£ % TR a2k 121
298 PACKAGING ENGINEERING 2021 4F 6 A

ETAPBRERERERXEHLERAR

Iy ==
(J"HRETHNHEAR2EBE, )7 510300 )

TE: B¢y ATAPBRBAARBROESOREH T, TREARGE DR TH TR, Tk EoHEWd

FA ke Aah b, KT E KBS SRR EHNEFRSE L, ﬁ%mfﬁﬁwwﬁkﬁm
OREHML, FERRAT AP HAKREG LR ERTE “RHBT BAE” Fm KT

AR EHRANE, &b EEBORKTHPTRBRARNFHEEKRE, Lk Xﬂ’%ﬂhwﬁﬁ‘%g’“ﬁkmﬁau A

FHRABAEZ, AR PHAAREEE ST TS PRI TEFTELOEN, RAorddRREs, %

FEER PR, Q32X TR P s FR et d, PR DS H LT a8

KNo ExFH K EHAR —Z TR ALIER,

KEW: AP EEARE; Fiba K&k, T4

hE 4SS TB482  XHkERIRFG: A XE4S: 1001-3563(2021)12-0298-07

DOI: 10.19554/j.cnki.1001-3563.2021.12.043

Soy Sauce Packaging Design and Marketing Based on User Emotional Experience

YE Jun
(Guangdong Industry Polytechnic, Guangzhou 510300, China)

ABSTRACT: This paper studied the marketing mode of soy sauce packaging based on user emotional experience, and
made a specific marketing plan of soy sauce packaging. Based on the analysis of the soy sauce industry in our country,
this paper discussed the demand side and business side of soy sauce packaging marketing competition driving factors, and
the user emotional experience into soy sauce packaging. On the basis of integrating user emotional experience into the
marketing value of soy sauce packaging, this paper emphatically elaborated the whole process and implementation content
ofthe sauce packaging marketing program “Oh My Mom—Say Thank You to Your Mother” based on user emotional ex-
perience. To integrate user emotional experience into soy sauce packaging design and marketing can play a very important
role in the competition in the soy sauce market, both on the reputation of the soy sauce brand and the promotion of prod-
uct sales. Through practical cases, this paper innovatively tries to convert users into core designers of product packaging,
and customizes the packaging mode of small batch production by closely focusing on the user emotional experience,
which will play some guiding and reference role in soy sauce packaging marketing.
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Soy sauce sales value* of China market, 2014-2020F
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Fig.1 Soy sauce sales volume in China market
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Fig.2 Major soy sauce brands of China market
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Fig.3 Soy sauce packaging design and marketing competitive drivers
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Fig.4 Design and marketing of soy sauce packaging for “ Totole 5.27 Wife's Day”
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Fig.5 Packaging design and marketing of “Lee Kum Kee low salt” soy sauce
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Fig.6 Packaging design and marketing of ‘LIU YUE XIAN’ soy sauce
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Fig.9 “Oh My Mom—Say Thank You to Your Mother” packaging design of the production process
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Fig.11 Soy sauce packaging scheme designed by some consumers
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Fig.12 Selection of soy sauce packaging design scheme
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