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Packaging Design Path of Agricultural Productsin Huxiang
Area Based on Silk Road Culture

LENG Yi-hu
(Hunan Arts and Crafts Vocational College, Hunan Yiyang 413035, China)

ABSTRACT: The work aims to give suggestions on the development and innovation paths for packaging design of agri-
cultural products in Huxiang area in the future. The types of agricultural products in Huxiang area are rich, but there are
some problems in packaging design, such as vague positioning, unclear cultural attributes, outdated design concepts, ex-
cessive design materials, etc. With local cultural elements with the connotation of the Silk Road as the starting point, cre-
ative inspiration was drawn from the wisdom of traditional production technology, and natural packaging materials and
modeling structures adapted to local conditions were selected for design to solve the problems in packaging design. The
introduction of the concept of "Silk Road culture” could highlight regional cultural symbols, and also had a very positive
significance in improving the brand characteristics of agricultural products, promoting domestic and foreigh market sales,
and carrying forward Chinese culture. In recent years, the agricultural products in Huxiang area with the connotation of
"Silk Road culture" can have a better foothold and development in the fiercely competitive domestic and international ag-
ricultural product market. The unique regional cultural characteristics and scientific and reasonable product packaging
play an important role in improving the brand image and added value of agricultural products in Huxiang area.
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Fig.1 Packaging of agricultural productsin Huxiang area with unclear packaging orientation and unclear cultural attributes
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Fig.2 Packaging of agricultural productsin Huxiang area with outdated packaging design concept
and less outstanding aesthetic appreciation
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Fig.3 Packaging of teain Huxiang area with excessive pack-
aging design and excessive use of materials
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Fig.4 Injecting Silk Road culture and activating the
value of regional agricultural products
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Fig.5 Tea packaging that clearly expresses historical and cultural information
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Fig.5 Packaging design showing the wisdom of the ancients
and traditional culture
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Fig.6 Packaging designed and made by traditional technology
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