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Relationship between Packaging Design and Commodity
Value of Fast-Selling Drinking Water
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ABSTRACT: The paper aims to study the relationship between the packaging design of drinking water and the commod-
ity value, so as to provide reference for how to improve the commodity value of drinking water in the market. The com-
modity value is investigated and reflected through the market share, economic benefits, consumer feedback and other as-
pects of domestic major drinking water brands, the representative water packaging cases are compared and analyzed, the
value laws of drinking water packaging and the role of packaging in commodities are analyzed respectively from the as-
pects of packaging bottle shape, bottle material, color application, pattern design, etc. The water quality of drinking water
is similar in the market, and the difference in taste is very small, so the packaging design plays a decisive role in improv-
ing the overall commaodity value of drinking water. The novelty and instinctive attraction of the bottle shape, the texture of
the material, the use and matching of colors, and the design of graphics will be used as the aesthetic reference standards to
affect consumers value judgment. In this fast-paced era, consumers' preference for the type of packaging is also changing
rapidly. Designers need to explore and realize the new, beautiful, personalized and many other emotional needs, so as to
enhance the packaging design of drinking water with more comprehensive design considerations, so as to enhance the
value of commaodities.
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Fig.1 Packaging design of Aikua
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Tab.1 Valuelaw of bottled water modeling design
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Fig.2 Packaging design
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Fig.3 Packaging
design of Runtian
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Fig.4 Packaging design of Ganten and Alpenwater
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Tab.2 Valuelaw of plastic material characteristics of bottled water

BRI G 7 5 1 01
e JORE BRI, REGIE, SRR, AR, RS, RN TS, A
- JRAT T T JELTIT W HE () TSR B P B R T A
I B A, R R e R -

MBI 2, B 1 S R 5 2 LR

7 A 3 TR EFIE L H . ;

R i;iﬁﬁ WERENE, JFEARRER LEIGE b

w o5k H R 0N F , TotiE T ook, Yok (M m 0 YTk hig . FE R EMERIK S, ZEm

EARHE AR 25

REAS 2011 9% PR R A BRI, R K BRI
T il B PR AR A T 7 b SR A 3 B b 2% —
MBS T, L AR R B Y — P
I BT SEE B . R, SRR HAEARE L s A
M 51 7 4 B 3 TR BE RS I Al B I AMETE 4, SN
176 33 — 3 25 [ B0V o 7 ) ol 2 44 B, A B T
FETHXF i B A A

2 MEPERXEmIHER RN

THLE ) BE AR B R T B i AN B 1Y 52
L 55 (5 BT, A i 1% 28 U R A A 81 T A Y
B — A B R RS 7 i AR AU R
TR TE—E A, AR BUEA (AR B T BE A VR ]
[Fi 1212 325 ) — ool ot A T) B BB 280 T T 25 B

SR L, IR A BU R T e,
BB S REAS S Bk HH B R B 7K AR 5

21 ERMREBMNRREREH

TR ) 245 30 8 0 D9 PRk, B ERLBE SR
PR o W B Y BRI R T, B S YR
LA AR TR A B B 90 18 AR P i 32 Al B )™ R B
T bR . SRR BT N T AL, AR EHIRZ W
PR B, RS ARARA BT LI 2, B T
Pt A U e FER AR A 28R, T Z iR Bl e

WS 52, B T AIRAES EBINAET £,
M — 2% AN HE B L5 A3 5 91 T A — JCIf e 7K AL
K3, Wk IX— G, ARMERREE. W
Ji—BERIE S, SECTRADKB N EIRTS o RIS IR
B2 R fs 0 1) SEORERL N A% 3t S TR B
S T B B H e i RO KRR T A S K G b B e
S A o — 2P A e, TR O R — 4 H S0 AN
Z, FFaRARHIE, 42 H R —Fh A P e A
R BR TR BURIEIR , B (R (L RE RS T B
BRI BOA IR BE o SRDIE I Tt A, — i
R VPRl B WA (0 sl H IR (RIS, 4l W I
BRI KRB S Bl 8 TR AR
WIS, I RF—MRAR | @RIIEE, XM FH
Z T RRE ROKILIE 4,

A T A 35 5 A A e A ATTRT R R 7K ) ik i A
5, (e TR MBS 7K (14 i i R #0ORF M LB,
A AR M A R oA 1 U1 T SRR RE 5 15 2 TR
A BPRES 5 it HARL R i 2 AT TR KA U A 1
5o, WNERPHE R | I AT REAS BRI BV 2 R
e 21 PHAE FC A R T o X TR0 RE K BB A R
JEB BB EHR WLEE 2, BRI T 20 i 2 2%
Ve R Z R | s, JF B K BN 5 ARk
FETHH K BN

2.2 WIS EEE
LA BT 5 AR 22 (6] B4~ DRSE TR Y



312 fu, %%

T

202145 H

K5 KKK A LRI
Fig.5 Packaging design of Changbai Mountain
series of Nongfu Spring
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Fig.6 Packaging design of the year of
pig series in Nongfu Spring
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Fig.7 Packaging design of Youyue
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Fig.8 Packaging design of soda water
in Nongfu Spring
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Fig.9 Packaging design before change
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Fig.10 Changed packaging design
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Fig.11 Packaging design of Tiandi Jinghua
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Fig.12 Illustration details in the package of Nongfu Spring
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Fig.13 Packaging design of the “Forbidden City”
series of Nongfu Spring
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