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Interactive Liquor Packaging Design Based on Emotional Needs
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ABSTRACT: To explore the effective method of liquor packaging design based on the emotional needs of the new gen-
eration of consumers. This paper analyzed the change of the main structure of social consumption and the different emo-
tional needs of the new generation of consumers, and adopted in-depth interviews and eye tracking techniques to obtain
diversified emotional needs of new generation of consumers in liquor packaging. Combined with the concept of interac-
tive packaging design, the relationship between liquor packaging design and the emotional needs of the new generation of
consumers was analyzed. Suggested that the liquor packaging design should conform to the new trend of the times and
embody distinct personality. Make full use of interactive design means to innovate, so as to meet the demand of new gen-
eration consumer groups for liquor packaging. The interactive liquor packaging design based on emotional needs can en-
hance the interaction between the new generation of consumers and liquor packaging, enable consumers to obtain diversi-
fied emotional experience in the consumption process, so as to achieve the purpose of promoting consumption, so as to
make interactive liquor packaging serve enterprises and society well.
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Fig.1 Experimental flow
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Fig.2 Panoramic view of liquor display rack
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Fig.3 Eye movement data synthesis samples of 34 subjects
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Fig.4 Eye movement data synthesis samples of 34 subjects
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Fig.5 Theoriginal AOI test data samples of Liquor package samples
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Fig.6 Eye-tracking heat map of a part of the market wine display rack
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Fig.7 Eye-tracking trajectory map of a part of the market wine display rack
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Fig.10 Eye movement analysis of liquor samples

3) I ALRE R M X AR I B 52, D4R IX [
Ry TIEW T #2538 B9 O X3, 78 248 X A

P, O i a1 TR I 1 T AL e ) B — B Bl T DRk
AT, MR AR AR AT I R BT AR AL 22

UL 9, EAR 34 N AH ELAMIEE, (HNTLEIC B 5= B B[R] R 2 3 AN [R] %80 DX AG IR S % 25 kA
SERUAI . U5IREEM AN AL REBE T LUIAES, ] 43 B 1 7 RO R B R AR o A B B R B X 4
MEE | RS M SR ™ AR 1 R 32 FIALBE B0 25 2 32 BRI E R 52, DLIE 10,

o FERR A SREE Hn] DU B B R AR AT
g I 4 AL b, (AT 2 52 B A5 BE A
ARG o X AT 98 ok U, HoAy BRI I A 2hé
&#%%%%aa%ﬂ%ﬂ@% T E TR B E R
LR PR X R3S BN REANAS B AR B R 1w L, o
rwm&@&T TR ST E S B

A0, IS0 AT R0 1 G T N Al R K
Horb P SRR 1Y BEAS (L5 — I ) 5 1R S TE , AR ER
— R HE R EI SRR o 855 ViR I A L5 REE G 1L

B, T AR A (0T 0 258 382 11 2R A 7 A A R A 56 T
&, WA A B BSOS, A
AR B AR BN TR Y BOBORR, A7 it . AR IR



246 fu, %%

T 7

2022 4F 1 H

1A SC A T A REAL I8 AL R (5 B 1E T LAY
a7 i e PR K E S R0 VST GRS S|
TAHA S 2R, BN A (R 2 2 R B
TR, BT LU 0 2 0 R A R e B
LN IRAE AL 2T 70, ) 3 3 i A 25 e o i
BEIAL RS I, TR RS . ESUEA T LR,
I o - R BB R R AR R i G
TEJE

P, 8 SR A A oA il DU BE, B Y B
4 T e s e e R 2 H A R A A S R
A TR S L, N~ W B AP AR 2 12 AL GE
SEH., TER AN A A G TN, X
SEHAAFAE AR T, eI S Z T R TR 2 15 B
EHIAA PrER o Rt/ b i s, H A
BN BRI AL T AT TR AR SO B B, Tovk L E R i 2k
ShA R, LU TERER A AR 5] Fy o T BRI A AR
T B W R SR AT 4248, Rl i A S2 B Xt 2
A&, BT A AE S AR T 3 BRI A E AL
T A T Bl 2 T 1 AR

2 ZTHEARBEEREIT
21 ZEXGRERITES

SRR B 141> 2 B, S
BRI B B . ST BRI A
SSHLR 0 B 15 AL R H0 3 AR A 0 %
R, SSRGS REHT 2, KA R
PR A TP AT R0 BRI T DR S
L BB LI 5 (5 LB T, 6605 ) S0 R
IS AT A Bl T BT TR, TS T 3 255
RT3 T TR, o
LS AL R T
22 EFHBBRNLINAHQENEIHRY

