Journal of Next-generation Convergence Information Services Technology Vol.15, No.1, February (2026), pp.47-60
ISSN 2384-101X(p) 2672-1163(e) http://dx.doi.org/10.29056/jncist.2026.02.05

e FEBH e E H7[X| Cixtelo 2ot A
-HEE QIX[= O|ES FHLE-

A Study on the Package Design of Cultural Products
by Yellow Crane Tower

-Based on the Brand Awareness theory-
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Abstract

This study focuses on Huanghelou (Yellow Crane Tower), one of the Four Great Towers of China, and
explores the impact of visual elements in cultural product packaging design onbrand awareness. With the
rapid development of China's cultural industry, cultural and creative products have become key mediums for
the innovative transmission and industrial transformation of traditional culture. However, the current designs
of Huanghelou-related cultural products lack a systematic brand visual identity system, making it difficult for
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A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-

consumers to directly associate packaging designs with the ‘Huanghelou’ brand and its cultural
symbolism.Grounded in the Brand Awareness Theory and Design Identity framework, this study establishes
five research hypotheses based on five visual elements: logo, color, illustration, typography, and layout. A
survey targeting consumers aged 14 to 55 was conducted, yielding 125 valid responses, and a five-point
Likert scalewas used to quantitatively analyze the influence of each visual element on brand
recognition.The results indicate thatcolor, illustration, and logoare the key visual elements enhancing the
brand awareness of Huanghelou cultural products, while typography and layoutserve as supportive and
reinforcing factors. Effective packaging design should balance aesthetic expression and functionality, using
visual language to strengthen brand uniqueness and foster cultural identity and emotional resonance among
consumers.This study provides theoretical foundations and practical guidance for improving the visual
communication and packaging design of Huanghelou cultural products, and offers valuable design strategies
for the branding and global dissemination of Chinese traditional culture in the contemporary context.

Keyword : Cultural Product ,Packaging Design ,Identity ,Brand Awareness, Yellow Crane Tower

1. M&
1.1 Ao A 5 X

YO2E 53 AIBR 3 ofLER Q3 AIAICHS 23901 HYE RO HeIX|D, Hix

3=
)0 0I20| Lj2ie} BISHTHE HAUA

3 FE0| RA[ACE B2 AlRIS0] Of FLf (oA
ANE ND =g 2AY 7IXE dotRien, JMMAE 1 HS0| ASEHD ULt R =
oA BET AEed) YO fIX6H0 @& DS Bt AWE ik ERL) OFFSHY A
=i ol 2 g8 TZChE@esH Iy ete g2 OlZL) olgieh X2|H o] Y=o +LHo 2
20 2o g0 % 4¥Eme HEds oo =YY + ULt FARFEBE)2 BEodE2
zetr=o gl F8S X=010 HE 24 2o iy gt &HS TN =t u
Fob 4= ofgs STots WHHZAM 2 2J0jE AIHCh 20258 RetAOl= F 127079 2%
7|0] RAen, Ol FH|0lY TH 2| 31.5%01 dHEettt. 2ot 23t 7|92 PP+ 2 FH|0d
T2 oY ==t 7Y Y+ 623%S Aot ULk A= 2H0lY ==t MY G0
553%2| 7|0g&s 20|t, FH|0lg ==t Lo HYHOl XS KXot UASS LEFHC

SE2 SMIME F2 HSHL 7|83 HFED Y= &

ox
=)
fim]
dm
Of
Mo
ot

el

&

= g7= FORO| FohyE WX LAl AlZp 2400 20, MY, UAE, ERO|E 2],

ojotRE QX|=O0|2E SH2Z, BRE FHE o 2ohdE U7Xl CIXQI0A Ot AlZ
o

3oln HBHOE Lo G

— 1—

—_

=]

Al ABTo2: ofy &F0| &t BEYS A4 AYSH of1, 0|2 Z=tyEe X = A

bl
fo
B>
d
-
Jio
HH
B>
o
_?!_
_\'J_
>
HH
njo
liRa
ok
oot
o
n
10
dm
0x
n
N
oA O
oz

0



Vol.15, No.1 February (2026)

