Journal of Next-generation Convergence Information Services Technology Vol.14, No.1, February (2025), pp.119-131
ISSN 2384-101X(p) 2672-1163(e) http://dx.doi.org/10.29056/jncist.2025.02.11

=3 MEDSE §+g.-5+

=20 L.

A7tEct 71X Cixpel 249 A+

Study on Package Design Elements of
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Abstract

This study explores in depth the impact on consumers when Coca-Cola integrates traditional Chinese
cultural elements into its package design in the context of the Chinese market. Over the period from 2006
to 2024, seven Coca-Cola can designs incorporating themes symbolizing traditional Chinese festivals, such
as the Year of the Dragon and the Year of the Rabbit, as well as design elements related to traditional
architecture, crafts, and folklore, were analyzed. Additionally, this study was conducted in conjunction with
consumer research. The analysis results confirm that these traditional cultural elements strengthen the
emotional connection between the brand and consumers and effectively enhance the brand’s cultural depth
and market appeal. This study suggests that appropriately incorporating traditional cultural elements into
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brand package design can enhance consumer brand perception while delivering profound cultural value. This
finding serves as a valuable reference for future brand design strategies. Furthermore, it indicates that
design strategies reflecting local cultures in the global market can contribute to strengthening brand
competitiveness and proposes the necessity of comparative analysis incorporating diverse cultural
backgrounds and design trends.

Keyword : Traditional Chinese Design Elements, Coca-Cola Can, Package Design, Consumer Preference,
Brand Perception
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AR, ZFFEet 7K CIXtQl MHE A% ALt 2006, 2010, 2023, 20243 EAIE ISt

3
HERS 2RO WS FHo=

HZ0| 2H[AE0A O M=tle dgs EALL Ol HE= g2 o [
Aelo] S= 2HIASOA B 2 A7IE 2 5 UBS AN T2t g2 = AF0AM 27t
=t MEe W7|X| CXE = FES SH2ZE MASHE o B2 2HA=0 #ys 2 =
A= HO|E}

= g7 AFLRE S5 X9 ItEE MBUS Bl 2HSHAT] W2 ARl =7t A
ctoo|tt. = CHE UEtel A7tEe MEB0 et =& 240| Qs £oh, = g4= &
HEEeE M8 27tEct Mo et X =S =0l= O =80 2 Ao|H, = XYoM =2
7hEet 2 Oj7|X| Cixrelof oiet 7|= ATE MSE Aol
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