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Narrative Design of Old Brand Packaging

XUE Yan-min, WU You
(Xi’an University of Technology, Xi’an 710048, China)

ABSTRACT: The work aim to explore the innovative application of narratology in the packaging design of old brands.
The focus of the research was on the packaging design of old brands. The application status of narratology in packaging
design was studied through literature review and field research. The commonalities of narrativity contained in packaging
design were analyzed and summarized, which included narrative theme, legibility, cultural connotation and narrative ex-
pression. Then, a case study of old brand Demaogong in Shaanxi Province was carried out to analyze the consistent char-
acteristics of development in its packaging design. At last, its product packaging was redesigned innovatively in combi-
nation with the method of narrative packaging design. In order to adapt to the tide of era development, Chinese old brands
must upgrade. The narrative theory applied to the packaging design can improve the packaging design of old brands, give
the product packaging more functional value and enable the product information and the culture contained in the old brand
more easily to be understood and accepted by consumers, thereby providing a new reference for other old brands in terms
of the development of their packaging design.
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Fig.1 Narrative design overview of old brand packaging
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Fig.2 Lao She Tea House’s “Yun Xiang” series packaging

— “ia B=E=
e az 58

R

K3 RZEHHEILEEE
Fig.3 Caizhizhai’s dessert packaging
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Fig.4 Wufangzhai’s “mung bean ice cake” packaging
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Fig.5 The development course of Demaogong packaging design
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Fig.6 The image design of Qinxiaobing with Qin cake
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