Journal of Next-generation Convergence Information Services Technology

Of HS3 ===7) =OF Cf

t

Io|
—

Yot g 2
gl

-
o

AR

x| 7

L

—

=

=

A7l

I

MH 7|9E9| 30~35%

o 2 T o R M OO @ X0 0o o
KD foil Mo = :Eur_nol_wr__ m ___w_w% U ol
Ao~ 35 o© U o =2 w = I oon 7 ool
® X0 T = ol RTE K T m K N0 @
o oo g WT o S~
= = — jol 10 == %0 Ol R0 T &
S o of © oo X K{i %0 o R0 T K
Ao ozroam o X M o g N T
~Hx e ms P g P g g S
el S LTI T g KD
S R VT~ TR S B0 52 KB E O
aaw.nwnvl K % wm K w.nl%i_u_ain
Toua ENFE L
S U o w»n o = 1T _I|_|RI|__“_._0._E
~ _ 10 - T K = O << b K
> o Y m W S . = E@Mem_.mr_ﬁ..lm_
Mﬂmm._o_m E_Emu{._ﬂ m_._A._H._oll..Alc_
RESSE WREE 2 ES Y
S5 ol LI - 37 ©l 5 3
W .o TE ool Lok b= T
o] & oF N BOF gy WO Er = = WA =
ool 2o Mo m 200 gy S
Ko o F = H H X © = = R o o2
=T " 20 K] ol S 5 okl o 2 4 Bl jod o
o Homm o N o & 8 al
o WO o - K = <o H I+ =
4N s Luo g o ES LT
H g & ol = 100 = T = un Y
Qu_ﬂ 0 A_._o ol H —
D oo ¥ = m B M B 2 o o
=g E D 0l = 1 g M & o7 g
< oy IS gn ROTHD n oo X ook m
<k O._ _._.___._.__ . = <0 _A._O oK H_._ = 3l LU
:_oJII_._.__I u_._l_l._l._A._Lo._Il _._._“_HO._IO.H._A
s0o0= o Mo f T oogp S of U = ° o oh
go = gy o MR - of  Ho T iU o o
Wz K& — D B =HD®
R = M E oppf o B ol LR oo
=3 < W X B0 X ol Woe X
O TR S ol Wy T mH
P g ol M E ot K ZaxorNx
oo uomool g K - O o up gn B OF
g pr M I E & U<k =3 G WoRD e
= ot s I 0T g S-S
EM L 2Tt r e Y = T
<o TP oo B W owl K — " o K M o o
M X0 jm &0 <0 [EREC & KO ol & o X0

e 2t
49

7FX|(core value)t AH|X}t

M= <lojstt Cixtel &

.|

PS
o

74Ql-x 20|

=
=

Ssjof otrh
OFO| HIE| E|(identity)= OFO|HIE|E]

2.2 CIXHQI oto[HE[E| 7H'E 3¢ T7|x| CIxtle] S84
OfOHE|E|Z TA|=}ElCt

2.2.1 C|XtQl ofo|HIE|E|



[=:]
=

f

EER

Q

3

pon
b=t

—

C
S ABIROA HESE

3

=]
s

of AIAH 7R =AM 20|

4

()

|2 Haicol 193t Jhk|et

—

-
(=]

4

8

M7t OfLfel HaHE

=

L=l

(¢}

3

—

toflA T§7|X| CIAf

-1

A S
=2

3

C
—

TEots 822 OfSHEl Lt Tj7|X| C|Xtelel Ofo|HIE[E|l=
oz

‘40| ofL|zf, BERHES| BHA F4K|(core value)t ZH|A}

A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-
XIElTt. ofzfs

o2 ofsfEict, mrat TI|X|=

=

=

= M omu omr oD oo RO X o oF T M N Koo
KO jof K W _- KM o KO Ul F ut ol oy oo o
— Ko mH = W T RORM X2 HH

= oz 2 MK o0 N L

= o T = — N —
z d ST R < w7 = — o
X0 Ul — X @ 9 & I w %L of W
Surm W F 8 Mmoo VA =
o = &8 %O =R O Ul 5

