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Importance of Packaging Design to Beverage Sales

TANG Yu-feng, TANG Li-chun
(Hainan University, Haikou 570228, China)

ABSTRACT: The purpose is to study the packaging design of beverages and analyze the reasons why best-selling bever-
ages are selling well. The packaging of best-selling beverages was analyzed from three aspects: design status, expression
methods and value of the beverage packaging. Moreover, the inevitable connection between packaging design and
best-selling products and the reasons for best-selling beverages were analyzed in combination with actual cases. Among
them, the technique of expression was particularly important, which included the application of illustration, AR interac-
tive innovation, symbol expression and color expression. In recent years, illustration has gradually occupied a dominant
position in beverage packaging. During design, these four methods were used properly to fully reflect the visual effect of
product, attract consumers and increase their desire to buy in the design of beverage packaging. An excellent beverage
packaging can not only directly express the characteristics of beverage, but also reflect the cultural connotation of bever-
age enterprises, build a good brand image, increase the brand's market influence, and make it become a best-selling bev-
erage.
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Fig.1 Packaging design of old tea and new tea
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Fig.2 Packaging design of the old version and
the new version of Hey Song Sarsaparilla
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Fig.3 Packaging of Fanta soda
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Fig.4 Packaging of Nongfu Spring milky tea
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Fig.5 Bottle design of Nongfu Spring
high-end water series
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Fig.6 Packaging design of Oriental Leaf tea drink
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Fig.7 Packaging of Nongfu Spring music bottle
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Fig.8 AR interface of Nongfu Spring music bottle
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Fig.9 Package of six walnut phoenix cans
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