LA R A AT AT
PRI HTRL AR IR 4 A BEATTRAL N,
LHAHEAR BT SG H X 4 M EAILK,
o I A9 L B R AR A | RTHITE o B TR
H AP 4B,

VAN AR iz AT AEARTH 2% it o, T
PRI TE I 615 A D BEJZ Th1 I S A HISIRE , &)
FHPEN A A R BT 2R s 1, 5 Tl .
Horb, Bk RO 52 B 3K A I A B RSBl .
JFEF s i AP R AR A QT B R, BT IR B S 515
BB AT, B AR AU P — AN 22 A T 5 S
b, MATERQUESUE, R AR e H 75
PR MR 52 B A B T 2 S py s, A
L Z X 2 DR B B, 28 AN
BT LB B 1 AR

23 ETFERERNZEXABSEMIEITHE
231 ZRERZRHRE

TH PR = A AU ORI, T | fik . BRAN
LB R 25 A R AR AR 1Y o AT 28058 — BN G
FEARIESLRE . M EF R KR, T 5
ST ELZR g A Ak BRI Ak A R R A R
SR AL AR B o AR A0 IR B 3 1 B DA A L %
T 9% 3 AR AT P IR Az, (b R B R EE, BI
KT TR R T A {54 v S A2 T LA S A
JB . WLBEKE R 7= i 1 o BRI, R B J Az Tl DA
5 B S R RRE AN 7= A 2R BRI BR R SR, R
Z ] LIS | K B 5 = S A2 AN A S . kT L,
TH 9% B X 26 1 IR A7 RARFEIX 5 PR E ORI AN, 5
FpRRAZ MR AR B, F4 L T 9% 3 55 R AR 56

A IR Bh S8, % )y T BT R B
LA, AT Y H A 2R E 138 BARE,
FLRE I AE B N TH 2 5 A R — A 2 07 1 T 2k
%o Bl EEER T T, DIESERIKR,
PR . LA LA MEAE , MARSE . fil s 5 | A T 2
AR E ALY | LA R R AR T R L
E S, WA 11,

232 1Rz HIRE

A1 PRGN B S SRR T8 G54 k8
A AR BT SR AR & B, AN AL )2 A
AL, BENATNZ MRS Z WS A, £
JrAE T AT S e oK, EE AR T A [R5 B
AT R E., AT A P AT — B
FEE A S S Pl p il L IR &
[l 38 B A, RSS20 2 5 1) SR R AT 3k 21 i
JE NI IERTT R H 1 .

1) Pl s B . St i A e 4l A
Jr=CIm . B wnE N BA AL I I e A O =X
HEATRIET T, ANRRARAS R O A R . 38 1 B
JE P o T BRAE AN BRI AR A S EREE, FUBAY TE
S ABAS BEAR 45 1 BT S A BT, A R S

K11 Al
Fig.11 Liquor packaging



4 43% 2

T TR REOR I B A AW A RIS 247

K12 “AmE” HiNEE
Fig.12 *“Freedom” liquor packaging

@

(-

Kl 13 W IT
Fig.13 Opening mode of wine box packaging

Bl 14 R 5 e 2
Fig.14 Design of bottle cap

Kl 15
Fig.15 Multi-functional wine packaging

g

Z U RET %

THRH R, BT R, T Re 2 B R
SRR AR 1 ST SR o AN T B — kT LA B 32
TR PP A2, R I BT S v B A TR A, 9
Fic 3% AT 9 3 A O BRI T . A S KRR
JEE T T BRI B R R, I B A 9
W E BT T E BT AR, UL 12,

2) AT R T aCH . I A
BT NI, MELAFTIF A6 2 5 T T B
A7 T AR 5 T BRI T A I e S (T 9 UK
FNTCER . TFIE I A 5 A B —ADT, HA
BRI r EEE BAn S TR e,
5 AR R, [RIE R O e O A B —
MBS G R FT IO, SRICT fy b R BT e X
R FE A TG, IR 13, AR s et
e gy AN AT A )R A TR, X RN A D7 SRR T DR
TN TE BRI A RS, I T e S A E
B, BT EREE, IR 14, R — R R R
TR, BRI 7 ST Y R A ST = e
SEBZ BB, — 7T BT A B R, S —
J7 1 T T 2 PORSE o A B AN I 2 T 2
NBERSEAR | Bl 25 B 25 00 B Dh By 5 A0 T 11 25 24
A% o PR R A2 9 T O O =TT BN et B . I
JAX—1T HIRIE R SERL N ERREZ —, M
e B AL DT TE R AT 1 52 B B b 5 (s
THEES, AT HAE SRR P RO BRARSS

