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Visual Narrative Design Strategy of " Red" Packaging

GENG Yan-hao, DAI Zi-jing, ZHANG Zhi-xian
(School of Art, Southeast University, Nanjing 211189, China)

ABSTRACT: The work aims to explore the application value of visual narrative in "red" packaging design with the in-
formation carrier of packaging based on the background of narrative design and cultural self-confidence, and look for
packaging design strategies to enhance the competitiveness of red culture related products. Combined with user research,
cultural communication theory and case analysis, the necessity of integrating the narrative perspective into "red" packag-
ing was analyzed from the perspectives of brands, users and cultural communication; and then the design guiding princi-
ples and innovative strategies that visual narration should follow in "red" packaging were discussed. According to the
packaging narrative logic, the principle requirements of "red" packaging design were obtained from three aspects of
faithfulness, expressiveness and elegance, and the feasible design strategy of "red" packaging was proposed from three
dimensions of "content layer", "presentation layer" and "interaction layer". The visual narrative theory has important
guiding significance to the "red" packaging design. In the design, attention should be paid to the connection of narrative
elements, the promotion of narrative media and the flow of narrative communication, so as to optimize the narrative effect
of "red" packaging and enhance the dissemination of red culture. In packaging of red culture related products, the narra-
tive expression should be deepened to broaden the innovative development ideas in the future.
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Fig.1 Questionnaire framework for consumer psychology of narrative "red" packaging
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Fig.2 User survey results for narrative "red" packaging
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