& Bl K o K oK oF =

I ki s ol Kol o 7 o o S u
R o O o B0 3D > o @ o] U
= 10 of 1 P Ko Z RO gr KT s . ™
oK @ oF B R _or u % = W o
A A TR A =

KU > {0 -~ H = M =
= ol K I N o &
H,mw___Wm_oMoﬂu_r_wc - o H o I
o K 3 S B0 Ho 1o a7 K = 7o)

oF — @ 4r ur Ho B %I mD T o2 %!
_ m_ o T 1L = 1o <H KO0 = 0K 1 Klo

~ <d _H_ KO K O_ _|_._ i o N

U= < oln L = o W o
ol K H < Z K2 ofF e o ol <| ol

s o~ K o u 3 i
om 4 i o . ol Ol Wi = = =] i ol =
oo = < o L KO Ul = KO ﬂ_ ol o N
o Of T o) EOE oy W oo 2 r . X
o = ¢ o o= Al w ol B N = X <o
o o T o I U RC m Jo o = < 3
Ko zr =+ %0 & o & °° 5, & -0 o 4 < %
R = osn Koo 0B R - o o
or @ xS por O\ ol zo M o X
o Ko RN gm & Mo s
ol s < 2 1w ° = b - . RO 2
K Hxgodl =X — g - <1 mrodlTT rul=e
o T T ol w o T | {0 g O_n_ - _IT -+ = —
n = H 4 = - K SN fod -
A S oo W %0 ol = B I I
- e g g H X % o o - K _ 1H I K
= N T KXo Il gD o o) o ol H o ™
— = H o T o drNoX R _ R .- M no =
o W g : Ao Ar K o O ol >
- ) S N o
Jo w MM E W S WX T = . %0 Ko Ul
N ﬂhol_%fu_uarm_%qw ol o m ko ﬂ_u___
o T o B R ol =) e
W K&  OD 3o - &Y o M2 X
S = T s sl = & ol 3 O K 0 £ ol oo W N
cor B B s N N - | B3 oo Soer o M =
ol o o= oz oI oo OFE oo i — o B Noouom &
o - L_l_ L = _ r ot o K . L_l_ < = —
K K T I — ® K O 1] o < — TR o e nr o
oo 4w N - ar m S © o o 93

= fi] 1 10 0 = L. X ol__._._ =5 Jor o © = )
. SO o mk oo ul ul T F I ORU - o0 = © ol | [}
1 ~ 0 o Wl T & ol dr ™ o -~ PN+ Rr o ©

At

=

=

= A4S REOHH, AH[RRZE M O|0|X|ef HRE O[O|X|

o§7|X| CIXrelofAf A

L

—

A

=

2.3.2 Mixj
AH

50



Journal of Next-generation Convergence Information Services Technology
Vol.15, No.1 February (2026)

EFO|Z2iT= ME HEO| AIAY-ZMY #Y UAS Zo, 22, MEYE, A8, 2
E 7124 HEOY, Tojet 28 S Eih 2E 37|, &7, At HAE ZO|, 22X YE
71, =8 By, BS54 G, My SOl TRl S dREH, Y& t=gat =g &

2.3.5 g|ojotR

glojof22 O/X A ME ME ZME SA0| 12{sio] A4 @48 o2|Ho=Z Hjgste
EM I7|X|C 7tEHE TMAT|IE A2 FSHZ Lt 20|02 HAOME 2EE ME Xt 3
7|, Azt W & ME Q49| RS n8to] R MEYS Yool ALY X3 O|REE df
OfF Lt
2.3.6 X =

I

OIX| &= (Awareness)= 2H|AP7F ERHEO| AOtLt =0tX|E LiEfL = 1Y 7iEo|Ct. Oj=2 <
X} GIO|H|= A. OF(David A. Aaker) £ 19913 XAl <Managing Brand Equity>0lA HSC2 HHE
OIX|=(Brand Awareness) 0|22 HAM2Z HA[SIALY. D= EME QX|=E EME K4 (Brand
Equity)2| oy Q42 HJAoH, Ol 4H[AL £ HF #HF WM EHES QAASHALL 2ld
2 = 582 2ojsttt. ofHE BEHE QIX|=E HME QI (Brand Recognition) 1f EHE 3
M(Brand Recall) 2| F 7HX| HEHZ F2BIQACH MR AHRZL H#MEQ| Xp20|Lt ZUE B