3) AW e H . RS,
SR C LR T 2 NSRS R, Bah
TESEEITRY RS AT AR B E I O
Ak, R SRk AR A BEIE , BIHT A2 A ] i A
X, AlE A A ME, RIS THE, 515/
B AR RIS B AE AR 2 re g aE ik oy i =
WHRE, MR, SEBA IR R AT A sCE
BN ZINRei s, bR T FE T aE, A
W TR A C ST INOTAL, S8R T 2% ik
FRLH, WE 15,




248 fu, %%

T 7

2022 4F 1 H

LXMW EE THR T 3
JBR—ARE AT AR AR . ZEE R AR
REJZ A, W R I A e B R ORI, 48 A
AT 90 e BRI IR IR SN 5 A7 A R S AT O 2 1)
FABE, SRS FARMEAER AR s SRR AE Al 2 4
RS b, AW T R OR . S TR AU
ST SR B3 B AR BT RSO F AR TR 1T
B
3 ETRRERNXEXBEERRTAR
31 BITERUE

i T R 20 92 56 K rhoB 2R AR 9 000 BIURR
R IRTEOR , 458 S B AU R BT A B IO Rt
Tk, AL R E — A R T R R A s B
W (1) BOEH AR H G, H
SONBOE . KTV SFBIRMESET; (2) AR 2R
R NET S, BEEMICRIER; (3) 7522
HRTE b, Gl iR BOE | WA AT, W
AT E AT R (4) ERIAF N “#RT, 5
EON AR EBA IE” (5) B Y IZ L

IR, TRT 20 A
3.2 BIHARERTR

BT R BOTTS, Mok T AR e LUE I
M A BB I7 skt riit, WK 16,

G5 MRS SR A UTIR I A S5 R, TE ORI R A%

K 16

ARG 2 A2 TASCT WA A AR B BT SR
VeIt o BT 9 5 0T 0 IR 5% PR 2 00 0 2% 1 D e Ay
R AR S A A RS, TR
LREEUY RAB AL FEARREZ IR I, R A%
PRI L) S B AZ XA, TLART D2 (%) °F- 1 22 a8 4G Jn 1 ff
IRt gk, AT R A AR B S B TR 2 A
o IF HAEFH B T A B, LRk E A
JEUR , AR 0] AR FULER ff X 43, o 400 3k S
T . A b o AR b, SEEUR R IR LA
A, B TG ST, TR TR AR IE ST
ARAEZ LWIEERT R . R4 2 L, a2 LUE
TR K, 256 T ek MR R E . t
TR0 LT B EE T, BrAE I A K
TORBCT AR R, RRAR R G . R R AR
FUMSEH PRI, AR EhbR2 T 4TI, LA 17,
AL E SRR I R E TRk R
B, N T U A R G e TR P AN A R R
P AR IR A B AT, 858 R R IR
JRE e R SR AT IR EC , T K T 2 TN Y 5 () L B
AR5, WE 18, [RIE B FER T ALk R T AR A
B, BE SR TR A ML &, R e,
WL 19—20. TEVR-AMEE L4k & T Wb 2 is A,
R EEAN TR ZE G T AR, LA 21,
BTG, PR VIR T S 555610 34 £
BB o AR O BB, RN
IR, ANMURELLABA I BCfE—e, Ak — S AE

MEsg, .

R B AROR

Fig.16 Overall effect of “Yue Diao”

§ REETF

B (B

® ==

K17 JFE 77 U
Fig.17 Open mode display



4 43% 2 T TR REOR I B A AW A RIS 249

BRET
(BXOBRRERT

SIS [0 BRI
Fig.18 Turntable game mode Fig.19 Capsule juice box
BE
\

Rt

& 20 VAR
Fig.20 Bartending process

>
/ ’
HOE WHESH— RS > >
. xfh: BIAEEZS® S fﬁﬁ?ﬁﬁlﬂ ﬂ‘
A0 DEOEBBNRHUGAET >
| AEM: RREAWAERESE >
KER: WEE—EEA, SBESR
K21 stz
Fig.21 Package of capsule
4 LE5iE F V3 B G A ok AT BT 0T

3) WL R 2 O R o %, 5O
1) AHEN NS ATRN RIS,  CRPIACE, SAKTRIE NI, R
R RFRTGT, SRR, M TR, R L B A
Jra, B S S, Tk A
FH % ZTEAL TR S
2) B3R B LR OB T
—SRIR S O N BB IR TR S (1 &R BT O B i s i U A B TR 5E [ D).



