178 PACKAGING ENGINEERING

(N N % 38% 5 16 Y]

2017 4 8 H

[ o B |
ETUIITH THRBERIZITHNEEELS SN

BE, Fmaoa
(YLVORHZImE K27, B E 330013 )

WE. B& S QR0 BT R AN A 6 R IR AR B Ak AR i B X e A 1R
¥, Fik B 5 R R @R R0 A SRR, e TR AR B ALAZ G, 2 R R BEAT AT A,
MM KRR E T @S Fixit, & EMEFTAHGIRMET, 2>HERH T EZL Y 0l R AT RA K
FI R BRI 8, B ELRHREATH —REE, LA ES R OEZ T —FHr ik,
KEER: Yo Rt MRATA; HEEK

hESZES: TB482  CHkFRIRAG: A XEHS: 1001-3563(2017)16-0178-05

Accurate Quantification and Analysis of Bever age Packaging Design Based on Pur-
chase Behavior

ZHAO Qin, JIAN Xin-yi
(Jiangxi Normal University of Science and Technology, Nanchang 330013, China)

ABSTRACT: It aims to establish a quantitative method system for beverage packaging design to develop a new design
pattern and reference for packaging design. Through the analysis of the consumer's perception of the packaging design of
the cognitive experience, processing feedback quantitative information on the actual case analysis and deconstruction, the
established direction and creative design are obtained. Consumer purchase behavior driven by various factors affecting the
formation of perceptual information on beverage packaging design is analyzed, which is not only a perfect under the pre-

cision design theory, but also creates a new method of high quality packaging design.

KEY WORDS: beverage packaging design; purchasing behavior; precision quantization

Bt FE B T S A0 P T S AW R, R Tl A
SRR AT AR 2 BT 20, AR Tl 32 8 ik 3
TG A T4 Tl S R RIS 2 i P ) R RS R
HER M BRI T T B OB s BRI
A, HR K0, A TE ORI AR . — 51
YORH TV 2 S i 22 & R B ATl 2 — , BT Se Bl T
b B ARG KA 25%0A |, o RS B i
RSy, RS W — i, MR Tl
R, AR RS [ B R R, (15
RIPCRHMLRE S AR/ | 2540 B— A ST, P TR T
AP AT T THEAG, S 8ckh 2 B a5 TR ELBk = 1) 3 Y
YoRMuZE T 76T 28 B 358 SRR RS Bk i) 4
K, URTPORHu ST AR E O KRR, B

Wi B EI: 2017-05-10

IR SR YRR AT, L, T S
by, BRTHIRE A, (R T AR, R T
Ml R A PR A ) A

1 RPERTREFEENER

YORMLBEVE S YORL R i B A% 9 — A7 5, SOk
PEATH 2 F LT LA O Y BT PORML R B RO R
B Ml S 02 (i R | R R M A 401, AR
TEVLH B o T BUCHE 2, 1 2 3 X OB e it
A BB RZN R SIS, 56 RS 0 SRk S 1l
GyiRWE oA T OB BT, A B2 AR R AL Y KL
i SRF , PORMI R BT 5 OB B ik 2 i B Y52

HEEWH: 2B 2016 FA R A4 HER K427 E (YC2016-S414)
fEERAN: RBY (1970—), k&, HA, Md, THARITRKXFHIZ, TE2HR T @AM RRT, FHILEIA

KK G R R



38 16

B ST R 0GR S OB 55 507 179

Khi—. FETI, ASCHENEE
T AT B g 0 AT
1.1 BREFHHESL

ORISR R IR ™ SRR A 2R, B A
AL IR A T AR I o M ETRORH R B i (A
iz i R R T O A 5 By 45 NG EIRAR, UopHE
PR RIS &, F 2 OBHE iz b
15 BBAE BT B B B o SR 1T Bl At 2 AN AR, A1)
AR B AT L AR AR B, 43 2% 3 B A
YORERT 32 sh 0 BRIE Sh i, JFOA B9 R T e
SIS P R AR 2R WL TE AN T BT, 2
— P A K AR Z S5, TH 2R 2 It i =
550k 77, ORS8RI 0 €0 R SR AR X B b R o B4 A
A, G, BRI T 9 B AR O PR
R RECHT R B TS, AR R il A A X T A A
PEATIE T, TTIX R B AN T 9% 3 X RORHM e (A 1
TS IO, e B AT, 2Ok
(R ER AL SN F s G
1.2 BEEEANERL

