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Innovative Application of Traditional Patterns in Product Packaging Design

ZHOU Yan, XIANG Shi-wen
(Wuhan University of Technology, Wuhan 430070, China)

ABSTRACT: To explore the visual decoration effects of traditional patterns in product packaging design and the innova-
tive application of national cultural emotions. Based on the market demand and consumer aesthetic concepts, the visual
decoration effects, national cultural implication and expression methods of product packaging design through the cultural
concepts and emotional meanings carried by traditional patterns are combined with cases from traditional patterns in
product packaging. The application purpose, application method and application technique in the design are analyzed from
three perspectives, and the nationality of traditional patterns is explored through modern design methods to meet the needs
of contemporary design. The purpose of product packaging design is to promote product sales. Modern product packaging
design has gradually shifted from practical functionalism to design that meet the emotional needs of consumers’ psychol-
ogy, which means that product packaging design should not only take into account basic functions such as product protec-
tion and information display, but also deepen the cultural value of products. The integration of traditional patterns gives
product packaging new visual expressions and national emotional resonance, and establishes emotional and cultural iden-
tity with consumers to promote product sales.
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