, “Chinese style” and “Chi-
nese manner” in the new era and new situation. Based on the theory of brand image and visual communication design, in
view of the need to further improve the packaging function of time-honored products and the existing phenomenon of ag-
ing of the visual image of some brands, use Chinese traditional cultural concepts and creation concepts to develop the in-
ternal culture and external vision of the packaging design of time-honored products integral study between image and
packaging function. With the professional concept of “craftsman spirit”, adopting a cultural strategy of “like the new and
love the old” that is rooted in traditional culture and reflects the mainstream culture and tries to reflect the trend culture;
follow the product packaging image design principles of “create images for the best” and “use utensils for use” product
packaging container shape design principle can better realize the optimization of the functions of the product packaging
and help the renewal and reshaping of the brand image of the time-honored brand.
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Fig.1 The olive-shaped cultural system model
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Fig.3 Time-honored brand packaging with photoelectric effect
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Fig.4 Matches packaging

I, A AT A LURI DR Eh ™ it it S ) 2 5 2R
PR AL AR AR I BE I RE . AEBRINRE L O BHIIRE . R
BIIRERF 2T

5 W) P BE 3 AR A AN AR ) T RE R Eh ik A
AP HIREIEM T BB K . BG . BiRSERIIRE
et b i A5 AR B S T — s =S 1], R E
RUBEAS N i TSR RSB “ 2438 40 587 192
REBLITEOR . “ZABN N & (INNHE) h
XA AU Z R B B ESR, DUGHS S A v i
RIBETT, fd HCRE RS AT RS2 B i (L B BT B 22 57 R
SUEIHEHEOR, BRI 2y SO AN—d—
FIAR AR G 28 o [ IR ARIE AN [ 7 il ) 225K 32 AN T+
AR A SR, 0 ' B R A R R R 10
ity 428 R FH AN 8 D6 b 5 B 7 254 0TS 310 Ak
PO ah B o 72 A L TG Tras i A
i BB TR L B A B B 5 R O T A 52 R
SRR, FEORYE AHL T e BRI AT 2 A i L
T, WA EAR A A K, AR T 45 R s R
DL R 7800 % T . &= 8 e BAEEERE A
BT EERASES, WESEER A 5T T
N BT 305 MR o A8 il AL AR 2 Wik
NI Z A, Bl i 2R S 2 e 1T 2545 1 L2
R B RS SRS A 28 1 N3z, TE A
KN BRSO B REZ T, An4$ 28 oRbiing 48
AR — D A B BT, S
TETE Ao A28 R/ B8 B 801 980 A8 U i 5 0 i DL s 3
RIS A0 BRI SZ 577 i R TR — 20 A [R) 26 B pORY
TIOR8, §5L
B BRIRALSE , iz s R ORMETE A f D AR B
YT 5 7= AL B MR RO ARSI, DLIAT 5o 7 il 3
ARG TV e R Y AR RO BEEESR A [R5 A
B RAER AR BOT IR B I RE S TR . &
e BB TR DU AR A PR B S,
T BT 7 it JEC it RS 2 LR g A D) AT AT 4
BB A B, R AT AR w O S A 2R 2
WU {6 2 7 R G v AU GE T A9 Ml B T A H R



424 5 221

MOt T CTIERMT 2T S RO

351

L ™
('
= = e
= (.
L (85— B e £ )
o oS

(ERER)

y~

g
a9 4

K5 A4 HfRRE
Fig.5 Schematic of container caliber
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