EIE TR OB S A A Bt b o H Ak 2
BOEE, BRI, MarTis LR R R TR £
HE, AR RS h 5 TR, ek EIBIE
YE R B AL M R 2ETEE, TR PRI 45 18 2 E A G
FE s B OB R EDE R AR X B B BER &
BT IX 53, an 2R EARBE AR L, B DL K
ek E, WGDLERARNOCHE; B ZEZEN,
N 2 IR A 2R R, AT AR 9 R s
l, EOEA Bz A4, mubnl WL, EE BT Ja T
5 BALE AT /D Y, FEX YR 2 017 Ak /T Y
SRR, N AT BE A B O T R R A BB R
T, XEEROCA OB 28 i R B 0 %, i
AR A9 2% 8 P — R M D A AR 5
1.3 XFigitHask

FERRML BT, SCFER A o E R AL
B, SEEA SRR S RGP, ki, fE2Y
AR i A 2% o R R Y SO A T R AR B N A
B EAR . BT 2 Sz I SRR, R s (Rl HEA
ZAL, BHASHIE 2 0 oR ™ AR B, X
PH IO ERR AT Z A0 0 SUFA FUZ R A SO
B, AR RSO IR B G A . FIESTIE
LRI ITT R MR, X LA 5 TC R BB E (N H 1 3%
HACUE, BT IR AL % BT 22 Hir W AT AH A A 2L
PG, PACAE R e iR 5 05 ) il e
B4 A A BT 485 S AT LT i B OR35S 0
AT 43, 7 48 43 e i 5 9 50 RAE R ARORHML 2 SC 5B
LS

K 5307 34 T8

2 MRBEFEITHREEL SR IT

REfiL

Biti 5 ORI 2L BT A T kA R AL, OB 2 78 44
RS G R L 25 TS A AN, T P BRI
R4 Y U AS 35 X6 AR T BB A I, T o 2
B B TATR] S EE AR B Ok SR Y R R
SR SRR . A S  TIT IRE A T 2RO A
(AN I SR AN 2 8, MG SEAT R 1 20 B0 15 32
U B AN SR, 30 B N T T S RO 1 o0 b, H
HERRAEAR IS 2 R b, DIl 2 R s vReR, A
RETE S i L B o T b 5 A5 580 .

21 HBEEWIITAHRNBAEHESHE

TH 288 WA SEAT R A8 T 2 i A N sk K
A T T S A W S e S A7 3 Y sk B SR R
A B NIE, 2R EARES RIS, Pty
BT A T 9% 3 5 AR 28 B IR PE R R

(ERCBME e AN 22 T R BT, 4 EB e A3 [A) 4
A5G TR RN TTAT Y, 5 B B A AORHE B A B A AT G
BE, IFaE AT R . Wit EE,
A TERE B P L B AT A HEAT T VR A () 3 0 &
TAE, FLAJ 100 i mE, HhAazin & 93 47,
PEHL 60 &4 /4F, 4RI 16~22 %5 30 44 )L,
RN 8~ 12 %5 hEAEN 10 44, Hid, B 40 44,
2tk 60 4. TEA . BN, I EdE TS
i, B PCRMu 2 4 C E A S B g i, LR 1( 3¢
s R EE 2 ).

i BT3¢ HHRAE

61
v) 5 =
44 46
37
28

76 81 49 69 12 15 69 58 37 64 69 T2 15 64 68 6.

P W 2 U & & & R o S K
& 4 ¥ T S S
SFSFF L F P
\*J)
»

R

K1 YoM R A TR I SC o Bege it
Fig.1 Statistic of the relative fraction of drink packaging
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