Fat H22l % TR
2020 4F 11 H PACKAGING ENGINEERING 207

HREXRLERHIETNEHRR

R

£, BEW
(IR EAR2ERE, JEaT 100037 )

WE: B¢y ENHERNLORI—HBBXESE THLCEA MO ERTNE, 7k @33R Ebe
FUR, AR F 2, 4at g KBRS E R A5, AR E B EMSTER]S
b T ST HERAO KGN EFIESEA R, HHBRNOREZIAALEFTOARRE, B4
A, ﬁuﬁﬁﬁuﬁ%&%m% MR I ik %E@W&ﬂ&&%@ EEA e ERE, A
HRMLENFR I ERBETHO T EATm, & BRNOEETEAERAGERENAZ, 46
HhFH R B ER, A4 Y FILEFE FERG TR, RO LS N R
WMAEAE L, RAXETHEH T LA NE, mAAH TE FTHE £ R o ERK, [A1F6
FART R LA RN AR A E A

KB HRAAEYE; HRALOLE; £F; K

hESES: TB482  XHEIARIRAG: A XEHS: 1001-3563(2020)22-0207-04

DOI: 10.19554/j.cnki.1001-3563.2020.22.033

Contemporary Aesthetic Education Value of Gamification Packaging

XIA Bing, GUO Yan-tong
(School of Fine Arts, Capital Normal University, Beijing 100037, China)

ABSTRACT: The work aims to prove the unique aesthetic value of gamification packaging in the contemporary society.
With reference to the gamification theory and combined with the relevant excellent cases, the game psychological needs
of the audience were analyzed and the rationality and necessity of the gamification packaging were illustrated. The in-
herent characteristics of the gamification packaging and other related theoretical questions were analyzed and the func-
tional principle of gamification packaging realizing the social aesthetic education was clarified. Then, the rules were
summarized and used as the basis for practical design, to enhance the acquisition and exploration on the design rules of
gamification packaging from the level of design methodology, thus providing new method and direction for the research
and practice of gamification packaging. Gamification packaging has a long development course in China and conforms to
the psychological needs of consumers for “cheerful feeling”. For marketing claims in the consumer groups such as teen-
agers and children, the reasonable consumption stimulus and visual communication of gamification packaging not only
has unique value in marketing, but also promotes the current social aesthetic education and cultural heritage, which is
worth for packaging designers to carefully study and treat.
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Fig.2 Cylindrical carton packaging
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Fig.4 Mentos “Second Ripe Sugar”
chewing-hard aerated sugar
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