A
S Uf 0|2 MEY 4 9= SO, IAE 9fF T 0| BACE Ax2 @

— =

- — L= o
M, 708 QA 2HE SEE0 S ks DXL ERACE

= ERS
Holth J& EHME QX7 2B|Ate] HE(of Ho Hgo| TAO[X BHME JHK| 59| 7|==2
= |- g
X == 2HIAPE £ BotdE BFO &8 BUES MESAL 7|9 + U= S

= =B
Ch Oi7IA AlEe RBE FE} 7|9 S0 EXSHEXIE oot YO, WXL 20E
ABoEM Dp7f ZHO|Lt Serx AT BAT AHS FMSts 2L oot A2 A%



it

P
(=]

|l
=

X
()

s 2HIRROA
2|2 O] LY.

o

BEE OIXEE AH[K}

A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-

SEfO| A= 2B[RE7E O

7k o170 ot

i

=

o1

Al R,

x

te 7t

S LM KHEst
oA 7|

X
=]

Ct (4. =M, ETHEIL F0) 1

52
QX ZE AH|TtO| HE

<+

od
od
&r
il

@3ITH OHRB o2, QIR|EE B

o 7|ofs

S|
]

K

o, XIS 2815 JxE suHoR

tet ==HH 7HX| HES

2 2

H

X

RO

sast ot

—_

o
oF

3

—

NZtQ20f watd o7

1t

3

—

.
o

of So/0]

=~

X g0 Oft
Al

(¢]
s

|

=

=

QATF AH[X}O| ERE

3. 97 X & 7
.

X} HIOH|E A. OFF(David A. Aaker) 2

H7IX] CIRtele] Az
THYSHAR} ot MKl 23 UAEY0[HE, MA|

s

(=)
of
I

Cio
FSE T7|K| CIAHRIOM Of A[ZY Q47) AH|X9| HEE 2l

A7E 029
i) 22

=
o
A 2H:
A3 7H4.

(

=
=

Al
©

i

1000

3

i

IX| 27} 29

i

i

52



Vol.15, No.1 February (2026)

Journal of Next-generation Convergence Information Services Technology

7} #2[0[5tA

Al
©

i

TEHEC BEHE QX =7 {2/0|5HA

<
gl
=
=1
E
E“u_..m_u
=l 3
=Y B El
[=]
[y

glojorz

Ae x|z

1|

m71%| cixtel

<

4
Ko

[Fig. 1] Research Model

(18 112 2 7o drRyolct, ALZE2 If7|X|CAQlS =& ¥4 (IndependentVariable) 2

=
s
AE

QA0 2T, Mx| g

3

,BHE QIX|E(Brand Awareness) & 5% H=(Dependent Variable) 2 7L}, Eol

I

2y 2y

QolozN, H7[x| CIRteIl A

=

|
o

22

A2

O 7K

AHE

Zt9]
E}O|=12H ], 2f0]ot

A
L

O 7§ & 4~(Mediating Variables) 2

ai-

4

1000

Cf. B2 MO 25 < 30|18 QAF2 L

= oz
oz X7 22t

Ef

=
x

(18w BHX|=/Of

[ o
= K&

XS2 FopEet Kot 2AM2|0f

M2
o=

gl

M7t E0tEeL RAFAAFA O[O TIL,. Of

7}X|0, SA[0f

A|EE}. X

=
[

=
=

X7|= 2blE

1 o
oig

o

53



A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-

HIE otRol= g8 ¢=0| oz BHEo

XS##)0] XS ot

[Fig. 2] Yellow Crane Tower Photo

42 F Mxf 714

1 Zct.

= & 1]

