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Discussion about Functionality and Principle of Packaging Design
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Abstract: The important functionality of packaging design in aspects of usability and distribution were described. Based

on it, the following principles should be followed in design process: the principles of showing inner products accurately,

attracting customers’ eyes and sending good sensation to customers. The suggestions about how to choose the shape and

appearance, the elements of graphics and color, and the packaging material are also discussed under some specific applications,

which compose a complete packaging product.
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Fig.5 G+T package for beer bottle
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Fig.7 Graphics utility for Wenquxin product
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Fig.8 Alcoholic drinks of Phoenix Fairyland brand
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