250 T R 202241 A

AR VE R3S KA, 2018. QlULei, SU Xiao-xia, DING Qing-bo. Application of

JIN Feng. Research on Interactive Packaging Design Based Eye Tracking Technology in Packaging Design Evalua-

on ConsumerPsychology[D]. Chengdu: Southwest Jiaotong tion[J]. China Packaging Industry, 2015(Z2): 110-111.

University, 2018. (9] FLA4kHs, Phsc. 2 H A AE R Bt i 43
(2] BERT. BT RN 90 O 7 AR BT SR Mrld. 0% T H, 2016, 37(10): 35-38.

[J. *Ef%E, 2009, 29(2): 83-86. KONG Wei-yan, SUN Wen-xiang. The Application Anaysis

LOU Tian-yu. Commaodity Packaging Design Strategy of Interactive |deas in Packaging Design[J]. Packaging

Based on Young People’s Consumption Psychology[J]. Engineering, 2016, 37(10): 35-38.

China Packaging, 2009, 29(2): 83-86. [10] Z=Mesit. =2 0k 7 30 AR A 5 14 1 v A o ) R4 s ).
[81 &N FE T2 IR R 2 B U A B o {345 T #4, 2012, 33(4): 94-97.

[J. Tolkixit, 2020(3): 49-50. LI Peng-bin. Interaction of Mordern Packing Design[J].

JIAO Jin-chuan. Interactive Packaging Design on Consumers Packaging Engineering, 2012, 33(4): 94-97.

Emotional Needs[J]. Industrial Design, 2020(3): 49-50. [11] #uds. a8 EAMASEQERIT TN AT, BT
[4] HBE#F. FET IO F M R R o 2, 2017, 38(4): 205-207.

[D]. VU2 PhZe3 T K2%, 2019. YANG Xiao-xiao. Application of Interactive Concept in

SHAO Yu-ming. Food Packaging Design of Xing Hua Packaging Design[J]. Packaging Engineering, 2017,

Lou Based on Consumer Psychology[D]. Xi’an: Xi’'an 38(4): 205-207.

University of Technology, 2019. [12] BRAnZ€. it b2 BRI M g []). T
(5] EnLy, JESEH. BT IR 2030 i 2, 2016, 37(2): 29-33.

BWITHESE[]. KILAAT], 2019(4): 24-25. CHEN Bai-han. Construction of Interactive Experience

WANG Ke-xin, ZHOU Jing-ming. Liquor Packaging in Packaging Design[J]. Packaging Engineering, 2016,

Design Based on Youth Consumption Psychology[J]. Yangtze 37(2): 29-33.

River Series, 2019(4): 24-25. [13] MFHHMg. I BRI AR AR 5[] &
[6] Eff, Jr2%. HTHRZNE AN B YRR 3 TR, 2014, 35(14): 5-9.

W[, EL2ET.#E, 2020, 41(20): 169-173. HAO Xiu-mei. Exploration of Experience-type Packag-

WANG Jing, FANG Xin. Visual Design of Food Design ing Design Based on Emotional Expression[J]. Packag-

Based on Eye Tracking Technology. Packaging Engi- ing Engineering, 2014, 35(14): 5-9.

neering, 2020, 41(20): 169-173. [14] k=W, T&EE, FHE. ZERITFHEE LRI
[71 SKIA, GEAEE, 290, LT IR 3hie R BoR gt b 3 R I,  E L%, 2007, 6(1): 31-32.

WA ER I, B S, 2019, 35(4): ZHANG Yun-fan, WANG An-xia, LI Shi-guo. Applica-

113-119. tion of Interaction Design Concept in Packaging De-

ZHANG Yue, HOU Ya-shan, LI Hui. Analysis of Pack- sign[J]. China Packaging, 2007, 6(1): 31-32.

aging Design Elements Based on Eye Tracking Tech- [15] &£, MACHE AR PR K R oE (). o EF R

(8]

nology and Quantification Theory[J]. Food & Machin-
ery, 2019, 35(4)- 113-119.

BRE, JRWRER, TPRUE. R ZhiEEREORTE AR B i
iﬁT‘EPE"Jf“FH [J. " EA% Tk, 2015(22): 110-111.

%%, 2019, 52(11): 107-112.

HOU Yi. The Current Situation of Youth Consumption
and the Countermeasures[J]. China Youth Study, 2019,
52(11): 107-112.