goi2o| Zo M

[Table 1] Yellow Crane Tower main colors

W w4
o™ Gy
RO Zogu |11
gl 1o o |n__|7|
o3&l |Hol |/~
o RO op <0 L Kok
Oﬂo_._uam._ N Jof WOI_L_M_
2=k B ECHE S
e_.wuuo o3 Kl N
1 -3
E.J______E B o _Ew_mmm
e -
o W KIS m:_mA_.m_:_
WIS =\ pyH | |W 5RO
- Nm____l:_w__u m_m___H_ 27| %0 © o
_ ZI=T5 T
go| % © 7 | & T O3 iY
=< |ro & K = BT KF R )
1l er._, jolo T0 7 | o}y ol_:_._ﬂ_.h
4 o) |KF R g RID
ol & 2|y =B Al
o S S K
O or BRI BOSiTH
<8 Aol K
S TH0 | =27 00| S o
Rr = 5= | = ~H T
i ujo O or |37 M I
=370 | ~n WX | [ ol
N &M — O U wn Ho
Ol mruo| O & =| — ~ Uk
m_._r_lo_u._.Aln_ m_._r_l._lo._._m_l ol N
Br Br KO U Mo =
1ol0 T Ol1 | %0 <0 &l | UF & 30
S N [sa)
~ < o
x| = | 8 | =
s = Z o
= = =
(=) (=) \O
3 3 3
7 0F WE mE
] r
e 0 K R0

Y

"
&l
O

51D RIAIARCH 2EQBAE

H
=

7|92 OfM7t ofZF Z10|E|0] &

=}
=

s

Mg 291717k

~
y =

0| 120

s

o xt
of & el o

(o]N}

0|

54



Journal of Next-generation Convergence Information Services Technology
Vol.15, No.1 February (2026)

k| )
o ERIB( K )
ME St ()
=d SRBRCH )
= HRDS(HEHL)
5. YR BIME MEHEN

Of2h [ 3= o7 ==hdE AM0|D Z T7|X| CAtRle] AlZ4ea SH2 Cha3ah ZLf.

[ 3] BT BANE A2
C

[Table 3] A Case Analysis of the Yellow Crane Tower Products Package
=in| glo[oF2 Ay YH2AE EtO|Z
—

[ 4
C0 M22 Y20 KO &:’: ' - B

CO M25 Y67 K17

. =

CO M13 Y12 K4 e

\
CcOMl Y2 Kl ‘“%fj <

R A KR
ED ‘ YELLOW CRANE TOWER

< A CF u
C0 M10 Y42 K3 P %Eé]l‘[%l’fwﬂowl %%“mg
CO MO Y2 KI e SRR

CI5 MO Y15 K20 ;WT m* K-

CO MO Y2 K20 —
CO M16 Y100 KO
C60 M25 YO K22 4

55



Lt
=

| 257}

A
[ |

(¢}

S)Z LRI, TA e HA
ANEE =0l= AHH 240

2 CHYstx| T, ojojx| 7h g0l
7t=-ga =540 ot

L

M7t 2850 EHME MM HAZ S

I

!

Q.
o

5 9M297 YBER| o U

=]
s

tA2]

o
27

=
=}

of

4

—

-
O:
—

X

)2 0]20]

|

HH HE MA<t

=

=
AIZbH E0| YBEIX| LOB, A¥ I7|XI0|A

-
o

ofzlct
B}

7h LEE[R] FOp Al2|= SLGa 712
i

o
b
'}

O AlZtH ojoj7t &
5. EfO|= a2y

[¢)
L
32, NZ 24 Bt

k=2

A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-

4

&
[mm ]
A
—

£ =40 A

2 1008

B

o8

=
S

1258

S 117X 0|Ct,

Ko
J
Bl
H

SIRAOM, EAF 7|1Z7H2 20254 118 4Y

A

oI
ol

oH

0.8992 7|&EX| 072

=
=

MO MA| Cronbach®l «

A
O|Ct EtYd &

2z &2

2
FACL.

il

ol

oH

Cf

ol
=

>

AH
~

-
o

(¢]
i

1, Bartlett A™ % p<0.001

KMO and Bartlett's test

KMO

Bartlett's test

Cronbach's a

KMO %{0] 07622 ¢!

