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Creative Elements of Brand Product Packaging

YOU Fei, MA Shuang
(Shanghai University of Science and Technology, Shanghai 200093, China)

ABSTRACT: It aims to study the creative ideas and elements of brand product packaging in perceptual consumption time.
The typical brand product is chosen as research object, and the mental demand of consumer is investigated in perceptual
consumption time.According to the synthetic analysis of relations between culture and creative industry, market competition
of brand product, and perceptual psychology charge of consumer, four creative elements of brand product packaging is
selected, including creative subject, creative modeling, creative graphic and creative color.The creative packaging of
KISSES chocolate is designed in order to interpret relations and functions of four creative elements. The creative subject is
the soul of brand product packaging.For brand product packaging, the creative modeling is the three—dimensional show
style, and the creative graphic is the concrete show style.The combination of them forms the strong multiplex visual impact
of three—dimensional space, and the attention and interest of consumer for brand product is rapidly attracted.The
identification effect of brand happens in consumer group. Moreover, the creative color with visual enjoyment can trigger
consumer’ s trust, self—identity and kind for the brand product.The creative packaging of brand product can meet the
aesthetic demand of consumer, express their emotion,and their desire to buy, or repeatedly buy is induced.

KEY WORDS: brand product; perceptual consumption; creative elements
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Fig.1 The shape of KISSES
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Fig.3 Creative modeling of packaging box of chocolate
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