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Packaging Design of Agricultural Products under the Background of
Integration of Agriculture and Cultural Creation

LIU Zhuo
(Jinzhong University, Jinzhong 030619, China)

ABSTRACT: The work aims to explore the connotation and function change of cultural and creative agricultural product
packaging design and the change of design ideas from the perspective of “agriculture + cultural creation” cross-border
integration based on the proposition of agricultural product packaging design under cross-border integration. Based on the
analysis of typical cases of packaging design under the integration of “agriculture + cultural creation”, the connotation of
cultural and creative packaging design was analyzed. From the integration of agricultural products and cultural resources,
the integration of agricultural products and creative images, and the integration of agricultural products and brand stories,
the impact of the transformation of thinking and understanding of agricultural product packaging design on agricultural
product packaging design and the change of packaging design function were analyzed. The packaging design of “agricul-
ture + cultural creation” is a systematic design project, which can accurately position the products through cultural and
creative design, export brand concepts, broaden display platforms and upgrade service objects and realize cultural value
identity, design value identity and brand value identity, thus triggering emotional resonance, promoting consumption, and
achieving product premium space.
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Tab.1 Analysis of cross-border integration of
“agriculture + cultural creation”
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Fig.1 packaging design of ancient tree tea of Chinese Zodiac
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Fig.2 Packaging of “Chucheng”
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Fig.3 Packaging of “Fenglaoye” ancient tree tea

X SCAE R E R S T, XS G AT S B R
AL . “hEEGE S RIE TR ER ., BET T
(9 SCAAT5, O R AR G A T A R P
PASCAE Ry AR R BT B, AN 2L T TH 2 i 5%
ok, T EHA BRI 7™ S AR IE . 2 A= 45 KT
A7 AL DT, AR & 1 SC TR T AR AT

. EVH LT PR LA G T 2 B 55 0
AR R IZALA B

PR 0 A T LB AR BT S0 71
S A ORI . Y SCRIEE A R |
AR R, L 1, SERE PSR,
e R AR A BT 0 BRI T
RIS %E . BTG LI A T 2B, 3
TR E

FHC AL, PR 02158 5 2 4 4 SO -
RIS 10 003 RIS . LTI SR QL HE
BLFIPEBLIE T2 , R OURTE T 47 050 W
T ELIE T 7 9 AL P RS I LA 5
23 “RFEG+BMHE MEA

A7 b SO, ARAZSRIEIN, W 6
J5 A IR E AR O o 7 AR Il B S A 2 JRORE H [R]
Mok, ACsRFER AR SR Pl —FK, ik
3G CREN ZAREE L, A LRI DU Z,
—SERAEA P, FIF5 MR A K HERE , TR REA
MAFESR, Ml —RIRA S — 5 RIFFEMA]
R, REARLL, FHHBXESFEH A, Xk
ZRA A BN E—RERIE ., F.O05777, FAER
K7 EE MBS, HABIRE, BEIREIE A
WA o L I s 18 28 AT, s 1t
ot B AR o R RSO T AR A, REREHOH
BPFINAT, HA RSO B R FE B 17 i s Y
el CNAERARR, FERRATERT, SRR
HIUGIR, PrLHCRERE SO GRS, il s 7 e ik
SR P AT IEOAR, R A AL 2.

R CBREAT R, LA 3,
ARSI I A A 4R, YR85 A th 2L E B
TAREAR VRIS o B AL G AT 5 e o A U f e
HOREYEDI 2 SRS IE R Nup e N DT R

AT A IR LR R R, f T e,
BIEMIE S ™ i 4, HOARBUR T, A
IR TR 5 5 I e # VA Tl A SR, RIA T 2 1O HL
o ARG B BRSO BB, 7 OO A T
TR SR S A3y o FEFAESRR IS T, )
(7 il A 1 B R BT A DL R B il oy
SCEA R YR VA AL, M THIE.

3 EHF R+ HEEE IR

fege e it EEIREy . A IIRE . fRI I
. a5 BIhaE . LILry M IIRERfE BIDhAES . 3C
WRIE S A EE G, T TR ThRE, AR
AR RYFEAR I RE, M HAE SRR, e
BIXRA A T A, S S OO L | £
B SR EARAE SR ARR AR +SCR)” B
FURA TR R SE IR 2,



268 1 %

T

2020 4F 10 H

R2 "R+ tl]” BRESTEENFALWL

Tab.2 Characteristics of packaging under the combination of “agriculture and cultural creativity”
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Fig.4 Taiwan’s “hand-held grain” rice series packaging
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Fig.5 Screen shot of the web page of “Zhangsheng grain”
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