L

—

O A

l
I

=~

ofAE, EfO[ZOeT|, 21, 20[0FR
M

=
e

[Table 4] Reliability and Validity Analysis

A
T

=
=

0.762
P=0.000

0.899

100

46

56



Journal of Next-generation Convergence Information Services Technology
Vol.15, No.1 February (2026)

, = 879 EFX|s M=ot BEE7t RF HEE0 FHFE EoldE LT[R Al

5
2 A7t HHUC oMol DNE FFE MO0 Hy® ER2 BOEC (B 45 NI
]

ﬁli*&* ERE MEEH AHHE 20-20M7F 758(75.0%) 22
(11.0%), 30-39A17F 118 (11.0%), 40-49M17t 3H(3.0%)
5H(45.0%), 01 558(55.0%) 22, 0§ &O{ X7} Ct
H*ol 20|:H o;IA-I %AIOE odA-IE|O-I°° E0:|_7'<_|:|.

s
il
|
n
pal
1)
0x
nE
-1
0x
rlo
|:|l_
0 —
0|0 & om

(& 5] 92 2E A=
[Table 5] Gender and Age Statistics

2 HIE H&
LAY
Ao-“:Eﬂ ==) 45 45%
o 55 55%
20M|0[s} 11 11%
ofzs 20-29M| 75 75%
30-39A| 11 1%
40-49M| 3 3%
A 100 100%

‘SO ESMES MEE I JHE HAY AMES O 2400 gt 20| IH7|X] CIXpel A
EtUO| 58.0%= 7Y =A LIEHCH, MK MA E2H17.0%)2t HE 7158(16.0%)0] 1 FHE A
=Lt BHHE 7428.0%)0t 7| K| THE1.0%)2 2 H|S0[Ct 0] Zit= SEASO0| I C|Atelat
A2 QM-S FZQ6HA QIAGIH, E3| Tj7|X| AEIYO0| BERME OfH0| MM Adot2 diCh= A
2 BOEL OISR, MMM LM 5)0 st 20 46%@46H)7t <Of JZCP,

b aM
43%43%) 1ECP2 SEOI, R0 SMA AHE0| 2:E 214 =40 =F0| FCf 2l

—

AetCt

AR Y2 BT LYLE SROME 53%(538)7F O0f -, 37%(378)7t -A™hz &
TOL0l, LRAETH AIZH Q14 Zoio] 3BH Fes OXls A= LI

UE MM A0 CHAl M 440%(44B)7t iR DFLR, 38%(38E)7t ‘1FCHE Eof, MEH
2 3HQ QIyolct.

200 golR A= FEE ZASl= R, 59%59F)7F Ol D™k, 35%35%)7t < A™b 2

Y



A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-

n

[

SEOH0 HHIO| 94%7t SYHZ BHIISIRCE Ol BEUE QX Huof 7Y 8ol Q42
sfEicy
HEH Od F=0f tohME 34%348)7t ‘O DFLh, 47%478)7 “AEEPZ Eoto], T
o 70| w3 IHMQ FYLS FE HOE LiERIC
BUHOR, SUKSS MN .21 Y22EE HAUE OX|E HM0| I FA AZRLZ O
At Qloni EfojzZa2met iy = 20|0tR2 0| =25t Z3tots des sl A=
=A et
BT BAYE W|2(0IM 2HY HBHOR 5o BYE ARYE MY 24E SAYLIN iii:ﬁﬁiﬂ;gg ;‘js g;ji:f:é%l"fjgz Uk
a4 I ¢ | [
=2 I 2 I
2jojot> | s 3 I
etozazyn| [ o 4 N >
2ei2c I - 5 Ml
YR 22 WS 20 CI24A0) HHSYA AU R POUE 7|0 AT A YA YUY YHAEF TSN
‘WO BUCE G 22 AME £ AUCtD Y2stYLat? YR HUC QT 3YHQ IS 0j2CkD YABYLUN?
1 I ¢ N ;'
2 N ¢ 2 I ::
3 . 3 I
4 M= 4 .
5 5 o%
YT SYE 7| X0M A MOIMZ FLE B A0l 232 -E?J E 71201 HEHQ iy PEE ALSSHE Ab|Zte|
‘@812 BACO| A2\ FAO| E20| ECHD MBI ‘B2 HAUC A2 Py 30| Fokn YASYUT?
T |
ly P 2 I, -
3 N - 3 I
40 4 I -
5 0 5 B
1,009 2 2.0%C} 32800t 4.0fict 5.5 ofLct
(A 3] AlZ 247t O|X|= Fekof 2ok AL Z1t
[Fig. 3] Survey Results on the Impact of Visual Elements
SeHez H3s &of [18 312 HEHEH 2 F70M 2ot oM JHX| 7HEel Bt
2olL|Aon, O ME &2 o [& 6)2t ZL.
[E 6] &oIF 29kdE Ii7IX| CIAtel AlZh 240 AF 2t
[Table 6] Adoption and Rejection of Visual Elements in Huanghelou Cultural Product Packaging Design
71 S ERE R
22 SHNE IPIROIN AS0N F5¢ HE MHE 8 B2 2|
HE QIX| =7t Rol0|SHA| &2 AO|Ct

58



Vol.15, No.1 February (2026)

Journal of Next-generation Convergence Information Services Technology

HSE TH7IXI0A 4= el
OIX| =7 Fol0jotA| &= Z0|Ct,

=]

= O

St2 2
HE
A=

Zf
a2

i

HSE TH7|X(0A HEL| TE MO AfH|

OIX| =7 el0fstA &= 20Tk,

E—
grotg 239

b 20|otR2

=1
=

120 [lEs 7% oju[x|E

3|
[=}

OIX| =7t RolnjstA &= 20Tt

Z2SE 7RO A

20-29M17F 75.0%2 7t =% o H|FO

2 aHiEe

Cia = LIEFSC). 22 23, W7(X| CIARele] AEYO0| AldE 7HE A I

=
e

2,

M
1

]

QAR 580%2)
2 HE

L

—

O[ACE 74A(8.0%)at =

=

=

C
(1.0%)2] B2 JUH22 FUCL O2ist Zits ZotdE AT Al

o, MR =3H17.0%)A 7I54(16.0%)0] 1 F

HiO}
C M

3

AW, Mis TS MM, BBM)0[ 89.0%2

b
59

FRACE CIRFRL A

o

g1t 7t=5d2 FAIBHOF BiLt.

ANZAHez HEdoF g5 EoEtt A

| X
(e}

(¢]
i

=

=

Aot &

i

3

94.0%2| =&
82.0%2

L

—

L

stn B@c 23 g
—

=21

HIHZ[R] 370 M

o
o
—

o

(o]
agfmel HE A

=

AH|XpO| 7|

2 T{7|X| CRFI0fA
Cf.

EfO|

k

o
L

—

>

ups
=5 =01, Gt

S

M
Fef{of
Al
Al
C}. Of



o] Al2tH

o

—
AL

il o

.
o
[

Xt
=]

A Study on the Package Design of Cultural Products by Yellow Crane Tower -Based on the Brand Awareness theory-
CHAM, 20l0fR2 CHE F82 81.0%2 =2 285

| M5 2AZ 20|02 ZHe Z&tsto] OPEEO|BIAl A|ZHE Of

{510} B

—

=Ne)
S =

om
B0

o
O:

1__[

=

=

O] QA= T7[X|

=]
=

B

17Ix| cixiele o

I

ol

2240|H, MHLH 20]0%

o

N

=
=

He ode

q
0

9

o =2 20294
Ofot Yol B22 MIIMOZ NC} Mt &2

ool B2

g
[ v

A
a4

Bl

ol

8l

2, 42 75.0%2F 55.0%

A

=
-

0o, Cf

g
Jolr
i

ol

of Design,

19, no. 2, June 2013, pp.

b SLAl

References

Museum of Korea”, Journal of the Korean Society of Design Culture, vol.

412-414.
Dept. of Design, Sungkyunkwan University, Republic of Korea, 2005.

[11 Y. H. Lee, “A Study on the Development Plan for Cultural Goods at Museum Shop in the National
Chung-Ang University, Republic of Korea, 2006.

[3] J. M. Seo, “Study on ways to enhance corporate image through package brand identity,” Master's thesis,

[5] S. O. Kim “A study on Korean brand name recognition research”, Master's thesis, Dept.

[2] D. A. Aaker, Building Strong Brands, New York, NY, USA: The free press, 1996.
[4] D. A. Aaker, Brand Leadership, New York, NY, USA: The Free Press, 2000.

60



